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HEIRLOOM RINGS 





In these exquisite rings we have preserved the 


true spirit of the Early American’ jewelers’ art. KON-ITE 


Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 


Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. 


’ Brochures showing 17 designs will be sent upon request. 








No. 1664/7 
7 stones, high center 


~ No. 549/7 © 


9 stone cluster, high center 





No. 2156/7 : : 
9 stone square top & : 
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The cover—Cartier diamond 
jewelry worn by this June 
bride complements the satin 
wedding gown by Joel and 
the peaked French bonnet 
created by Bridal Modes. 
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Adding new luster to 

his long record of jewelry 

design, Marce has created an 
important series of elegant 
diamond-studded watch cases... 
Fabulous in beauty, these 


cases are also flawless in 


workmanship—because they 


have been produced in the 


quality tradition of 
WBO craftsmanship. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


, 


i) WEST 60th STREET W( | NEW YORK 23, N. Y. 


a 


symbol of quality and distinctiow in gold | 
and platinum creations. 





















































When a company has been continuously in business for 


seventy-five successful years, it has just reason to celebrate. 


And the best way we know of celebrating our 75th Anniversary 
is to offer our good friends in the jewelry trade the finest line 


of Quality Gold Filled Jewelry Simmons has ever produced. 


This banner line will be first shown this month. You will 
see it, soon. You will want it, definitely. 


R. F. Simmons Company - Attleboro, Massachusetts 


AOR 


tases 
er BOOM 
ae ee 


Ar apn 


ORNL A Ati 











(9% 





y wide variety of findings, parts and settings 
found in the K &B line offers a great opportunity to 
manufacturers and wholesalers .. . to produce 

individualized creations in mountings, wedding 
rings, dinner rings, gents rings, stone rings and 
signets, etc. Findings are die-stamped from 
drop-forged metals stock. Write for catalog 
showing complete line. 
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THE LEADING RING FINDING MANUFACTURERS * WORKERS IN GOLD AND PLATINUM 
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JEWELRY PALLADIUM <<< ficent me 
-_" or selling diamonds 








THE WORKING AND HANDLING 
0) 3 JEWELRY PALLADIUM 


this new booklet. Goes 


in detail. 





Let us send you 


into the subject 
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The settings shown here illustrate the pleasing de- 
signs that are so characteristic of Baker settings. 
They are among our most popular series, but the 
variety we make is so great that it is almost certain 
you will be able to obtain from us just the setting 
you require to cafry out whatever idea you have in 
mind. All are finished to the point where little fur- 
ther needs to be done to them but the final polishing. 


Series 593 is our latest illusion setting. Notice that 
the reflector: plate is inclined towards the diamond 
in order to direct the greatest amount of light into 
it. The beads are on the plate itself and are long 
enough to allow fraising out where necessary. By 
soldering the reflector into place, we have made 
this a finished setting. There are 10 sizes for 
stones from 5 points to 34 Carat. 3 


All our settings are made in jewelry palladium, 
irédio-platinum and gold. — 


LZikon E-Ce Lee 


113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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ANY OTHER KIND’. CONSULT YOUR WHOLESALER 










iby molaney tt 


C AMONG (fenre 
C 
wale, 


retton brings bandy.. 




















to your watch 





And what an up-to-the-minute “look” it really is — 
smart, flattering, distinctive. And because 

BRETTON bands are expertly fashioned by 

master jewelry craftsmen, they are always a 
source of deep pride and satisfaction. 

Wherever fine jewelry is sold. 


—Bruner-Ritter, Inc., Fifth Ave., New York, 





and Montreal, Canada. 
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Y's favorite feminine The real thing in smart 
ion watch band — basketweave watch bands for men— 
best seller everywhere. with handsome new 
Miidly streamlined, trim, neat streamlined expansion center. 
saceful. In yellow, pink or white In yellow, pink or white— 
V2 kt. gold filled. 1/20 12kt. gold filled. 








Betaxincl. ‘*reg. U.S. pat. off. $12.50, tax incl. 








LOOK! COMPLETE 2-MINUTE DEMONSTRATION OF 


Then, show your customer how the 

Twin-O-Matic operates: “Dial your 
wallles light or dark with the handy dial 
on top. When the indicator says BAKE. 
pour hatter into the top half.” 


No question about the big news in 
the Manning-Bowman Twin-O- 
Matic! It makes two full-size waffles in 
the time it takes to make one! So point 


out this feature first... 


CM 


Next, rotate the waffler. Explain: 

“Now you pour batter into the empty 
section, close cover, and return the waffler 
to its original position. Concealed over- 
flow troughs catch surplus batter.” 


Note the cool bakelite handles and 
eleaming chrome finish—typical 
of the quality details in all Manning- 
Bowman toasters, percolators, broilers, 
irons, automatic grills and heating pads! 


Manning Bowman Means Gest 


Manning, Bowman & Co., Meriden, Connecticut. > In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 








COMING 


BRISTOL WEDDING RING ; 














Ready soon...a catalog that is 
different... designed for your use 

as a Counter Sales Portfolio’ to aid in 
merchandising Bristol Rings. 





ATOC SEAMLESS RING COMPANY 


1 CHICAGO - SAN FRANCISCO « 71 NASSAU STREET, NEW YORK 7 N.Y 








GOLDEN GRID 


TWO WEEKS BEFORE FATHER'S DAY, America’s biggest circulation magazine, LIFE, will carry striking, full-page two-color ad on Golden 
Grid. Inspired by radio ‘mike’s’ grid-like pattern, Golden Grid designs have the ‘bold look.’ 


12 -WELERS’ CIRCULAR-KEYSTONE 








Graduation Gifts. And this dominant Golden Grid ad will run in 
11] major market newspapers, ONE WEEK BEFORE FATHER’S DAY, 
to put selling messages on your customers’ doorsteps. 


THE TALK OF THE YEAR IN MEN'S JEWELRY 


JACQUES KREISLER'S 
“GOLDEN GRID” 


ESQUIRE, fashion leader among men’s maga- 
zines says ‘the new look’ in men’s apparel is “the 
bold look.’ So Jacques Kreisler adds Golden Grid, a 
group of new designs with a “bold masculine look” 
to its Harmony Collection. 

GOLDEN GRID ADVERTISING is expected to cre- 
ate more sales in men’s accessory jewelry than ever 
before. Reasons: 1. New fashion-consciousness in 
men’s apparel industry. For example: tremendous 
increase in’ French cuff shirts creates demand for 
cuff links. 2. Campaign is timed for peak May-June 
gift season selling! 

Big-space national advertising plus exciting 
selling aids for store promotion, make up a program 
that meets Kreisler’s basic advertising tests. It’s 
large-scale, timely, exciting, soundly planned! 








_KREISLER’S DRAMATIC NEW MEN’S JEWELRY COMBINATION TRAY presents 


Golden Grid in its most attractive setting... helps show complete : 
gift collection quickly. Retail-minded promotion material for 
Golden Grid creates interest... helps turn trafic into extra sales. 








LIFE 
. FULL-PAGE 
2-COLOR AD 


11] NEWSPAPERS 
~DOMINANT 
4 COL.X 12 INCH AD 


MEANS BIG 
GOLDEN GRID 
SMES FOR... 

FATHER'S DAY — 





JACQUES KREISLER MANUFACTURING CORP. 9015 Bergenline Avenue, North Bergen, N. J., New York Showroom at 650 Fifth Avenue 


FoR May 1948 
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GEM-MESH EXPANSION 


BRACELET 
No. 11508 


All visible mesh parts ore corrosion- 

resistant 1/20-12 Kt. Gold Filled material. 

Inside connectors are corrosion-resistont 

metal. Top shells of the expansion sec- 

tion ore 1/20-12 Kt. Gold Filled. Center 

links are corrosion-resistant metal. Back 
shells ore stainless steel. 


$11.50 


FEDERAL. TAX INCLUDED 



































a band for men of action 














Here's a band designed for men who like to move freely, and for 
jewelers who like to move merchandise fast. It has all the practical 
features you've applauded in expansion bracelets, and it’s exquisite 
jewelry besides. It bears a quality name. It’s backed by advertis- 
ing in ESQUIRE, LADIES’ HOME JOURNAL, VOGUE and 
SATURDAY EVENING POST. It’s a stopper in your windows 
—a trade-up watch band that gives you a beautiful markup, and 


your customers satisfaction. 


GEME X WATCH 


B AND S$ 
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AVAILABLE THROUGH YOUR WHOLESALE 


DISTRIBUTOR © GEMEX COMPANY, UNION, NEW JERSEY 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















Brilliant American Beauty Rings 
| are set off to perfection in 
this smart new hand-colored display. 
Its crimson velvet base is a 
stunning hackirentd for nine different 
styles in American Beauty 


Diamond Bridal Sets. Available only 


_to American Beauty jewelers. 





Knowingly designed . . . skillfully 
crafted ... these superb diamond 
bridal sets are twin refleciions of 
the impeccable standards of 
duality that are traditional 


with American Beauty Rings! 
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CONSULT 
YOUR 
WHOLESALER | 




















































































































































































































































































































































































































ovely to look at, delightful to wear. ~ - Rich returns for you in the com 
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are wise enough to cash | 
in on this tremendous | 
National Advertising | 
Program: 
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* Free Advertising Service! 
* Free Window Display Plans! 


* FreeWeddingPhoto Albums 
or Your Customers! 


* Free Radio Transcriptions! 
* Free Newspaper Mats! 
* Free Ring Display Boxes! 
* Free Counter Displays! 
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You know you can satisfy your watch band customer when you 
feature the JB line. For JB’s magnificently styled watch bands 
are available with a complete range of patented ends to fit and 
flatter today’s popular case styles. All easy to attach—strong 
and safe. 

JB END FITTING CHART 


=| Keyhole = 4 Keyhole = J Keyhole +5 Fork Concealed Gate 
for small lug for medium lug 


aa 


Distributed through leading wholesalers 
JACOBY- BENDER, INC., 161 Avenue of the Americas, New York 13, N.Y. 





Vs 





Concealed Gate 








KEYHOLE ENDS ° FORK ENDS ¢ RING ENDS + STRAIGHT ENDS 


NOW. .. High Fashion in Watch Band Ends! 


CONCEALED GATE ENDS by JB 


More glamorous... more appealing—because 
they look as if they were custom-made for 
your customer’s watch! JB’s ingenious con- 
cealed gate ends bring the band right up to the 
case——make a continuous, harmonious design 
of band and case. So handsome, they sell 
themselves ! 





CUM 











fa 





Concealed Gate 


for large lug 


Other ends available on request 


JB Says, “See Your Jeweler First” through 
60 million Advertising Impressions in LIFE, 
COLLIER’S, LADIES’ HOME JOURNAL, 
COSMOPOLITAN, and leading Sunday 
Supplements. 


— 
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Back the watch band that backs the jeweler 
... your guide to the finest in watch bands 
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INCOMPARABLE VALUES by STONE 


DIAMOND RINGS 


Samples on request to established 


jewelers. State price range and styles. 
Our mountings are of exquisite styling 
and are produced by expert craftsmen 
in 14 and 18 Kt. and white 
gold, as well as 10% iridium-platinum. 


vellow 


11 west 42%? Sr 


& Company 


4 cts. 3 cts. 2 cts. 1 ct. '~ et. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 


3 cts. 2 cts. 1 ct. Yr ct, 


THE ROUND DIAMOND Perfection of cut and the 
consumate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 
is truly magnificent. 
Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


3 cts. 2 ets. Vo ct. 


THE MARQUISE DIAMOND 


decade of the 19th century, women have always thrilled 


4 cts. 


First cut in the last 


to this charming creation. 
The Marquise ranks importantly in STONE’S large selee- 
tion of diamond rings of all types, some of which are 


trimmed with fancy shaped diamonds. 


We are equipped to design 
and execute special orders promptly. 


FAST TURNOVER GUARANTEED 
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THE JEWELERS’ CIRCULAR-KEYSTONE 



































FORSTNER CHAIN 


CORPORATION. 
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Look for this trade mark 





Fashion's lovely “Lady Look=z. . 


enchanting in its pure simplicity 


3-strand square snake chain necklace and bracelet. 
Attractively boxed in sets or individually. In Sterling 
Silver— Rhodium Finish and 1/20 12 Kt. Gold Filled. 
Necklace to retail from $20. Bracelet to retail from 
$10. Federal tax not included. Available through 


Authorized Forstner Distributors. 


IRVINGTON 11, NEW JERSEY, U.'5. A. 





HOW DORSONS SERVES = 
JEWELRY STORES 5. o.oo. 


the right prices—that is Dorsons’ first service to jewelers. Dorsons’ 
talented creative staff is backed by one of the outstanding manufactur- 
ing plants in the industry # Dorsons’ promotions are the kind your 
customers, jewelry store customers, want @ Dorsons’ national advertising 


and efficient distributors are geared to help jewelry stores sell jewelry! 


J | B I E : : Gs ELSE EA Sea He dpe | 
Ask your jobber to show you - | 


Jubilee — the magnificent rhinestone line that is making A catiemicae | 
jewelry history. Write for free Jubilee promotional kit of By 
mats, display cards and envelope stuffers for your advertising. 





'D. ORNSTEIN & SONS CORP., 110 WEST 24™ STREET, N. Y. 11 
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With the beauty of an heirloom, yet up 
to the minute in today’s style, the Claspet 
bracelet is 12KT 1 /20 gold filled. Clasping 
the wrist gracefully, it has a gentle spring 
action which holds it firmly in any desired 
position. The Claspet . . . adaptable to any 
wrist ... is uniquely charming . .. right for 
any daytime occasion . . . high fashion 
worn over long gloves for evening. 
SOMETHING DIFFERENT—Our salesmen are now on the road with advance 
showings of the Claspet Tubing Bracelet, an exceptional new high-style jewelry 
item you are sure to want. New designs in Carmen bracelets, ear-rings, and other 


fine jewelry. See your wholesaler and order today. 


BRIGGS, BATES and BACON CO. 


Attleboro, Massachusetts 





America’s finest diamond ring values 


You have to see these luxurious LIFETIME 

presentation cases to fully appreciate their 
rich beauty, their unprecedented appeal. 
There can be no question that for jewelers 
featuring LIFETIME diamond rings, these 
cases constitute a plus worth capitalizing 
in a big way. From a functional 
standpoint, these cases lend themselves 
gloriously to various kinds of striking 
window displays and showcase trims. 
Small wonder, then, that so many alert 

jewelers are so LIFETIME-conscious . . . BASKIN BROTHERS. Inc. 


34 West 48th Street ¢ New York 19, N. )\ 


@) Makers of Fine Rings Since J896 


FoR May 1948 
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Wherever men greet women, attention 


\ 
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Today,even the most beautiful precious 
stone is lost as an era ital-Wkel me el-lexelate] 
adornment without a mounting that 
complements onal displays it with equal 
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“Registered Trademark 


O 1948 K. & P. Inc 
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This luxurious Regalure ensemble has all the 

requisites for successful promotion—smart sty!|- 

bate mee gle dtha mot desitcseelosetsjeth oMetisaeoigh Z-molelel dele stele s Sugg 

lattele(-toMm siisM ssetities stam dettst-1-11e)0t-t-emn del MEMO cel cae! Crown P; $5.00 (Plu 
pin, the matched earrings and the neckchain 
elo d-Mo 6s =3 (=e (0s elol- Models taeteti-set-is (ome) Mi e)l-\1- Masel dts 
many times their low retail price. 


Crown Earrings .. 5.00 
Neckchain 


RICHARD POLUMBAUM COMPANY, INC. 
630 Fifth Avenue, New York 20. N. Y. 


FOR May 1948 
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“$E'S SIMPLE... AND SENSATIONALLY SUCCESSFUL! 
right now! Exclusive dealerships still available. 


SEE Re L 
——— + ae 


Phone, write, wire for details 
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COMPLETE ADVERTISING SERVICE 
FURNISHED WITHOUT CHARGE TO 
ALL AUTHORIZED LOHENGRIN 
JEWELERS. (SHOW BOOK) 


*Reg. U.S. Pat. Off. 
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© 400 - plus Radio Stations 
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© “Make-them-buy’’ displays 


© Prettiest package in the 
Des, Pat: No. 142996 


MARATHON COMPANY 
Creator Finest Children's Jewelry for Half a Laentury: 
Attienoro, Mass, 
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“GENEVA”’. 
ectric occasional 
dred trim. A stun- 
>, den, living room. 


HUGHES 
money” pocket; 
mirror and tiny 
blue zipper case. ¥ 














3 out of every 4 Cosmopolitan readers live in the 608 
Principal Trading Centers where between 70% and 


80% of all retail jewelry and silverware sales are made. 
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SELLING THE 


Fie it 


THAT GOES 









WITH A 






DIPLOMA 









SATURDAY EVENING POST 
CIRCULATION: 3,961,383 
































ais ee THIs HAMILTON graduation advertisement goes to a gigantic 
CIRCULATION: 3,000,000 audience. The combined circulation of the magazines carrying 
ementen 12,000,000 it totals 18,866,528. When you count readers, figures soar to 
LOOK 
CIRCULATION: 2,566,859 76,526,144. ; 
_} READERSHIP: 15,650,000 Plenty of them are right in your neighborhood. That means 
: NATIONAL GEOGRAPHIC strong local advertising for you. In coverage, the ad blankets 
- CIRCULATION: 1,628,799 ' ? 
READERSHIP: 3,473,000 the logical prospects in your community . . . those who appre- y 
COUNTRY GENTLEMAN ciate and can afford to buy a fine watch as a graduation gift. 
CIRCULATION: 2,235,397 . ; . . . . . 
ot 5284710 | It is attractive, dramatic, alive with human interest. This 
: LIFE is a full page ad appearing in April, May and June, mostly in 
_ CIRCULATION: 5,307,679 full color. Like all Hamilton advertising, it sells your dis- 
READERSHIP: 26,000,000 





criminating customer on the quality, accuracy and beauty 






| CHRISTIAN SCIENCE MONITOR 
_ CIRCULATION: 166,411 of a Hamilton. 
| READERSHIP: 368,434 












HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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AMERICA’S FINE WATCH 
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in simulated pearls 


MAKE MORE 
INVEST LESS 


| with Deltah’s 
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Deltah’s Basic Control Unit provides 

you with the necklace styles and qualities 

most in demand, thus insuring quickest 
tirnover on smallest investment. This unit 

is basic in that it is the foundation of any 

up-to-date pearl department. Because the 

necklaces represented in it are quickly 
replaceable, count on having these fast- 
selling numbers on hand at all times. 
In simulated pearls, let Deltab be 


your guide to quicker sales, better profits. 





ete 


AT BETTER JEWELERS 


2D, 1+ | CONSULT YOUR WHOLESALER 


mA SIMULATED PEARLS L. HELLER & SON, Inc., 411 Fifth Ave., New York 
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swirls out 
in front with the 


glamorous new star 


of popula r-priced 


8992. Natural 10K R. G. P. Domed 
crystal. 1/20 12K gold filled open 
link bracelet, easily adjustable to fit 
wrist. 17 jewels 


FEDERAL TAX INCLUDED 
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SEND FOR OUR 
NEW CATALOG 


featuring a choice selection of ring mountings, watch cases, watch attachments 


— 


and emblematic jewelry. 
popular diamond cuts. 





A page from our catalog showing a selection of Platinum and Gold rings. 


MANUFACTURING JEWELERS 


21 WEST 46TH STREET 
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It also contains a handy chart showing specimens of 


Write for your copy today 
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NEW YORK 19, N. Y. 




















Buttons are popping off Dr. Harder’s vest! 
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Dr. O. E. Harder, famed Co 
metallurgist ofthe Bat- | 
telle Memorial Institute,’ 

who helped Elgindevelop * 
Elgiloy metal for the 
DuraPower Mainspring. 


(Patent Pending) 








O* January 1, 1947 we started to 
put in every new Elgin Watch 
a mainspring made of “Elgiloy” 
metal. 

Previous to that, it had been 
put into 100,000 Elgins as a final 
test of its qualities. 

In March of 194.7 we announced 
to the nation—“The most im- 
portant watchmaking develop- 

ment in over 200 years!” 4 
mainspring that eliminates 
99% of watch repairs due to 
steel mainspring failures! 

Now more than a whole 


year has passed...and well over a 
million DuraPower Mainsprings 
are in use. We have heard of a few 
DuraPower Mainspring failures 
—an: infinitesimal few. Not a 
single one was due to rust. 

As stated above.we allowed for 
a possible 1% failure. Actually 
the record to date indicates that 
our new mainspring is 99.9985% 
perfect! 

It’s an amazing performance 
record. The DuraPower Main- 
spring is a success—it has even ex- 
ceeded our fondest expectations. 


ExTRA BUSINESS LEE LGIN NATIONAL WATCH COMPANY 


DuraPower Main- 


springs are available Elgin, Illinois—also Aurora, Illinois and Lincoln, Nebraska 


for replacement in 
Elgins back to 1939. 
Advertise this fact to 
Elgin owners and get 
this extra business. 











| 
| 





“Marlene Sei 












‘“Clavdette’’ Set 
Siameonds enlarged for detail 


Write today for im 
newspaper advertising... 





ressive mats for local 
vailable Free on request 
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A. COHEN & SONS CORP. 
27 West 23rd Street, New York IO, N. Y. 





$11.50 TJ. 


$9.00 T.1. 
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: COCCOS speais 


© ery ono 6 





Pettis oil 








TO OPEN CATCH 


Simply flick magic Catch opens instantly. 
button toward you Lift up. and remove 
with your thumb. band from wrist. 


- 
> 
% 





TO ADJUST CATCH 


Slide the sliding mem- 
ber into catch until 
band fits most comfori- 
ably. At that point, 
catch locks automati- 
cally and stays locked 
until re-opened. 


$11.50 TI. 
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FOR May 1948 





INTERESTING FACTS 


FOR ALL USERS OF KARAT GOLDS 
IN THIS NEW BULLETIN . 
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“Thies BULLETIN describes a series of Karat Gold compositions developed by 
Handy & Harman for use on a wide variety of work. Each 
composition has properties and characteristics metallurgically 
balanced to meet specific requirements. These Karat Golds are 
true to karat, gauge and finish. If you are looking for smooth, 
economical, profitable production — WRITE today for your free 
copy of this informative BULLETIN 16. 


‘HANDY & HARMAN 


ace IH & HARMAN 
Orrovnor Z wOLD Pg 
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82 FULTON STREET NEW YORK 7, N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. » Providence, R. 1. » Toronto, Canada 
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Quality is indicated by palladium Double Eagle which 
pierces thru ring top to bring out in fine relief its 
gleaming details. Enameling is scientifically achieved 
to last. Colors are authentic (‘Scale of Justice” in 
blue as shown. Rose Croix in red and green). Ring 
is also available with diamond in center. 


Similar qualities.employed for K of C, Elk, Odd 


Fellow, Kagle, Eastern Star and others, at your Whole- 
saler. This finely wrought Masonic 32nd degree ring 
sells on showing. Big month for this business just 
ahead. Star Rings of Style and Quality, in your po 

session, ready to show, will assure you of your share 


of the business. ani 








* the urge to buy starts with the eye 
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LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 








CASES 


















— designed to custom-fit fine watch movements 





48 THE JEWELERS’ CIRCULAR-KEYSTONE 








The simple el 
golden wire 
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Few household appointments ) | “% ie rt: | Ps THE 


can add the sparkling touch : Pa } 
afforded by distinctive handcrafted a Lancelot 


glassware such as LANCELOT. 
Created by Pipsan Saarinen Swanson, LANCELOT is modern in its treat- 
ment of design, yet with a daringly brilliant motif suggesting that romantic 


period when knighthood was in flower. It is truly something apart from the 


usual in crystal tableware. 


LANCELOT is available in the important tableware pieces, with stemware 


to match. 


DR 
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” Peete” 


Cia i Longa. a te 
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STATES GLASS COMPANY 
TIFFIN, OHIO 


Makers of Tiffin and Glassport Fine Glassware 





Hitch your Wagon to these 





N323— $40.00 
Palladium and 14K pink or yellow 
gold. : 
8 diamonds and 8 genuine rubies. 


D555—$20.00 ea. 
14K yellow or pink gold guards. 
Fine matched synthetic rubies. 


We manufacture a complete 
line of wedding rings, men's 


and ladies’ stone rings, etc. 
Mats & Catalog Available 


Selection on memo fo rated jewelers 


DAVID SARKIN. INC. 


Leading Ring Stylists for a Quarter Century 
93 Nassau St. New York 7,N. Y. 















None Genuine Unless Stamped “MIRACLE” 


*Patented and Reg. U. S. Pat. Off, 





Cheir One Hundredth Wedding Auniversary 






A MIRACLE 


OF 


TOMORROW! 







Today’s Miracle is the modern patented setting of 
the MIRACLE* Diamond Ring... it actually makes 
the diamond look at least 25% larger! So dazzling, 
so radiant ...the MIRACLE’S mirror-like reflec- 
tions also enhance the natural brilliance and lustre 
of the stone! Consult your jobber; if he cannot 
supply you, write us. 









Through the efforts of medical sci- 
ence, the life span of modern man 
is ever-increasing. In the future, a 
one hundredth wedding anniversary 
may become commonplace. 


Rings enlarged 
to show detail 








WARNING: 





FREE 
Mats and Dealer Helps on Request 





SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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This beautiful matched set by SWANK does more than sell itself. Its sure-fire 


masculine appeal, intensified by national advertising, helps create new 


set the style and pace for well-groomed men. Best 


of all, SWANK is sold direct from factory to you. For a source of regular, 
year-round revenue, feature SWANK—the jewelry men prefer. 





customers for men’s jewelry. The SWANK line 
includes a complete array of the ever-popular 


staples—as well as smart innovations that 
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SwAIK -—@ Swank, inc... Attleboro, Mass. 
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enlarged to show detail. 





WALTHAM MOVES TO LARGER NEW YORK OFFICES 





The Waltham Watch Company announces the opening 
of its larger Sales, Advertising and Styling offices at 


689 Fifth Avenue, corner of East 54th Street. 


This latest step in Waltham’s grow:h is another in the 
chain of events that have marked Waltham progress 
and leadership in the manufacture of fine watches 


since the inauguration of the new management. 


THE GREAT WALTHAM FACTORY. «WALTHAM, MASS. 
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WALTHAM’S MODERN NEW YORK SA OFFICES| 





THE NEW SUITE of modernly appointed air conditioned offices on the fourth 
floor at 689 Fifth Avenue, were opened for you on April first. Here you will 
see a beautiful display of the new Waltham’s— product of American ingenuity, 


styling and engineering skill. 


We hope you will avail yourself of the convenience and facilities of these 


offices whenever you are in town. 


VALT HAX\ 


NEW YORK SALES OFFICES 


89 FIFTH AVENUE 


AT 54th STREET NEW YORK 
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Now, for the first time in the 
history of jewelry design, 
Rosenthal & Kaplan, with their 
typical craftsmanship, have 
created an utterly new and 
different series of fashion rings. 
These startling innovations, 
never seen before in stone ring 
designs for men and women, have met 
with immediate approval all over 
the country. 

Unbelievably low prices have 
created interest and enthusiasm 
for such fine jewelry in hitherto 
untouched markets. Women can now 
afford to change rings as they do 
handbags .. . with each different 
costume. Men as they do ties. 

Wise dealers have already 
achieved marvelous sales results. 
Join these successful retailers-- 
take advantage of Rosenthal & 
Kaplan's headline making rings. 

To see the full Roka line of 
genuine and synthetic stones 

set in 10K and 14K gold, write 
today for name of representative 
nearest you. 
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anced by good designing and exclusive processes 


Lush velvet — molded into new shapes — 
... and flashing metal trim combine to 


compliment this lovely bracelet. 


ur facilities enable us to offer 


you innumerable styles of embossed and 





gold stamped decoration on paper, velvets, oe enie 


imitation leather and many other surfaces. 


THE 


BOX COMPANY 


MAIN OFFICE and PLANT: Attleboro Falls, Mass. © NEW YORK OFFICE: 175 Fifth Ave. 


THE LEADERS PREFER MASON SET- 


UPS 














THE , mver )walit ()} 
jones & & (7 woodland 


RINGS 


DIE STRUCK FOR DURABILITY 


Our men’s rings are struck in steel dies 
from rolled gold. 

ROLLING refines the grain structure. 

STRIKING makes the gold harder. 

STEEL DIES bring out the detail of the 


design more sharply. 


& Woodland Ce. 


MAKERS OF JEWELRY 
49 Chestnut Street, Newark 5, N. J. 
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Newest |.D. achievement in market-wise styling. ..‘‘Match-Mates’’ 


perfectly matched...each suggests the additional purchase of 


the other. Both combine smart slimness with great strength. Bracelets 


“ff { 99 3 RIVALS OCRCORICE TONE CCM CRT ASTCE Tie 
Nalch-Mates 


j 
are endowed with dual sales appeal. The two bracelet watch cases are 
Cases are HYLAP-finished and fitted with NANCA crystals. 


Kor Men ; 


Sold to Watch Importers Only 


1D. WATCH CASE COMPANY, ine. 


137-11 90th AVENUE. JAMAICA. N.Y. 


For Ladies 



















The Comb-Compact* 
(D2211/34) 


cleverly conceals a 
handy tortoise shell 
comb beneath its 
raised cover design. 
Panel or 
monogramming. 

K & K's'touch-catch’ 
pops the lid open in 
a wink. About $6.95 
retail. 


Another gleaming trio of compacts, transformed 
by K & K’s magic gift for designing into priceless golden 
treasures. Their sorcery is sure to cast a spell on shoppers 
looking for just the right graduation or June wedding gift. 
Set your sales sights on these K & K 
interpretations in jeweler’s bronze . . 


The Rosette* 
(D1068/11) 


hand etched with a 
garland of Spring 
flowers is pure 
romance. Just touch 
the catch, and the 
lid flips open. Heavy 
beveled mirror, deep 
owder well. About 
5.95 retail. 












\ 

K & K compacts are nationally-advertised in 
Vogue, Harper’s Bazaar, Mademoiselle, 
Charm, Glamour and Town and Country 

Participating on Radio Network Shows 





NBC —Honeymoon in New York 
Mutual —Married for Life 
CBS —Give and Take 
Look Your Besf 


The Palm-pact* 
(J10003/27) 


is sculptured to fit 
snugly in your hand. 
Fingertip catch is 
moulded to the 
compact frame. Full- 
view mirror, leak- 
proof powder well. 
About $4.95 retail. 





*Also available in smart, new 
enameled spring and summer colors. 


KOTLER & KOPIT, INC. 303 FIFTH AVE., NEW YORK 16. Factory: PAWTUCKET, R.I. 
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ASK YOUR DISTRIBUTOR... 
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Springtime is the Year’s Biggest Gift Season 
(except Christmas)—and This Spring —starting April 30— 
YOU'RE GETTING SIX SOLID WEEKS OF 


A GIGANTIC 


SPRING BULOVA 
PROMOTION 


In these 6 weeks alone! 


2100,000,000 


RADIO SALES IMPRESSIONS! 


And Remember — this Greatest of Radio Campaigns 





























continues every day—every week—52 weeks a year! 








In these 6 weeks alone! 


12,000 000 
MAGAZINE SALES MESSAGES! 


Full Pages! Four Colors! 


















Every man, woman and child in your community will hear 
—will see—BULOVA advertising —time and time again! 
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17 jewels. Also : 
available in white. . ~~ 


$59.50 


PHYLLIS 
17 jewels. 2 diamonds. 
4k. gold. 
Also available in yellow. 


$135.00 








HIS EXCELLENCY “AA” 
21 jewels. Also available 
in pink and in white. 


HER EXCELLENCY “A” 


21 jewels. Also 
available in white. 


SAO IO 


All prices include Federal Tax 


For Graduation, 
Weddings, Anniversaries, Mother’s Day 
and Every Important Occasion 


This Spring, no doubt, someone dear to you will celebrate a 
happy occasion. You can make it even happier by giving a 
Butova — “Gift of a Lifetime”. 


So, today, as your gift choice, select the choicest of gifts—a 
magnificent, new BULOVA— masterpiece of fine watchmaking. 


Priced from $24.75 to $2500 —at better jewelers’ everywhere. 


BULOVA — Official Timepiece of American Airlines 
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a6] =] 0) K@)V/.\ ADVERTISING 


Be sure you use these great Bulova Merchandising Aids 


»~ LOCAL NEWSPAPER ADS 
» LOCAL RADIO SPOTS 


» DIRECT MAIL: CAR CARDS 
» BILLBOARDS 


» WINDOW DISPLAYS 








This Spring mote than ever... 
AMERICA RUNS ON 








Sor Father's Dap 


Make Your Store the Center of Attraction! 


A ROYAL 
PRESENTATION DECREE 


poids 
flolben [anight 


32,000,000 readers 
will see this ad in 
full-page, full color, 
in LIFE (June 7 issue) and 
LADIES’ HOME JOURNAL 
(June issue)! 


olben [pnight 
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Nowhere but nowhere will you find greater originality 
or more male-appeal than in this SPEIDEL Golden 
Knight promotion for Father’s Day! The Royal Decree 
in full color has all the richness of a medieval proclamation. 
It is so beautiful that people will frame it... and it’s 
personalized with a space for the donor to write his name 
in. In your window, on your counter, in your newspaper 
ads... it will attract attention ... and sell Golden Knights for 


Father’s Day. Send your order today to your Speidel distributor! 


RICH WINDOW DISPLAY 
FEATURING THE DECREE 
GIVEN FREE WITH EACH 
6 GOLDEN KNIGHTS YOU 
ORDER. ASK FOR ASS'’T. 
FD6... YOUR COST $31.50 














Your double 
assurance of 
dependability... 
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SPONSORED BY 
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LOUIS AISENSTEIN & BROS., NC. 29 E. Madison St., Chicago 2, Ill 


Ernst Schuler Strasse 6, 


630 FIFTH AVENUE, NEW YORK 20, N.Y. Bienne, Switzerland 




















. 


Chicago Representative: H. S. Rubin, 29 East Madison Street °* Los Angeles Office. 707 South Sroadway 





AMERICA’S MOST BEAUTIFUL 
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Finesse 
Hands O (7 ty 


Beautifully designed in 1/20 12k gold filled. Yellow, 
Pink, White (Rhodium Finish). 


ORDERS FILLED THROUGH YOUR WHOLESALER ONLY 


Finesse Wristlet Inc. 


seEwecurRy CRAFTSMEN SINnceE 1903 


36 East 20th Street» New Yorks 3°N_Y. 
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RING MOUNTINGS 





Individual mountings with the patented Feature-lock, are perfect 

streamlined rings in themselves. Engagement rings or wedding rings 

may be bought and worn separately if desired. Nothing protrudes 
. there is no hint of a “‘gadget’’ of any kind. 


Locking rings together is extremely simple. Built-in lock-pin comes out 
of side of wedding band, which is held at right angles to solitaire to 
permit lock-pin to fit into slot therein. 


Rings are turned together into a secure locked position. Now they stay 
together at all times. Matching rings line up perfectly and harmoniously, 
exactly as the designer intended originally. 








WARNING 


Feature-Lock is patented 
in the U.S. Pat. Office. 

Pat. Nos. 2,029,464- 

2,127,766 and other 

patents pending. In- 

fringements will be 

promptly prosecuted! 

. m 
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AUTHORIZED DISTRIBUTORS 126 WEST asth evasat 3 
sttiiiies eee | FEATURE RING 00., INC. NEW YORK 19, i Me 7 
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To irreproachable 


quality, we add the gracious 


styling that outlives the years. 


It’s been that way since 1910. 
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Manufacturers of Gold and (Platinum Watch Cases 
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_ the stitchless strap 
that won't 


pull apart... 





so smooth... 
so sturdy... 


so distinctly handsome 


This is the watch strap with a personality 
all its own — designed and styled with 
imagination and skill. Definitely a longer- 
wearing strap because it can’t pull apart. 
Expertly achieved of calf, jungle-hide and 


other fine quality leathers — in the colors 





most men want. 


ee 


Re 


FOR May 1948 
























Neet ‘‘Moldette’’ straps come in 
this striking one-dozen display folder. 


CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 





LASKO STRAP COMPANY 
200 Hudson St., New York 13 
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1/20 12 kt. G.F. top—stainiess steel 
back ...in yellow, rose and white 


Pat. Pending © 
_ Design Pat. Pending | 








George Roufberg 
REPRESENTATIVES: 9 Maiden Lane 
N. 4 Ci, N. ¥: 
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many other models available 





Tan: Gite (elo Mol 7-11 Mol MR aalli-Mmelare 


yellow rolled gold plate 


FOR STYLE,QUALITY AND VALUE, 
NOTHING CAN EQUAL NATIONALLY ADVERTISED 


MBENSIE 
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“Exquisite as America’s Beauties’’ « Engineered for Accuracy 





Paul V. Eisner & Co. 580 Fifth Avenue, New York 19 


























These are sreat sellers 


The men’s and women’s Work-and-Play watches in the Lonville 


line are day-in and day-out sellers. No other shock-protected, 
water-protected and non-magnetic watches have brought such 
astonishing testimonials from users. 

Every man and woman is a prospective buyer. A “dress” 
watch should not be worn in extremely active play or work, so 
often the mere suggestion of a second watch makes a sale. 

Satisfied customers bring more customers and help to sell 
other Lonville watches. We urge you to make the small effort 
needed to prove that you can build a year-round business in 
Work-and-Play watches. 

Remember they have a heritage of reliability and consistency 
dating back to 1873, for that is the year the Lonville factory 


was started. 


Ras H A R R VY R Cf) M A N INC. ee 


580 FIFTH AVE. 


Sole U.S. Agent © NEW YORK 19, N.Y. 


LANGENDORF WATCH Co. 
























































Lonville watches are made in 
Switzerland, famous for scenic 
beauty —and fine watches 


The mechanisms are made 
under one roof—a rare ac- 
complishment even in Swit- 
zerland where most watches 
are assembled from parts 
made by various factories. 

One undivided control and 
responsibility governs the 
rigid, high standard of qual- 
ity in all Lonville watches. 

All the parts are standard- 
ized and interchangeable so 
that in any civilized country 
a Lonville watch may be re- 
paired at low cost and in 
quick time. 

Lonville watches are noted. 
for reliability and consist- 
ency. You may sell them with 
assurance that at the prices 
there are no better watches 
—and no finer service at any 
price. 
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WATCHES 


Through Your Wholesaler 
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JENKINS & SONS 
HAS BIGGER 


PHOTO PROFITS FOR YOU! 


WITH THE NEW! SENSATIONAL! 
UNIVERSAL CAMERAS 


Your dollar-wise customers have been watching and waiting for precision-made cameras 
at down-to-earth prices. Now Universal gives you a complete line of cameras and 
accessories at prices too good to be true — Check the features! Compare the prices! 
Jenkins & Sons and Universal are your best deal! 


ROAMER | 


ACHROMAT LENS 











UNIFLEX 
| 


f5.6 TAKING LENS 
f4.5 VIEWING LENS 


The Roamer | has many 
topnotch features, yet 
is simple to operate — 
handy and compact. 
Its low price will ap- 


t 
pec! to all! No other reflex in 


this price - range 
combines such out- 
standing style and 
construction with so 


ad Retail $48.00 each many special pre- 











Dealer price cision develop- 
$32.15 ments. 
in lots of six. 
ROAMER 
Retail $29.75 each & ll 
Dealer price $19.93 
in lots of twelve. f4.5 LENS 








UNIFLEX I! 


f4.5 TAKING LENS 
f3.8 VIEWING LENS 


The Roamer Il has 
all the features of 
Roamer | and 
others. Its better 
lens makes it more 
popular with the 
more advanced 
camera fans. 


















The Uniflex Il is truly a 
honey of a camera. 
Its outstanding fea- 
tures and low price 
will attract the most 


Ea WwOoU: 




















discriminating photo 
fans. 


Retail $75.00 each. 

Dealer price 
$50.24 

in lots of six. 


Retail $48.00 each. 
Dealer price 
$32.15 
in lots of twelve. 







Jenkins & Sons, Inc., are authorized distributors for a complete line of 
Universal Cameras and Accessories. 


TELEPHONE 
WRITE OR WIRE 





DEALER PRICE 
LIST ON REQUEST 
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WHOLESALE JEWELERS, ELECTRICAL DISTRIBUTORS, Lynch Bldg., Jacksonville 2, Fla. 































VOTED MOST POPULAR 1948 ALARM 
ACCORDING 10 INDEPENDENT SURVEY! 
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bhiyyoee The “Catnapper’ Alarm (451A) $4 95° — 


HERE IS THE MOST preferred electric alarm clock of the year according 


-to actual figures, in a comparison test with other leading brands and 
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THE 


















-popular models of alarm clocks. The “Catnapper” won hands down, not 
only on. beauty, but on tone as well, for the “Catnapper” has a melodious 
| bell — not a buzzer — gentle, sonorous, pleasant. Like. all Sessions Clocks, 
the “Catnapper” ‘runs ultra- quietly (without even a pur-r-r!) for it contains 
far: fewer nioving parts’ than are. found in ordinary electric clocks. And 


that means ‘greater reliability, ‘too. 





With:such concrete’ evidence of the popularity of the Sessions “Cat- 





-napper’? — with generous’ consumer advertising in the nation’s foremost 


*Approximate retail prices 
subject to Federal Excise Tax, 













‘magazines — don’t you think it wise to stock this fine alarm, display it 


-prorhninently, and: turn some tidy profits! 


‘FR EE! ATTRACTIVE DISPLAY for counter or window, to tie-in 
"With current advertising. Wooden base backed by 
photo cutout of sleeping kitty. They dress up any 
counter or window. Ask with order, or write to The 
Sessions Clock Company, giving your jobber’s name 


oa Cocks 


(Sessions 


SEL F-STA RTI N G . E L E Cc T R i Cc E Northern Electrical Company, Montreal, P Q. 
The Sessions Cleck Company, Forestville, Connecticut 
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In Chicago: 
| The Merchandise Mart 
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In San Francisco: 
+ The Western Merchandise Mcrt 








Omega is the official, exclusive timer for the 
1948 Olympics at both London and St. Moritz... 
Chosen only after 

exhaustive tests in open 

competition with the 

world’s finest watches. 





When Dependable racy Counts— 


tui, ON nija! 


In choosing an Omega for the watch you wear or give, you are assured 
of the same craftsmanship and amazing accuracy that have repeatedly 
won for Omega the highest honors in international competitions at 
the British National and Geneva Observatories. 





Now Omega brings you the Automatic, the thinnest, highly precise self- 
winding wristwatch made today! A miracle of convenience and accu- 
racy. Just wear it—your Omega Automatic winds itself. A special main- 
spring stay prevents over-winding, however vigorous your movements. 
Superbly styled, the Omega Automatic in 14K gold-filled case, $71.50: in 14K gold 
with 14K gold applied-figure dial, $175. Federal Tax included. With sweep-second 
hand for scientific use, at slightly higher cost. Omega watches for men and women, 
from $60. At fine jewelers everywhere. 


1848 () 1948 


CELEBRATING 100 YEARS OF DISTINGUISHED WATCHMAKING 


OMEGA 


FIFTH AVENUE NEW YORK 


THE JEWELERS CiIRCULAR-KEYSTONE 
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6219 MADISON STREET. 
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COMING! 


A great new campaign 
to help you sell 
more watches! 


Full pages, starting in May, 


and continuing every month in 


Reaching a total audience of 62,000,000 
from coast to coast, every four weeks! 
plus — 

BETTER HOMES and GARDENS, 


NATIONAL GEOGRAPHIC, FORTUNE, 
COUNTRY GENTLEMAN, and FARM JOURNAL 


plus—Peak-season advertising in Sunday newspaper 
supplements in 50 major market areas! 


Featuring the slogan: 
For the gifts you'll give with pride— 
let your jeweler be your guide 
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Oy Ye 


—and sponsored by 
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The WATCHMAKERS OF = SWITZERLAND 
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This is the time 


AS YOU GRADUATE, and go into the world, 
may this watch guide you, son, 

and help you make the very most of time, 
help you give to life the very fullest 

of your effort and understanding. All success 
to you—on the threshold of a future 


that waits for you to make it what you will. 
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that counts... 


FOR A GIFT to cherish—none is more perfect than 

a watch. Your jeweler has a wide choice to show you, 
achievements of free craftsmen—of America and 
Switzerland—oldest democracies on two continents. 
No matter what the make of your watch, 

it can be repaired economically and promptly, 


thanks to the efficiency of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 
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MANUFACTURING JEWELERS ) 
A 


NEW YORK 22, et 
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Or slenn a: HALO 
TRAVELING CLOCK ALARM CLOCK 
a stelittiel any sa plus tax 























7- JEWEL Wrist Watches 
retail for $10.75 plus tax ALARM CLOCK 
and $12.50 plus tax retails for $7.50 plus tax 
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NEW HAVEN EXCLUSIVE! THE ‘‘VITAL NERVE CENTER’’ 
Every New Haven clock and watch has 
this famous patented compensating hair 
spring to make it keep better time. 





NEW “IDEAL WARWICK 
ALARM CLOCK ALARM CLOCK 
acaieliiaiels $7 50 plus tox actielitmiels $8 95 plus tox 
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“PULLMAN 1016 4a As Viale 
TRAVELING CLOCK retail for $2.50 plus tax 
retails for $6.95 plus tax to $4.50 plus tax 





THE RIGHT 
TIME 
SINCE 1817 


aven.! 


traditional quality... buy-on-sight-prices... 
pre-sold in nation’s mass-million magazines! 


me NEW HAVEN 
CLOCK «x» WATCH 


COMPANY 
NEW HAVEN 4, CONN. 




















mUrocksn has a whole new 
slant on steam ironing! 





IT’S THE NEW ATTACHMENT THAT MAKES THE TRU-HEAT IRON A STEAM IRON INSTANTLY 


It makes sense! Why should a woman have to have two 
s—one for dry ironing—another for steam? Why should 
to push around the extra weight and bulk of an 
team iron when she’s not even using steam? 


jron 
she have 
ordinary Ss 
Well, she doesn’t, thanks to a completely new develop- 
ment in steam ironing appliances...the Steam Ironing 
Attachment for the General Mills Tru-Heat Iron. 


Now she uses her Tru-Heat Iron all by itself for about 
75% of her weekly ironing. Then when she has steam ironing 


PRACTICAL FEATURES FOR 
PRACTICAL STEAM IRONING 


¢ Slips on or off Tru-Heat Iron in an 
instant 


e Plenty of steam in 2 to 4 minutes 

¢ Irons 30 to 45 minutes on one filling 

e Larger soleplate speeds ironing time 

e Weighs less than 6 Ibs., ready to iron 
e Steam flow is easily adjustable 

¢ Every part made of rustless metal 

¢ Ordinary tap water can be used 

* Can be cleaned easily at home 

¢ Needn’t be cooled before refilling 

¢ Can safely be refilled with cold water 
¢ Water tank never gets hot 

¢ Completely safe—no steam pressure 
¢ Listed by Underwriters’ Laboratories 











The Tru-Heat Iron with tapered The Steam Ironing Attachment slips The General Mills “Steam Team” is 
back, longer, larger soleplate, on the Tru-Heat Iron in a_ beautifully. balanced, light in 
Safety Side Rest, Tru-Heat second. Generates plenty of weight, easy to handle, always 
Control, Button-Saver Edge. steam in two to four minutes. completely safe. Steam irons 
One of the two or three top Steam irons or presses for 30to many washables without the 
selling brands in the country 45 minutes on a single filling. bother of dampening. Does a 
because its features spell faster, Tap water can be used be- professional looking job of 
easier ironing to every woman cause unit is easily cleaned pressing woolens without 

who sees it. right at home. a dampened pressing cloth. 


or pressing to do, she simply slips the Attachment on the iron 
and she’s all set for the easiest steam ironing she’s ever done! 

You’ve already seen the Tru-Heat Iron climb from 
scratch to one of the two or three top selling brands in the 
country. Imagine what this new exclusive feature will do for 
your sales! No other iron ever had so much to offer in common- 
sense, usable advantages ...and concrete sales pluses. Be 
sure you and your salespeople are using up every bit of sales 
punch the new Steam Ironing Attachment gives them. And 
watch it sell more Tru-Heat Irons for you. 














Copyright 1948, General Mills, Inc., Minneapolis, Minn. 
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isa 
trade name of 
General Mille 
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has Rolls Royce tastes, and a bus pocketbook. 
adores real rubies and pearls. 
she settles for the next best thing... 





ENTIRE COLLECTION ON VIEW .... . 389 Fitth Avenue, New Yo 


THE JEWELERS’ CIRCULAR-KEYSTO 
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} NORMANDIE watches 
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| distributed thru selected 
Wholesale Jewelers 
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Excellent quality and accurate 
timekeeping are distinguishing 

features of Normandie Watches. The 
fine 17 jewel movements are fitted into 
smartly styled and beautifully finished 
cases ... and when you offer your 


clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


Write for illustrated booklet and 
name of nearest wholesale distributor. 





NORMANDIE WATCH COMPANY ¢ 71 Nassau Street © New York 7, N. Y. 








Americas Best Dressed 
Watches Wear 


ELITE CASES 


Cases pictured are 10K rolled gold plate with 
stainless steel or yellow back. 


#860 takes 634 rectangular and tonneaux, 4AH, 


8x10AK, 6!/> oval, 734/11-7AP and 7AH, 15/0 E, 
14/0 H, 7\/44 W, 834, 18/0 E, 750W, 6!/2-3436 


Dome, diamond or 3 way crystal. 


# 898/85 takes 834 ligne. Square. Diamond and 
dome crystal. 


#1065 takes 10!/2 ligne. Flat top and dome crystal. 
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friction free 
2 4 2 ee eee. 


Smooth comfort... Perfect fit... 
Still handsome at largest expansion! 


Sold thru the wholesale jeweler only. 





EXIBLE feather-weight WATCHBAND 


aristocrat expansion watchband worthy of 


the world’s finest watches. Smartly styled. 


clusive Duchess quai- 


ity and precision. 


“1/20-12k gold filled 
- yellow, white, or pink 
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this exclusive 
franchise 
may be available 


to you 


IF there is no conflicting franchise in 


your town orcity... 


IF you wish to enjoy the obvious benefits of a strong, 





nationally advertised and publicized brand... 


IF you desire the customers in 
your community to iook to you for this fine costume 


jewelry... 


CONSIDER THIS AN INVITATION TO DISCUSS A POSSIBLE FRANCHISE FOR YOUR STORE 


The jewelry franchise covers the famous, light-flashing Eisenberg Ice*, jewel-toned 
pieces, compacts and cigarette cases. Each piece of jewelry employs imported stones, 
hand-set in rhodium-finished sterling silver... unusual to find at prices such as these. 











Also included is our complete line of perfumes and cosmetics in the four famous custom 





fragrances: Stirring, Startling, Excitement and Enticing. All are packaged in the glitter- 
ing gold and white E packages. *REG. U.S. PAT. OFF. 





EISENBERG JEWELRY INC. - MERCHANDISE MART - CHICAGO 54 - ILLINOIS # 
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Get MORE WHEN YOU BUY— 


Give MORE WHEN YOU SELL— 


...Lhe Quality-Plus Watch Line... 


Creative, authoritative styling, of course. But it’s the built-in 
quality of HYDE PARK watches that insures unfailing timekeep- 
ing dependability, and hence, the continued satisfaction of 


your HYDE PARK customers. Yes, indeed—no matter what stand- 


ards govern your judgment—you get more when you buy and 
give a lot more when you sell — HYDE PARK — the watch that 


times America’s test pilots and the nation's most active women. 


HYDE PARK NATIONAL ADVERTISING DOES A BIG PRE-SELLING JOB! 


Dramatic, convincing ads in 
America’s big mass and class 
magazines are winning ac- 


een a ceptance for HYDE PARK watches 
“J among millions of watch- 
conscious men and women. 
Tie-in by identifying your 
store with this overwhelm- 


| ingly popular line. 


e CONSULT YOUR WHOLESALER 
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A new variety of | 


now available. 








. ring creations for 





men and women 
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STONEWALL Ex. 
pansion Watch Bracelets 
lead the field in individ- 
uality of design and 
careful craftsmanship. 

They’re styled with the masculine good 
looks men want in a watch bracelet — 





plus the comfort and longer wear they 


Sold through wholesalers only. demand. Each bracelet is skillfully 


*Construction patent pending. 


constructed with an ex: 


panding center. Gold 
filled top—stainless steel, 
non-corrosive back. 


COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, III. 


© M. DIAMOND, 220 West 5th St., Los Angeles, Calif. 























Meddling days ate commng.! 


_.. And you should be ready to meet the increased demand 1 ~ 
Spring always brings to jewelers. The Rings-O-Bliss tray is - 4 ») 
the sure way of satisfying every bride-to-be’s desire = << , y) ; ae 





for a ring which suits her personality. 












Now you may have FREE the Rings-O-Bliss tray that has 
increased jeweler’s sales everywhere. A few days after your 
initial order, your Bliss tray will be selling for you . . . adding 
to your profits. Here’s how: 
Yat The satin-silk lined tray contains a full range of styles . . . sizes 
\\2 are represented, doing away with large, costly inventories. — 
I'wenty-four hours following your order of almost any size or design, 
that ring is on its way to your store. What’s more, we’ll engrave 
desired initials on any Bliss ring for a very small charge. 
We replace discontinued styles . . . recondition or replace 
trays ... refinish samples once a year. 
You can invest less than $200 in this sales help that has increased 
ring profits (sometimes as much as 8% times) for more than 
2700 profit-wise jewelers. We’ll make 
arrangements . . . send you rings 
suited to your class of customers. 



































SEND FOR RINGS-0- 


The new Rings-O-Bliss catalog is coming off the presses. It’s filled with pic- 


CATALOG 


tures and descriptions of the exquisite wedding bands and engagement rings 
designed to enchant the bride-to-be. Just write us a letter or card . . . we'll 
mail this valuable sale help by return post. SALESMEN! Add the Rings- ; 
O-Bliss line to your sample casee— AND WATCH SALES CLIMB. Re- BLISS RING COMPANY 


member, you Can’t Miss with Bliss. 29 East Madison Street, Chicago 2, Illinois 









Illustrated: Handsome Cuff Links ¢« Also: Elegant Earrings * Beautiful Bracelets ° Stunning’ Pendants ° Enchanting Pins_ - 
Exquisite Rings °* Striking Tie Holders * Juxurious Chokers. = Orders Filled on Day of Receipt. 
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YOUR STOCK OF FINE 





esigner and maker of distinctive packaging for a nation’s precision products 


through two generations, Farrington has packaged Schick since the year of this famous shaver’s 


inception... Your product, too, can benefit from Farrington experience — 


packaging that’s engineered to increase your sales and profits. 


FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-) Atherton St., Boston 30, Mass., Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 
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EVERY JEWELER KNOWS: 


there’s PROFIT in initials! 


Aeres 


INTER-CHANGEABLE 


DUO-NITIAL 


IN 1/20 12K GOLD FILLED by IRONS & RUSSELL 


























No. 8300 ¢@ $6.00 Keystone 


Rich, classic old English initials, pierced and 
hard enamelled, mounted on superbly fin- 
ished tie chains and slides... your new bid 
for increased sales of tie holders! 





The handsome new combination display is 
FREE with the following assortments: 





DEAL NO. 1 DEAL NO. 2 
10 #8300 Tie Chains 12 #8300 Tie Chains 
2 #9200 Tie Slides 48 Assorted Initials 
48 Assorted Initials 1 Display 
1 Display 


$96 Keystone $96 Keystone 


Replacement initials, $12 dozen, keystone 











DISPLAY FREE 
Displays DUO-NITIAL 
chain on the velvet 
tie, chain or slide in 
acetate-top box. Sec- 
tional compartment 
in base holds com- 
plete stock of initials. 





[TRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 




















ever Defore was 
buying so easy! | 


Never before so many leading lines 
under ONE ROOF. Where the 


Industry’s finest products are dis- 




















played for the Nation’s Jewelers. 


@ Never before so many new items with 
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selling appeal. 


e Foremost manufacturers offering a 
sneak-prevue of new goods needed by 
every jeweler. 


e Hundreds of exhibits reflecting the 
new-look in jewelry fashions. 





@ A jewelry super-market where retailers 
may compare lines, revue price trends, 
check quality and select with confidence 


RETAILERS. ..Write to The Stevens direct for merchandise to fit consumer demand. 


sleeping room accommodations for the National 


. A . * * * 
Jewelry Fair. Make reservations now and avoid 








disappointment. 
EXHIBITORS... .A limited number of Display 


rooms are available on the Sixth Floor of The . 


Stevens where you may show your lines to the 
Nation’s jewelers. For further information write the 
National Jewelry Fair, 1210 Arcade Building, 812 
Olive Street, St. Louis 1, Missouri. 





Retail jewelers everywhere are invited to 
participate and profit in these fabulous 
four Fair days planned for a more profit- 


able sales opportunity in 1948. 


National Jewelry Fair 


FOR May, 1948 





and N.A.C.J. CONVENTION 


JULY 26, 27, 28, 29 ¢ THE STEVENS e CHICAGO, ILL. 
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Right in the middle of May. aed right at the peak of the 


graduation gift buying season... this striking full-page 
BOULEVARD Watch ad will appear in Sunday roto sections 


covering concentrated retail markets across the country. OFFICES 
It’s another heavyweight punch in a continuous, hard-hitting, 607 Fifth Ave. 
New York 17, N. Y. 


, ertising campaign that also reaches the vast 
national advertising paig 717 Liberty Ave. 


coast-to-coast audience of the Saturday Evening Post. Now’s the Pittsburgh 22, Pa. 


; 220 Bagley Ave. 
time for YOU to start profiting with BOULEVARD — America’s Detroit 26, Mich. 


best watch for the money in the $22.50 to $49.75 price range. 15 E. Washington St. 
Indianapolis 4, Ind. 


58 E. Washington St. 
BOULEVARD retai/ prices range to $525.00 Chicago 2, Ill. 


231 W. Wisconsin Ave. 
Milwaukee 3, Wis. 


DISTRIBUTORS 


The Non-Retailing Co. 
Lancaster, Pa. 












Gleeson Jewelry Co. 
604 W. Main St. 
Louisville 2, Ky. 








Ross-Beck Co. 
1006 Grand Ave. 
Kansas City 6, Mo. 







Oklahoma Ross-Beck Co. 
15 N. Robinson 
Oklahoma City 2, Okla. 












Decker Jewelry Co. 
107 W. Second St., S. 
Salt Lake City, Utah 









North Coast Jewelers 
1511 Third Ave. 
Seattle 1, Wash. 





EXHIBITING 
NATIONAL 


JEWELRY FAIR 
eh CRU, 


CONVENTION 
CHICAGO 9 
MULY 26 27,2835 
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HROUGHOUT LESTAGE Production runs a clear, bright thread of fine and painstaking crafts- 


manship. Time, patience, and experience are used to do things well, so well that there is an added 


value to LeStage Quality Gold Filled Jewelry. Whether it be in the development of chains, lockets, 


bracelets, pocket knives or baby jewelry, these details are present regardless of size or price range. 


So it is that LeStage creations not only sell well for you, but also keep your sales on a sound foundation 


of customer satisfaction. A background of craftsmanship is essential to a great product. 


LeSTAGE-MFG-CO- 


New York—9 Maiden Lane, A. H. Betz ® 


NORTH ATTLEBORO 
MASSACHUSETTS 


Chicago—29 E. Madison St., A. B. Pinero 


Monrovia, Calif.—110 El Nido St., James F. Loveridge 
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Morry Goldstein 


¥% 8639 W. Olympic Blvd. 
Los Angeles, Calif. 


inois 


Chas. Weithas William G. Frizzell 
New England Chicago, Ill 


* 


Neil D. Sofman 
32 Liberty Street 
New York 7, N. Y. 


FOR May, 1948 





















































UNBEATABLE VALUE! 
UNBELIEVABLE PROFITS! 


GLEN-‘‘GLIDER’’* watch bands sell 
like magic! It’s the added attraction 
of the GLEN-‘‘GLIDER’’* RATCHET that 

impresses customers, for no other 

ratchet matches its strength, 
beauty and ease of operation. 


AND 


GLEN-‘‘GLIDER’’* BANDS are priced to give you a 
greater markup. 


Convince yourself, ask your wholesaler to show 
you these fine 1/20 12kt gold filled bands 


SEND FOR COMPLETE STYLE CATALOG. 


GLEN JEWELRY COMPANY, INC. 


Manufacturers of Watch Bracelets 


182 BROADWAY, NEW YORK 7, N. Y. (COR. JOHN ST.) | 
* Pat. Pend. | 
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The New Self-Winding 
Gothamatic 


DRESS WATCH 


: . i GREATEST ACHIEVEMENT IN 80 
Self-Winding | | ma > Rei YEARSOF FINE WATCHMAKING 


eTyinteliteliies 
$39.75 to $195.00* 








The amazing 
watch you never 
have to wind 


the GOLD CUP Gothamatic ee ig rent 
14 kt. yellow gold $195.00* _ ay ic Anti-Magnetic 


B17 Jewel 
The STIMSON Gothamatic a 
gold-filled $95.00* 














AS ADVERTISED IN... 


LI FE-post- Collier's 


RADIO TIME SIGNALS 









‘retail price 
including Federal Tax 


Gotham Watches 
Praduct of Ait aaia Watch G0 INC., 20 W 47th STREET, 
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ESTABLISHED R. PEARLMAN, INC. WALKER 5- 


1903 83 CANAL STREET NEW YORK 2. N. Y. oer 
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J ( EAVENLY IWINS’— 
out of never-never land 


dances this merry pair of 


winged creatures. Brightened 


by rhinestones and make- 
believe emeralds and rubies, 
cast in gold-plated Trifanium. 
Special magic for your 
favorite Summer costume. 


$7.50 a pair. Tax extra. 








*Design patents pending. 


FOR MAy, 1948 





clusidely by (DYLRU\WLA\ 


Our New dundetion” Model 


LINKED BRACELET WATCH 
TO RETAIL AT *59.95 


PLUS TAX 





An exact duplicate, in design and yellow gold color, 


of a fine gold bracelet watch. The watch has our renowned 


17-jewel DRIVA movement. The bracelet is 


adjustable. A “SENSATION” indeed — just in time for 


spring selling, and EXCLUSIVE WITH DRIVA. 


Write, wire or phone your wholesaler. 








LOUIS HIRSCH de METZ CO., INC. 


580 FIFTH AVENUE, NEW YORK 19, N.Y. 








GENEVA NEW YORK MEXICO CITY 
106 THE JEWELERS’ CIRCULAR-KEYSTONE 

















2 G 0 LD presents... 
MASTERPIECES 


IN 


14K GOLD 


Practical gifts of beauty .... 
Exquisitely designed and fash- 
ioned with that heirloom look to 








satisfy the most discriminating 





i 


FOR HER— Engine turned vanity of 14K — 

gold, with distinctive diamond, ruby or 

sapphire ornaments. FOR H |M—Handsomely wrought I4K 
Cigarette boxes to match, perfectly sized to gold cuff links and matching tie clip. Links 
hold king size or regular cigarettes. Match- clasp around cuff for easy one hand opera- 


ing lipsticks. tion. 


Manufacturers of c i 





¢ Bracelets e Cuff Links 
¢ Watches _* Rings 

7 _— ¢ Belt Buckles 
e | S 

¢ Cigarette Cases Money Clips 
¢ Lighters ° Tie Clips 

¢ Lipsticks ° Knives 

¢ Key Chains ¢ Barrettes 

¢ Photo Lockets ¢ Suspenders 


ALWAYS SOMETHING NEW 
IN GOLD 


{Co 


CHAS. GOLD & CO. 


36 WEST 47th STREET, NEW YORK 19, , ‘ 
FOR May, 1948 107 















































Show John Q. Public something different— 
and something better—and just lean back 


and listen to that cash register play its 


“symphony of sales.’ Alright! Here's the 


unbeatable combination! It's different and 
it's better ... and it's 


BOUND TO BE THE TALK OF THE TRAD 




















it’s the NEW Snpnoved 


ALL TIM! 
awa Wich Bande 


Brand new look to watch band styling! New 
“Comfold” buckle gives the new] ALL TIMER| 
that all leather look of quiet luxury. 
Refreshing concept in design, the | ALL TIMER| 
is held to the wearer’s wrist as if by 




















magic, slips over the hand like an expansion 
bracelet. Imaginatively packaged in its 
transparent plastic container for maximum 
eye appeal,| ALL TIMER |Watch Bands are priced 
to sell! Sold through recognized jobbers! 
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* NEW ‘''COMFOLD ia ae: FEATURE $0 EASY TO PUT ON 


, MANUFACTURING CO., 21 Audubon Ave., New ood ucla 32 


West Coast Office Midwest Office Eastern Office 

Mr. Al Trachman Mr. Wm. Lester Mr. J. Neueberger 
448 South Hill St. 29 E. Madison St. 21 Audubon Ave. 
Los Angeles, Calif. Chicago 2, Ill. New York 32, N. Y. 
































































All designs are gold plated 
starting at $2.00 retail; 
Sword and Arrow also avail- 
able with gold filled fronts at 
$3.50 retail. 
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Promote 


“GRIP CLIPS” 


for 


FATHER'S DAY 


NATIONALLY ADVERTISED 


in This Week 


(Magazine Section of Country's 





al leading newspapers) 

A two-color message in June 6th 
issue will tell an 8,000,000 coast- 
to-coast Father’s Day audience 
the “GRIP CLIP” story! 


“GRIP CLIP’ Counter Display 


for Father’s Day promotion! 





(Use Solid Color Ties on display— 


you'll sell more clips!) 


NEWSPAPER MATS AND 
DISPLAYS AVAILABLE 
UPON REQUEST! 


Write to your wholesaler for 
Anson “GRIP CLIP” booklet. 



























A Complete Line of 
Men’s Jewelry 
PROVIDENCE * CHICAGO 
NEW YORK «+ SAN FRANCISCO 
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raun-Crystal Mfg. Co., Inc. 

é 69-01 Metropolitan Avenue 
Middle Village, New York 

DAvenport 6-2951 
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BACK AGAIN, in all its 


enduring, sales alluring charm 

















ELECTRIC “GRANDMOTHER” MODEL 


Sa Wbicent 


This Revere creation brings back the highly popular "grand- 
mother" style — missed by home-makers, gift-givers and 
dealers since pre-war days. Offers four quick action buying 
reasons: 


‘BEAUTY: Graceful, aichonting design. Two tone high- 
lighted mahogany case. Etched dial; silver numeral circle on 
satin gold finished background with bright scroll corners and 
shell motif. ; : 


CHIMES: Westminster Chimes — best known and best 


loved — make an irresistible appeal. 

















SIZE: Fits any room — in small apartment to spacious 
mansion. 70" high, wwe wide, 854" deep. 


PRICE: Retails for $195, plus tax. Brings into buying 
range everyone who prizes beauty and charm in the home. 





For the 
charming 


homes 


of ELECTRIC 
America 





~ 
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“Price “$226. 20 Gaston immediate Delivery 


JOSEPH BECHTEL & CO., INC., WHOLESALE JEWELERS SINCE 1894 
729 SANSOM STREET PHILADELPHIA 6, PA. 
112 THE JEWELERS’ CIRCULAR-KEYSTONE 












































*DOUBLER formerly known as DUETTE . Order through your wholesaler 
Single Strand—Retail $12.50 * Double Strand—Retail $17.50 . Triple Strand—Retail $22.50 


ROYAL CRAFTSMEN, INC., Laguna Bldg., 36 West 32nd St., New York 1 



































TO: Retail Jewelers of America 


















SUBJECT: The Biggest News to hit 
the industry—coming 





your way Soon. 








FROM: White Rose Diamond 


Associates, a division of 
White Rose Jewelry Manu- 


facturing Company, a name 




















and factory familiar since 


18386. 





All we can say now is look for our announcement in this 
magazine for a profit formula you have been dreaming 


about. 





IN THE MEANTIME WHY NOT WRITE TODAY FOR 
OUR CATALOG AND ACQUAINT YOURSELF WITH 
OUR FACILITIES AND PRODUCTS? 













White Rose Diamond Associates 


45 Rose Street 
New York New York 


SEND FOR CATALOG K12 
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B EVERYBODY wants cameras-LURIA has them| 

























~ are two nationally advertised cameras . . . just in time for profitable 
summer promotions. Your customers will appreciate the sparkling, clear, 
professional-looking snapshots obtainable with both of these cameras. 


Take a tip from Luria and order them today! 


$ 
ee @2808e08eee#e##eeee#eeeee#e#eee#ee#eee#eee#eeeeeeee#eeeeeeeee ®@ 


lt SPARTUS PRESS FLASH 
=. COMPLETE WITH 4 WABASH FLASH BULBS 


For daylight and indoor shots. Has built-in flash reflector, electrically operated from 
flashlight batteries. Perfect pictures assured under any lighting conditions. Eight large 
2 V4 x 3 % contact prints from each roll of No. 120 film. 


‘ ‘ & 
Retails at $1495 tax included DEALER COST $9897 ee ee $997 


12 or more each Less than 12 


Custom-Built Carrying Case 49 4, ineians $240 taal $267 
Retails ot $4.00 each pws 


FALCON BOX CAMERA 
NEW ALL-METAL MODEL 


An ever-popular number for store traffic! Takes wonderful 


ze 
a 


ANNIVERSARY 


| df SONNE. 


CELEBRATING 50 GOLDEN \YEARS OF SERVICE TO THE TRADE 


214 Pryor St. S. W. 160 Fifth Avenue F 400 S. W. Second Ave. 
Atlanta 3, Ga. : New York 10. N. Y. Miami 36, Fla. 


FOR May, 1948 115 














photographs 2 % x 3 % with No. 120 film—eight pictures to a roll. 


Retails at $3.98 Dealer Cost $2.67 
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PATENT APPLIED FOR 
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In an actual test equiva- 
lent to five years of hard 
service, practically no wear 
or effect on the sure, 
snap-acting performance 
of these new links was 
found. 





Lippe 


Top Row left to right: 


eS Saar $5.00 No. CL-54..........$5.00 
Middle Row left to right: 

No. CL-77 Hand engraved and Engine turned........... $6.00 
No. CL-52 Stone Set. $5.00 a’? > $5.00 
Lower Right-hand corner: No. CL-55 Stone Set. $5.00 
Boxed Set Me. CLS... ..0+.. a8 


ALL PRICES KEYSTONE 


The stone set cuff links are available in red, blue and black. 


Here are Quality Gold-Filled Cuff Links that 
men have wanted for some time. They are the 
easiest-to-operate and surest-to-hold links We've 
seen. And all surfaces are delightfully smooth 
... the round wire post is seamless .. . no 
rivets or ends showing . . . no possibility of 


discoloring. 
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ee 


Exquisitely designed . . . some with brilliant 
stones ... these links are smartly boxed. They 
are in keeping with all the Quality Gold Filled 
Jewelry made by R. F. Simmons Co. 


BROWN & SON, INC. 


Wholesale Jewelers 


723 CHESTNUT STREET 
116 


PHILADELPHIA 6, PA. 


THE JEWELERS’ CIRCULAR-KEYSTONS 








y 








FOR 








FASTER TURNOVER AND BIGGER PROFITS — 


smart jewelers choose the 


Deltah 
Basic C ontrol Unit 


14 Necklaces and 1 pr. earrings 


sell for $180.25...cost you $73.88 
Your profit $106.37 


The Basic Control Unit consists of the fastest- 
selling items in the Deltah line: single, double and 
triple-strand necklaces in four different qualities— 
14 necklaces in all (including two higher-priced 
single strand necklaces that sell quickly and easily 
in their price class). These necklaces being quickly 
replaceable, your pearl department is afforded com- 
plete representation of these fast-selling numbers 
at all times! Phone, write or wire for complete 


information. 


— Shown here are 3 of the six new Deltah 
gift packages that compose the Basic Con- 
trol Unit. 


— Colorful 3 piece Display Group included 


free with your purchase. 


BROWN & SON, INC. 


723 CHESTNUT STREET 
PHILADELPHIA, PA. 
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now! 
THE NEW 
IMPROVED 


laddin 















































performance 


Te 
part-tested before assembly... “"\\ 


performance-tested afterwards by 
special testing machines . . . 






































NOW. every part tested before assembly . . . 
specially designed testing machine puts ALADDIN 
through more intensive opening and closing tests 
than the human hand can .. . for longer service! 
For increased consumer satisfaction . . . Metalfield 
mastercraftsmanship devised special testing 
machines . . . put the ALADDIN through stress 
and strain situations far more arduous than it wil] 
ever meet. The result . . . a new, handsomer, 
longer-wearing, mechanically improved product .,. 
easy to adjust at home or in your store. 

For record selling in “48 . . . order a small supply 
of new, improved ALADDINS ... NOW! 

A new and well-organized repair department 
assures speedy and efficient factory repair service, 


now, stronger springs for longer wear! 


now, half-pack size holds 11 cigarettes... 
features a drawn shell body (like the 
Pack-plus-Two) for sturdier construction and 
handsomer appearance! 


now, more lustrous finish for greater 
buy-appeal! 


SP POD DAD LIDVIVD UO VSL 
| 





| GUARANTEE 


Every ALADDIN is sold with a 
guarantee against mechanical § 





PLP EELS 


and factory defects! | 


SADA OND OVOP APL | 


| 
} 





FULL PACK PLUS 2 (as shown). Gold and Chrome Finishes retail 
at $15.00. Keystone. Enamel Finishes at $18.00. Keystone. (No Tax.) 
11 CIGARETTE CASE. Gold and Chrome Finishes retail at $12.5). 
Keystone. Enamel Finishes at $15.00.Keystone. (No Tax.) 











proof... TrID now, 

UL cover rides on 
screw heads... 
easily removed 
for on the spot 
repairs... 
absorbs wear 
and tear of 
frequent use! 














































SAC y 
CONVENTION 
"CHICAGO 
“LY 26 27,28-* 











now, 
screw-ty pe, air- 
tight back plate 
prevents fuel 
evaporation... 
supply lasts 
for weeks. 





Metalfield, Inc., 19 West 34th Street, New York 1, N. ¥. 


now, 
coil-ty pe spring 
keeps cigarettes 
firmly in place 
... gives longer 
service. 





astercvaflsmen for over a quarter century 
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Look Ahead! Order Now! 
Assure Yourself of a 
BIGGER CHRISTMAS BUSINESS 
MAIL COUPON TODAY! 


U.S. JEWELRY CO... 


H. E. BAUMOHL., Pres. 
BALTIMORE -1, MD. 
WHOLESALERS 





FOR May, 1948 


Maen 










i Sant 
Sed SS 


have them” 
5 a 


SSSSagu 9 OTHER FAMOUS WALT DISNEY 
s CHARACTERS AVAILABLE! 


SANE SST ges 
SAAR SSE 








~ 


4@7n0se 


ss, 


SN 





WW 


an YN 
AW 


"2 ee ee ges Se tSSe 
Se ne ee ea 
i 
Se eee nn 


**Pinocchio”’ “Daisy Duck’’ **Bambi"’ 
Bongo" ‘Donald Duck” “Pluto” 
** Joe Carioca” “Dopey” ‘Jiminy Cricket” 













Here's proof again that you can depend on U.S. Jewelry Company to bring 
you the most desirable merchandise. This time-it’s famous, nationally 
advertised Mickey Mouse Watches. And, if you're anxious to have a big 
drawing attraction in your store for Fall and Christmas business—you'll lose 
no time in sending your order to U. S. now. The enormous consumer demand 
for this watch is your assurance that they'll sell and sell fast — bringing in 
good profits and new customers. Act now — 





U. S. JEWELRY CO. INC. Baltimore 1, Md.  idanecnstennntutesuees 
Gentlemen: 
Please accept my order for.................-. Mickey Mouse Watches. 


Also, send me the following quantities cf watches featuring other Walt 
Disney Characters: 


ee Pinocchio .....-Daisy Duck ......-Bambi 
peewee Bongo ......-Donald Duck ST. 
soaainl Joe Carioca ......Dopey ......Jdiminy Cricket 


| understand that delivery will be made in October. 
EE ee ee ee ee 
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Tie Clasp 


in 1/20 12K gold filled 


PALLUL 


B. A. BALLOU & CO., INC. 
NEW ‘YORK 





CHICAGO 


Accessories 








Cuff Links in sterling 
or 1/20 12K gold filled 


Key Loop 


in sterling 


A handsome trio of accessories from an ex- 
tensive line of men’s jewelry. Typically Ballou 
in quality and styling — equally appealing to 
men and to the women who select for them. 


ESTABLISHED 1868 © PROVIDENCE 2, R. |. 
SAN FRANCISCO DIRECT TO RETAILERS 
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standard watch case—can be assembled quickly and easil 
Available in various sizes and assor 


Western Hemisphere — 





Swiss Radium & Dial Pain 


ESTABLISHED 1915 


19 SEVENTH AVENUE 





turn a ‘dial 


LUSTERN is fesiuréd 6 on joule Coast tami 
Broadcasts reaching every market in America. Ya 
time LUSTERN is heard. on v the Air it it t means , 
‘grester: iad for Lista Ue 


turn a page 


. Ladd aaijal publications carry + LusteRir sony. 
hid famous Dainfy Miss ing. is $ adverlised to more. 


Sep Approval: ype yold-Ai filled periast 
~~ Creations ure: being presented to men and women 
everywhere. in sec fashion pobiitations ! } 


ro} turn a corner 


Romantic Movie Tieaps: ‘ath as. ch iainaleb: 

Technicolor Production * ‘Emperor Waltz” starring Bing 
Crosby and Joan Fontaine, highlight LUSTERN newspaper oo, : 
mat service ond ‘colorful window ‘and: ‘counter displays. es 
And they're always. available to you at no charge. 

Your wholesaler will soon display ine LUSTERN line for fal 
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PROVIDENCE NEW YORK PHILADELPHIA ee CHICAGO 


Through your wholesaler 


THE JEWELERS’ CIRCULAR-KEYSTONE 












HOLLOW WARE ¢y POOLE 
Somes ... TO MAKE YOU RICHER 
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For the anniversary, for the wedding — 
whenever a distinctive life lasting gift is re- 
quired, Poole Hollow ware suggests itself. 
Nationally advertised in ‘““Vogue’”’, this out- 
standing Hollow ware perfectly designed, 
exquisitely manufactured is bringing greater 
sales to retailers everywhere. 




















If you have not yet ordered your 

stock, ask for our salesman to call 
and describe to you the many advantages of 
this and other lines we represent. Illustrated 
here is the attractive Poole waiter, No. 3212. 
A fine example of Poole craftsmanship and 
sales appeal. 


ANNOUNCEMENT 
PGW. calelit am deblosialeye mel ameelame tcc iante 
money making hollow ware and clocks 
is nOW On view in the new modern 
extension to our showrooms. You are 
invited to call at any time and see at 
your leisure, the many examples of 
craftsmanship, ingenuity and designed 
saleability now available to you in our 
wide selection of profit making lines... 





\ 
+ 8:4 


THE A. H. FICHKEN COMPANY 
850 Euclid Avenue 
Cleveland, Ohi 
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Mr. MANUFACTURER 


We will prove it! 











We Can Eliminate Your 
Plating Problems and 
Cut Your Costs! 


POLISHING and 
PLATING 
ALL METALS 
ALL FINISHES 
¢ RHODIUM =- 
¢ 14KT and 24KT -; 
HAMILTON YELLOW 
¢ PINK - 
| ¢ BRIGHT NICKEL - 


Specializing In 
COSTUME JEWELRY 
NOVELTIES and 
INDUSTRIAL WORK 


a 






































OUR SPECIALTY 


GOLD PLATING on 
ALUMINUM 


and 


SLUSH METAL 


} : nee ete eee 


DAILY DELIVERY 
IN BUSINESS OVER 


























} P.S. RETAIL JEWELERS: 
it No single jobs accepted. 
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Plating” quality at a reasonable price. Daily delivery 


| vince you of the advisability of allowing us 
| 27 YEARS to handle your plating requirements. 


INQUIRIES INVITED Your inquiries are invited. We shall be 
) happy to discuss your individual needs and 
J SSEPH RUBIN problems. 
I ELECTROPLATING CORP. 
i 106 FULTON ST.,N. Y. 7, N.Y. ay ay aes, 
ee Paciey HOSES JOSEPH RUBIN ELECTROPLATING CORP. 


JR/pb 





PHONE BARCLAY 7-3310-2913 


Joseph Rubin Electrontating Corn, 
PLATTERS AND POLISHERS 


106 FULTON STREET ROOM 507-08 NEW YORK 7, Ny 
20 YEARS SAME FLOOR—-SAME BUILDING 



















May 1948 


Mr. MANUFACTURER 
ANYWHERE ° 
is S.A. 


Gentlemen: 


The Joseph Rubin Electroplating Corpora- 
tion is an organization primarily schooled in 
polishing and electroplating of Costume 
Jewelry, Novelties, and Industrial Work. 


Twenty-seven years’ specialization in 
this field has given us the experience to cope 
with every conceivable type of polishing and 
plating job. 


We are equipped to handle work on 4a pro- 
duction basis. A large modern plant and the 
most experienced and skilled help enables us 
to produce quantities of a consistently good 


to any section of the United States is assured, 
Consider these factors: 


l. 27 years in business 

- Production 

Quality 

- Fair price 

Finishes to meet your 
individual needs. 





O1 ® WN 












We are certain that a trial will con- 
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SPECIALISTS IN CHAIN JEWELRY 


¢ Thru wholesalers ° 
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Invitation 
to established, rated Jewelers 


An opportunity is now open for a limited num- 
ber of progressive jewelers (in communities 
not now covered) to obtain the valuable 


fiothic JARPROOF WATCH FRANCHISE 











ii 
p Bi 








@ EXCLUSIVE DEALERSHIP _— Only one Jeweler in a 


community is awarded the Gothic JARPROOF Franchise. 
@ SENSATIONAL LIFETIME GUARANTEE 


—Gothic Jarproof is the only watch whose heart 
04 (balance staff and balance jewels) is GUAR- 
ANTEED A LIFETIME. This guarantee ac- 


tually MEANS something to the consumer. It 
assures you quicker, easier sales, and better 





Hal satisfied customers. 
@ PATENTED JARPROOF FEATURE -— Gothic Jar- 
proof is the ONLY Jarproof (Reg. U. S. Pat. Office) Watch. 
THE Because of its patented mechanism it “can take a licking yet 
keep on ticking!” 


EXTENSIVE NATIONAL ADVERTISING 


S 
BEN F FIT —Gothic’s consistent national advertising dramatizes the exclu- 
sive Gothic JARPROOF feature—highlights the Gothic LIFE- 


TIME guarantee. The force of this campaign is felt by people 


right in your community—and you can bring them into YOUR 

(fF all store — and yours only — by becoming the exclusive Gothic 
dealer! 

TH @ POWERFUL PROMOTIONAL HELPS — radio 

a: scripts ... newspaper mats ... window and counter displays 

. envelope enclosures ... counter pads... sales aids for 


your personnel—all organized into a practical program that 


helps produce substantial sales and satisfied customers for 
YOU! 


- COMPLETE PRECISION-BUILT LINE_—The Gothic 


line includes a wide range of models for men and women, priced 
to sell for $33.75 to $1,000 (incl. Fed. tax). Gothic is a QUAL- 
ITY watch —that’s why, “every Gothic JARPROOF sold, 


means a customer you will hold!” 





Your application will be given prompt and careful consideration. 


GOTHIC JARPROOF WATCH CORP., 37 W. 57th St., New York 19, N.Y. 
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. ADVERTISING ALLOWANCE. 


iature show-case with powerful 
Retails at $7 
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Feature the new AeSeR 
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1898 
FIFTY YEARS OF SERVICE 
1948 


























TRADE MARKS Executive Offices and Factory: L UDINGTO N, MICH IGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 














YOU DON'T 
MAKE A SALE— 





WHEN YOU SELL A 
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- PENCIL 


4-COLOR 
PENCIL 

OF TOMORROW 
WRITES 







BLUE 


Actual 
Size 








“*Sell-ective” National Advertising Makes NORMA “‘Sales- 





, 





General Consumer Group 


National Geographic Business Groups 
Esquire 
1; Fortune 
_— Business Week 
New Yorker 


N.Y. Times Magazine Dun’s Review 
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YOU MAKE A SALESMAN 
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NORMA PENCIL CORP. Norma Building, 137 West 14th Street, New York 11, N. Y. 


Exclusive West Coast Distributors: Fred L. Lee and Company * 643 S. Olive St., Los Angeles, Colif. * 704 Market St.. San Francisco, Calif. 





... sells another and another in a 
steady, profitable chain! That’s because 
Norma excites comment wherever it’s 
seen—inspires enthusiastic praise trom 
all Norma users. 


Establish yourself as headquarters for 
fine writing instruments by featuring 
Norma Pencils in your windows, on 
your counters, in gift displays, news- 
paper ads, radio announcements and 
through envelope stuffers, available 
with your imprint at no charge. We've 
increased Norma production to meet 
increased demand. 


BE SURE TO TIE IN WITH 
NORMA FATHER’S DAY AND 
GRADUATION PROMOTIONS 


Write for free promotion aids 


Manufactured with watchmaking pre- 
cision. Unconditionally guaranteed 
for mechanical perfection. 


Fair-Traded — $4.50 to $15 
In 14 Kt. Gold $100 
Also 3-color model .$4 


Active” 












Professional Groups 


Journal of Accountancy 
Insurance Salesman 
Architectural Forum 

Engineering News Record 
Product Engineering 
Instructor...Printer's Ink 


IT’S AMAZING how each Norma you sell 





























A Cordial Invitation 


...is extended to all members of the Jewelry Industry to 
attend the annual 500-mile classic at the Indianapolis 


Speedway, Monday, May 3lst. Ya. 


PRESIDENT 


INDIANAPOLIS MOTOR SPEEDWAY 


DRIVERS, LIhE ALL TOP 


The ring illustrated i 


RINGMASTER award to the winner of 
the 500-mile Memorial Day race. Made 
of platinum and gold, and studded with 


diamonds, it is indeed a fitting ac- 
knowledgment of victory in a most 


grueling test of skill and endurance. 


* TRADE MARK REGISTERED 


BARDACH BROS. ie 


Operating Q BARDACH & CO. and @ CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. + Factory 448 N. Capitol Ave. + Indianapolis 4, Indiana 
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Presents 


Three New Watch Bracelets 


Worthy Additions to a Superb Lane. x: 
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TF MORE 


KING CHARLES 


203 New Men's Flexible “Star Sapphire Weave’ Bracelet. 
Lock with safety catch. Adjustment for jiffy removal of 
excess links. Manly grace and great strength. |/20 12K 
Gold filled. 





PRINCE MICHAEL 


ss ae ail an ai 
4 ‘ age t Set Lent st” 204 New Men's Flexible "Tweed Weave’ Bracelet. Lock 
; re 





‘ 4..°*, AT et ty eke ‘ With Safety Catch. Adjustment for speedy removal of 
excess links. For sport or social wear. | /20 12K Gold filled. 








MOONLINK 


301 New Ladies’ Semi-Expansion. Tiny center catch and 
safety lock. A masterpiece of jewelers’ cunning. Easily ad- 


justoble. 1/20 12K gold filled. 
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Sold through wholesalers only 








117 36th s 
Chicago . treet, Union Cit N , 
M Orris S/o ves, Yr IN, J. 
Los A "gels: 





29 EF Madison St 
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T IN DOING MY 
NGRAVING:” 


ays Charles Syoboda, Irwin, Pa. 


“1 am more than pleased with my New Hermes 
because now 1 can do my Own engraving — &*~ 
pertly and neatly. There's considerable extra 
profit in not sending out to have if done.” 


Lule Aorbodlr 


THE NEW HERMES PORTABLE 


1g THE WORLD’S FINEST ENGRAVING MACHINE 


ENGRAVING ELIMINATES 
. RETURNED MERCHANDISE 
e Makes everybody an engraving 


expert. 


f Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, efc- 


SEND FOR DESCRIPTIVE FOLDER MODEL G 
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’MICALLEF... 





“FOR-MOST” cc JEWELRY... 


Fine ladies’ jewelry — created by style-wise craftsmen 
and designed to make satisfied customers for your 
store. Leading wholesalers feature the Micallef line. 





be LO J IINGHLL ‘: 


New York: CHARLES J. TONRY Mid-West: EARL M. BARNEY West Coast: 
150 Post Street, San Francisco, Cal. 


9 Maiden Lane, New York, WN. Y. 


J. H. MERRILL CO. 
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Traffic behind the Whiteco counter has increased to an 
amazing degree since the boss put in the complete line. 


There is serious thought behind styling and new designs. Always 
our little exaggeration. The Whiteco there is Whiteco quality, workman- 


line has a backbone of staple items ship, and fine packaging. Ask to see it. 


that sell year in and year out. The It rewards handsomely in increased 


utmost attention, however, is given profits those who concentrate. 





Through selected wholesale distributors only. 


WHITE MFG. CO. INC., North Attleboro, Massachusetts 





Ao 12K GOLD FILLED 
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Handsome Mam 


Line of Cuff Links 
in 10K and 14K Gold 









PHILIPS 
proudly presents 


its fast-selling 
Na ‘Lines of 
(arat Gold Jewelry 














A wide selection of smartly 
styled designs in each style. 
_ : , All engine-turned. Superb 
— quality at popular prices. 
Packaging for - . FLEXIBLE type. Exquisitely con- 
. — structed, with beautiful, engine- 
Ladies’ Jewelr % . ee turned design. 
: : . . ACTION type. Cross bar turns for 
nctive e presentation of ee - oe . quick insertion. 
ser, packaged as £ ener . DOUBLE-FACE type. Both sides 


) i cassfosented | beautifully engine-turned. 


: ‘Chompagne, valvel x : F \S . ‘ * ' > Smoartly Styled Line of Jewelry 
ame of inicid gold, §& a for the Gentieman 
a background | A in 10K and 14K Gold 


piled Burgundy i . 
! re on | Nay 
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if 
ae 


DISTRIBUTED THROUGH WHOLESALERS. 


PHILIPS mre.co. | 3 V 


32 GRAHAM AVENUE, BROOKLYN 6, N. Y. 


MAKERS OF GOLD JEWELRY 





SIDNEY GELLER, 29 E. Madison St., Chicago 


AAPNE INE A AAPNAKER SAN Lar fat G. ' 


















Look for the Trade Mark! 


UNCAS MFG. CO. has been granted patent No. 
D-149,097 for the ring design as illustrated. 


Genuine Uncas rings made by the patent owner bear 
the trade mark <{e . Rings of this design made by others 
are infringements of this patent. 


It is the intention of the patent owner to protect its 
granted patent rights to the fullest extent, and, accordingly, 
it will be forced to prosecute those who manufacture or sell 


unauthorized merchandise embodying this design. 





Sterling : ft 1/20-12K 
Silver 7 4 | Gold Filled 


/ 








THROUGH YOUR WHOLESALER ONLY 


NCAS 


on On MANUFACTURING CO. 
wea =) 623-631 Atwells Avenue, Providence, R. I. 


Established 1913 
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for PROFIT 


Design and quality of these beautiful plastic 
ring and watch boxes will enhance the beauty 
of the products displayed in them. Appeal- 
ing enough to attract the most critical eye. 
These boxes are molded of a high gloss plastic 
in vivid pastel colors as well as all transparent, 
fitted with beautiful colors of velvets. 


Write for prices and information on addi- 
tional numbers 


Sold through leading jobbers in U: S. A. and 
Canada 
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Your customers can 
swim, play golf, have fun 
all year round —wearing 


the only self-winding 








watch with the 


incaflex” balance wheel 


* THE EXCLUSIVE WYLER INCAFLEX BALANCE WHEEL IS UNCONDITIONALLY GUARANTEED 
AGAINST DAMAGE BY SHOCK, 


Wyler 


N CA FLEE X 


630 Fifth Avenue, New York 20, N. Y. 29 E. Madison Street, Chicago 2, Ill. 
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MANUFACTURERS OF FINE GOLD FILLED 
STERLING AND GOLD JEWELRY 






Est. 1860 



































+ 


Rigers ms 





Enhancing a fine reputation for original - t 





Continuing a Heritage of 88 years of Cra tsman 


Ww AVAILABLE FOR PROMPT DELIVERY - 
10K wires with 1/20-12K gold filled hoops 


10K wires and hoops 
__ 14K wires and hoops 


eens 4 ; = : 


x 








SOLD THROUGH WHOLESALERS ONLY 
WAITE EVANS MFG. CO., 
New York City — 303 Fifth Ave. Chicago, Ill. — 31 No. State St. 

FOR May, 1948 


Los Angeles, 


50 TOBEY STREET, PROVIDENCE, R. I. 


Calif. —- 448 So. Hill Se. 
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RHODI-CEM 


DIAMOND RINGS 
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In the popular price range — you can give your customers 
better quality merchandise that has all the appearance of 
more expensive rings, if you feature Rhodi-Gem diamond 
rings. Here’s why . . . Rhodi-Gem rings are carved to 

simulate the appearance of melee. The mountings are 
heavier and truly well made. . . they last longer. It’s to 

your advantage to stock and feature Rhodi-Gem rings. 
WIRE OR WRITE for a MEMO SELECTION. 


GOODMAN & COMPANY. 
Makers of Fine Jewelry ° Since 1903 
42 WASHINGTON ST. . INDIANAPOLIS, IND. 
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Dietinetive Watch Cares 


aud attachments 


w PLATINUM 









Individualism is the essence of 
style... and Platinum Watch 


Cases and Attachments 





created by Frank Levine 
elec MelTSiliteltil-teMcclmmiitelis 
superb  style-flair. and exquisite 


agelituteltiill oF 


mol am iatcMiteli Mel mm Bleiilitaitel: 
elt om Ditoliilolato Mm Bile] MY del ia il -tamel a 


a prized possession. 








Ynank Levine & Co. Jud 


Manufacturing Jewelers 


48 West 48th Street 
RRuant Q_20l1 Naw Yar 19 N Y 


ces |tRL If 


Here's a two-purpose line — delicate pieces of 
sterling to enhance the art of good living and to 
decorate the attire of well dressed women. Each 
piece can be used either for table settings or with 
the addition of pin stems as lapel pins. They 
are attractive — beautifully boxed — and are 
proven sellers. Your wholesaler has them. 


A — Powder shovel C ~ Demi-tasse spoon 


B ~— Demi-tasse spoon D — Salt spoon 
E — Pickle fork 


All pieces shown are actual size 


om cee 
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ecJ3l PINE STREET ¢ PROVIDENCE 3¢Rele 
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Like having a 
“20.000 showcase 
in your store! 


he new luxury catalogue, showing the comprehensive line of 
WAKMANN watches, ELECTION Grand Prix watches and BREITLING 


chronographs in forty beautifully illustrated selling pages! 


Now you can offer your customers a tremendous selection of watches 
without carrying a huge inventory stock! Write today for our new 
catalogue. Handsomely bound with embossed cover; it has forty pages 
protusely illustrated with the watches of our entire three lines— 
WakKMANN, ELECTION and Breitling lf you are a watch retailer 


get off a letter today and we will send it to you by return mail. 


WAKMANN WATCH COMPANY ic. 


“The Watch with the One Year Repair Policy ~ 
452 Fifth Avenue, New York 18, New York 


FOR May, 1948 





Attracts The Eye! Attracts The Imagination! Attracts Sales! 















Elven 


CHILDREN’S STERLING SILVER TABLEWARE 








Designed Like Miniature 
Garden Implements 























! 
! 
Design Pat. Pending 
New ideas make sales — and here is the 
newest, biggest sales building idea you've 
seen in a long, long time. Tableware for PRID 
children fashioned of sterling silver in EVO 
miniature garden tool designs . . . spade 
instead of conventional spoon...pitchfork = | uuu ee I 
instead of regular table fork . . . and a ry 
clever hoe tobe usedasa “pusher”. = 
- - EI’ 
eae : pieces: sabia ND 
Henry Green Albert Davis Chester Mandelbaum LEC 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison Street 220 West 5th Street 7 
New York, N. Y. Chicago, III. Los Angeles, Calif. 
WE] 
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As Seen in May Ist 


VOGUE 



















DIAMOND RINGS THAT LOCK TOGETHER YET URZCee 
INSTANTLY. OTHER RINGS CAN CONSTANTLY BOTHEG@ 
YOU BY TURNING AND SEPARATING ON YOUR FINGER IRE 


rHIS LOSING THE FULL BEAUTY OF THE DIAMONDS 





Any and all infringements 
of Granat Bros patents, 
trade marks, or copyrights 


’ 

RIDES EVERYWHERE ARE ACCLAIMING WED-LOK BY GRANAT...THE EXCITING, will he acecseuted to tn 
full f the law. 

EVOLUTIONARY RINGS THAT LOCK TOGETHER WHEN WORN TOGETHER, ALWAYS ALIGNED ae ae 

IHEY WERE DESIGNED. YOU’‘LL NEVER NEED TO WORRY ABOUT YOUR WED-LOK RINGS, FOR 


#Y ALWAYS APPEAR AT THEIR VERY BEST. GRANAT TEMPERED* MOUNTINGS (NOT CAST) 





EITHER PRECIOUS GOLD OR PLATINUM ARE ESPECIALLY PROCESSED TO ENHANCE 


ND 
PROTECT YOUR DIAMONDS; DECORATIVE DIAMONDS ARE CAREFULLY 







FLECTED FOR MATCHING COLOR AND BRILLIANCE. SEE WED-LOK AT A FINE 






W. 
SLER NEAR YOU, OR WRITE GRANAT, SAN FRANCISCO 10, CALIFORNIA. 


ices for Wed-Lok ring sets range from 125.00 to 1000.00; taxes additional 


) 








START RIGHT 


WITH 


MAKEPEACE QUALITY 


& 
GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 
FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


GOLD AND SILVER SOLDERS 
. | 


Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET 
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boudoir-or- 


desk clock 


(AMERICAN MADE) 


ALLL “ 


vrei ert 


Newest achievement in creative 
designing by Phinney-Walker 


, 4,65 
7" rn atatat ROORAOOK 





























RRR ... these unique “two way” clocks 
eins iatetentearees : 
arate are equally adaptable for 


boudoir or desk use. Their double 


usefulness doubles their sales 
In this position: 
(Ya :\7\0i i120) am -(e)0]ole)] makela 4 


possibilities! 











“od 
TX a w a hed / 
: ene +fer 
ait a eA 
‘imple adjustment reverses the 
nfor use in the desired position, 


ent Pending) 


RETAIL AT $ 7% 


in West Coast: $8.45 


ha beautiful gilt metal case 


with engine-turned designs. 


It dial and hands. 


ision movement — 
wembled, timed and guaranteed 
y Phinney-Walker, 


ut: 4%," x 5” x 3”, 
In this position: 
A HANDSOME DESK CLOCK 





ON THE AIR 


Wet leading radio stations . MO . == 


from coast to coast, . hee : ~ | : 


i> 


Phinney Walker Cc 


Clock Makers Since 1915 
30 IRVING PLACE, NEW YORK 2, N. Y. 


Bp: Spree: 






ual . AUPE -TESTEN’ 
Love Bird Diamond Rings 


The greatest asset of any diamond dealer is the trust and confidence of his trade. That confidence, without 








exception, is based on quality merchandise. It creates a reputation for integrity which is the jeweler’s complete 
assurance of consumer acceptance. It is the source and fountainhead of profitable repeat business. 
The “loupe-tested” quality of Love Bird Diamond Rings engenders exactly such unqualified confidence. 
For every Love Bird Diamond has been appraised and approved by veritable diamond experts... 
each represents the high ideal of color, cut and clarity! 
Loupe-Tested Love Bird settings are decidedly superior as well. Modern, graceful, dynamically designed 
to emphasize the size of the stone, they fittingly conform to the perfectionist character of the diamonds they encompass. 


Join progressive jewelry merchandisers in every part of the country who are profiting from the 


consummate quality of these diamond rings. 


v E By 
qRADE MAR» & } 











A 





4 .'Oupe teste? G? 
*mMonp RI™ 
630 FIFTH AVENUE, NEW YORK 20, N. Y..« *Pat. app. for 
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Memo to Merchants... 





Travel Alarms in Assorted 
Genuine Leather Cases. 


Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That’s right! 


You've never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 


FAMOUS and are sold with pride and confidence by dealers 
| nag everywhere 
NS Oris Fine Timepieces — to the consumer $12.50 to 
approximately $25.00. Write for illustrated folder. 


L. HARRIS CO., INC. © U.S. DISTRIBUTORS ° 665 FIFTH AVE., DEPT.D. © NEW YORK 22,N. Y. 
FOR May, 1948 | 149 
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Bin- 
RD6x20Sporisman 
ont Ideal for hunting 40 


pectator sports. Weight: 
“ me So a that they _ 
ally fit in 2 breast poc a 
Give big glass SS 
in small size. Retailed at $195, 
Federal tax included. 


RD 7x50 Marine Bin- 
— High “night glass i 
performance. Coated optic 
and many exclusive design 
features. The favorite . 
yachtsmen and professions 

seafarers. Retailed at $198, 
Federal tax included. 


SARD Opera Binoculars. 
pero light and beauti- 
fully finished with _ 
bossed silver inlays. The : . 
timate in fine glasses fort 

theatre or opera. ong 
carried in a hanes. e- 
tailed at $180, Federal tax 
included. 





A new and complete line 
of fine precision binoculars 


Here is a complete line of fine binoculars which, 
since their presentation to the public, has met with 
extremely enthusiastic reception. Made by Kollsman, 
foremost producers of precision aircraft instruments 
and creators of fine optical systems, these binoculars 
are unsurpassed for quality of design and extreme care 
in manufacture. 

The excellence of SARD Marine Binoculars (espe- 
cially designed for naval combat use) has built a steady 
demand for them among naval and commercial steam- 


ship officers. Rugged, powerful and invaluable for 
night use, they will enjoy particular favor with your 
yachting customers. The Sportsman and the Opera 
Binoculars, incorporating the revolutionary Leman 
prism, offer to the sports enthusiast and theatregoer 
superb glasses of unprecedented lightness and size. 
Whereas initial production of these binoculars was 
necessarily limited, Kollsman is now prepared to make 


them generally available. For information regarding 
open dealerships, write 


SQUARE 7] COMPANY 


KOLLSMAN INSTRUMENT DIVISION, 80-38 45th AVENUE, ELMHURST, N.Y. 
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aduerttised To 
Your Customers | 
2,796,553 of themf 
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Watchword of Time & Beauty 


This two-color ad 
will appear in June 





Newspaper mats and counter cards available. 


Write today for information 


LOUIS WATCH CO., INC. 


“a 580 Fifth Avenue New York 19, N. Y. 
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Manufacturers of 
Fine Watch Dials Of Every Description 
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AU TOMAT I C 


It is most fitting, in this Olympic year, 
that AUTOMATIC—the self winding member 
of the famous Olympic family of fine watches — 
should set new standards 
of performance, style and dependability. 


R. GSELL & CO., INC., I5 WEST 37th STREET, NEW YORK 


M od i € 
A T ¢ x s 


| TREASURED EVERYWHERE FOR ALL TIME 
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LADIES’ WATCHES 


...fesented with Gold Medal Award 
for outstanding design...to retail at 


49” and °99"...being promoted on 
“Quick As A Flash” over 400 Mutual 
Stations for ten weeks starting April 
2oth...write, wire, phone for 8 page 
broadside with details of complete 
promotion. 


Helbros Watch Company, Inc. 


6 West 48th Street, New York 19, N. Y. 











OILVER GHEATIONS 

















een 


Ao nas a nes e's 





Our new, modern plant enables us to offer you : 
now a wide assortment of sterling baby-ware. Only 
a few items are illustrated. Write for full information 
about our line. Inquiries invited from wholesalers. 


Beautifully | Cc G 


chased comb and \Wijy \A MANUFACTURING SILVERSMITHS 


le) . 
fush set in 723 Sansom Street 
Philadelphia, Penna. 


nee anaes’ he's 








sterling silver — 


with nylon 


bristles CB-1 Miami Los Angeles Chicago New York 


FOR May, 1948 1 











New SI 


in the bright Phyllis firmament 
of smartly styled, smartly boxed 
Gold-Filled Costume Jewelry. 


...... Original Phy lis Creations 


for Fall...at your Wholesalers, Soon! 









1/20-12 KT. 
GOLD FILLED 














KKKKK 
ON DISPLAY AT THE 
NWJA CONVENTION 


EASTERN REPRESENTATIVE Ambassador Hotel 
Bob Parrillo ; ; 
585 North Broadway Atlantic City 
East Providence, R. I. June 3rd and 4th 


MID-WEST REPRESENTATIVE 
Arnold Schloss 


werwronencore MS SEWELAY MFG. C0., IM 


Leo Colman 
940 South Spauding Avenue Main Office and Factory 
Los Angeles, California 585 NORTH BROADWAY, EAST PROVIDENCE 14, RHODE ISLAND 
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‘PURITY’ 
a revered name in quality diamonds 


Only one jeweler in a community 1s 


reaping the better profits made 1 
selling these original “PURITY” 
DIAMOND RINGS shown here. 
They retail from $50. to $5000. 


If interested in the “PURITY” Dia- 
mond Exclusive Franchise for your 


community, write us today. 


“Ther PURITY 
(2 your Seearuty 
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Alpina Automatic—Incabloc 
equipped, water resistant, 
stainless steel case. 

$59.50 Federal tax included 





Statement by Mr. Michael Denes, 
Production Chief of ALPINA Watch Corp. of America. 


“We're justly proud of the fact that we’re a prime manufacturer, 
making our complete ebauches ourselves. And we're proud, too, of the 
fact that Alpina Watches are fully protected by Incabloc— 

in our opinion the best shock-resistant device on the market.” 











LAE LY is the finest shock-absorber on the market—the only shock-absorber that cushions the shock 
at the point of impact. Adaptable to any watch—complete with its own block-bed—having interchange- 
able parts—Incabloc is guaranteed fool-proof—designed to cut down your repairs to a minimum. 


EEE allows the pivots of the balance wheel to shift without bending or breaking—allows give from 
any angle—and the Incabloc spring automatically returns the balance to its original position. 


Truly the marvel of the watch-making world, no watch should be without Incabloc, the superior shock- 
absorber that is being asked for by name! 


Write for tags, labels. Build up your watch business with Incabloc. 


INCABLOC 


CUSHION THE SHOCK WITH INCABLOC 


THE AMERICAN INCABLOC COMPANY, 366 Fifth Avenue, New York °* FACTORIES: LA-CCHAUX DE FONDS, SWITZERLAN! 
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Cwerylhing for the baby 


SOLD THROUGH WHOLESALERS ONLY 








JEWELRY MANUFACTURING GU. 


SILVERSMITHS 
PHILADELPHIA 7, PENNA. 


NEW YORK LOS ANGELES CHICAGO 


159 











TENEN BROS. announces the opening 
of its new and larger showrooms and 
nilelalUhxelaitialalomm o) (ols mmelmmclo mn A Ame O Ain 
St. in New York City. 

Ni at-mecefolbicoalelmaclaliiit- Mm udlLm-lalel ol (= 
the Company to meet the ever increas- 
Tate me l-taslolalomncolM@irm-—uleloreluilalmalile ry 
TaKehiosliatemmna-tolollale mm alale  mmelslemm olgieler- 
rings. 

At the same time maintaining its 
alkelaMecicelalokol get Me) mia A(-Fame Uellipamelite 
service. 

TENEN BROS. mountings are made 
in 10% iridium platinum and 14K 
white and yellow gold. 

They are available for memoran- 

um both semi-mounted and un- 
mounted. 


* 


Tenen ‘Brothers 


20 weeee 47" STREET e NEW YORKIY, N. Y. 


LED a SLURS, ED 
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CIGARETTE CASES 
COMPACTS } 


IT’S GOING TO BE A 





JUNE! 
June... traditional month for 
weddings and commencements ... represents ‘ 


concentrated selling to SUPERB dealers. 
EXS hsidesiseidk’ or ushers’ favours, 
shower gifts and graduation presents, 
the instant appeal of SUPERB 
jeweler-craftsmen designs 

outsell competitive products 


on sight! 


Sere RB CASE MFG. CO., Providence, BR. I. 


















or more than a quarter of a century, America’s most successful 
jewelers have relied upon the craftsmen of Seidman for always 


“different” and di 





stinguished creations in Watches, Attachments, 
Rings and Mountings. Arrangements are made by our repre- 


sentatives, by mail and by visit to our New York offices, 


@ BELOW ARE BUT A FEW OF MANY EXAMPLES, 


SEIDMAN & GOMPANY 


31 WEST 47th STREET 
NEW YORK 19, N.Y. 
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LEADING JEWELERS 


ver and DEPARTMENT STORES 
: Moa in the SOUTH ATLANTIC STATES 


@creenssoro — 










are featuring 


1 my + bp 


ACTUALLY PREVENTS TARNISH! 





@ cHamore 


JACKSONVILLE @ 








_ - DAYTONA 
’ BEACH oe" 








tampa @ PAM® ieee : , 
St. PeTeRsBuRG@ BEACH As Pacific’s poll moves from state to state, city to city, we find every- 


where enthusiastic acceptance of Pacific Silver Cloth. Of 69 stores 
interviewed in Richmond, Norfolk, Winston-Salem, Greensboro, 
Charlotte, Charleston, Savannah, Jacksonville, Daytona Beach, Palm 
Beach, Miami, Tampa and St. Petersburg, 66 already carry Pacific 
Silver Cloth! Here are their reasons, in order of importance: 


MAM ® 


It cuts store loss on give-aways. 

It preserves the natural sparkle of gift silver on display. 

It is the only cloth which actually prevents tarnish with life- 
time effectiveness. 

It makes silver easier to sell by removing objection to polishing. 

It creates store traffic. 

It preserves factory-bright quality appearance of silver, elimi- 
nating the repolishing job for busy dealers. 

It saves customers hours of silver polishing and the em- 
barrassment of placing tarnished silver before guests. 


The enormous demand for Pacific Silver Cloth has come straight 
from the consumer. Your customer reads Pacific Silver Cloth adver- 
tisements regularly in leading women’s and home magazines. She’s 
= ‘s already sold... just wants to know where to buy. Feature the name 
— | 3 a prominently in your selling and make sure you have a well-rounded 
stock. Ask your distributor about chests, bags, rolls, wraps and 
packets made with Pacific Silver Cloth or send us the coupon below. 


*This is number 11 of a seriés covering major cities. 
Previous surveys showed similar results in 45 Eastern and Middle West cities. 


= = QA PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleaming new spoons in Silver Cloth, retained its original sparkle! The other 
a tarnish test* conducted by the United States Test- four spoons, though wrapped in various “‘anti-tarnish”’ 
ing Co., Inc. Only Spoon A, protected by Pacific and “‘tarnish-proof”’ cloths, did tarnish as shown. 


*Test #70448, Mar.6,'46 (photos absolutely unretouched ) 





PACIFIC MILLS, Department JC 5 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in [) wraps, (chests, (j hollow ware bags, [1 place-settingrolls, ~~ pack- 
ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


NAME eeeeeeeeeeeeeeeeea ees ese eee eee eeaeseeaeseeeeeeeeeeeeeeeeaeeeeeeeeeeeeeeeeeeeeeeee ee 


POSITION e*eee#es eccccceceeeeeeceeoeeeeeeoeeceseeceoececc seb. eeeeseeoeaoeaea eee eeseeeeeeee eee eeee 


Pacific Silver Cloth 
is recommended by 
leading silversmiths and jewelers 


STORE eeeeeeeeees @eeseeeaooageeeeoeseeeeeeeeeeeeeeeeeeeeeeeneeeneeeee eeeseeoeeeeeee eee eeeee 


STREET ADDRESS. ccc cee eee sees eee eee ee ees SES SSSSESHSHEEESESESESESESESESSEEESESESSESESESDES 
CITY cee eeensee cocccccccc cc eee cee otONBecccc ccc ccc ccc cSt Ame cee cece see eeeeseeeeeeeee ee 


2@e@ee@ @28@8 82 8 828 @e22 @ @& 
See ese eeeeeeeecee si 












24 hour 


service on 





all special 
orders 


The Bridal Ring Co., Inc. presents exquisite 
is hetsleMe Gola a-1+Mmmssletidsl-co mmr d-telollit: Migitl: mete 
of unmatched beauty. In Fred Barel’s 
original designs that include a great 
variety of shapes, curves, and ornamental 
effects—the largest exclusive assortment 
of Hand Carved wedding ring sets 

in the country. Sold directly from the 
manufacturer to you. Greater Profits for 
you. Greater Value for your customers. 
Greater Prestige for your store. 


Newspaper Mats and Counter Cards 
oh reli iets) (=m 


exclusively 
designed by 


7 
4 2 A? 4, 
‘3 2 ph ‘ 


ridall Ui noe a lis 


87 Nassau Street, New York 7, N. Y. 
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THREE-WAY SET 


FEATHER-LIGHT and FASHION-RIGHT! 


= 


Can be worn as individual brooch, choker, or 
pendant necklace, with matching earrings. Very 
light weight necklace, available in assorted sizes. 
All units in either white or yellow 1/20 12 karat 
gold filled. Set with best quality stones in choice 
of clear or brilliant colors. 


FROM NANCY LEE—FOR OVER HALF A CENTURY 
MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY. 


1/20 12 karat gold-filled bracelets, chokers, pendants, 
watch bracelets, chatelaines, and earrings. Complete sets 
or single pieces. 


Distributed through the better jobbers. 


oe ee odd ae Be a ae ee 


29 E. Madison St. 1047 Flood Bidg. 
CHICAGO SAN FRANCISCO 


21 Maiden Lane 
NEW YORK 
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RINGS 


SINCE 1880 
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Luadies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 


alds, Tourmalines, Aquamarines, 





Topaz-Quartz, Amethyst, Garnet. 





IFFFD 
F. & F. FIELGER, INC. 
Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 


New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 
MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET *© PROVIDENCE, RHODE ISLAND 





STERLING SILVER 
Rhodium Finish 


Priced for Quick Turnover 


lilustrated 


@ Heavily made for extra-long wear @ Individually and handsomely boxed; 
mounted on rich, colorful velvet 


@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 
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1948-1949 
The 


Jewelers 
Buyers 
Directory 










FINGER TIP CONTROL 

















of the MANUFACTURERS, 
IMPORTERS and WHOLESALERS 
in the 
JEWELRY and KINDRED LINES 


‘A Handy Classified List 
for Desh and Pocket 


Price . 2 - 


The Jewelers Circular-heystone 


AChilton QQ Publication 
100 East 42nd Street, New York 17, N.Y. 





Copyrighted 1948 by Chilton Co., Inc. 


















THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, 
New York 17, New York 


Reserve 


oer eee ee eee eee eee Oe 


error eer eee eee eeeee 


or eee wee eee eee ee eee 


Fill in and sign this order form and be assured your space will be reserved now. 





of Jewelry Buying 


Information 


1948-1949 


edition now being compiled 


The Jewelers Buyers Directory is the original jewelers directory. 
It has been published continuously for over 50 years, as a supple- 
mentary service of THE JEWELERS' CIRCULAR-KEYSTONE for 
the jewelry trade. 


It is not simply a compilation of names ond addresses taken 
from jewelers listings. For each one of the editions ublished, a 
questionnaire has been sent to manufacturers, dations, im- 
porters, and members of the trade whose products or services 
enter into the jewelry market. This information is checked against 
the vast reservoir of data that has been built up over the years 
of publishing information about the jewelry industry. The result 
is a carefully indexed, completely catalogued, reference volume 
that invites instant access to any jewelry item, related product, 
or service, with the names and addresses of the concerns divided 
by State and City to give the utmost assistance to jewelry buyers. 


The Jewelers Buyers Directory is a ag) as an outstanding 
advertising medium in the jewelry trade. I+ has no connection 
with any other directory. 


An information-giving advertisement to supplement your list- 
ing is a service to which buyers respond and is a steady business- 
getter. 


Please fill in and sign the order form below so we may reserve 
your space now. 


page space for our advertisement in the JEWELERS BUYERS DIRECTORY for which 
we agree to pay in accordance with the rates printed hereon? 


SPHSHSSCHSSHSHSHSSSHSHSSSHSHESSHSSHSHSHSHSSHSHSSSSEHSHSSSSSHSHSHSSHSHSSSSSSSHSTSHSSEHSSHSSHSSHSSHSHOSHSHSHSSSEHSHSSEHSHSHEC HE SESCSHEOSSCSESHESSESS8SH848E8E2SEOSSES 


SPOSHSSHSSSHOSCSSSESSSHOSHSHSHSHSSSCHOHSSHSOSSESSCSCHOSHSECHSSSCHSEHSSSOHSSCHSCKEHOSCSHSSOSCHEHOHHOHCHHHHKHO OHH 8OHOH HOO HOH HOH HOH O06 66 OHHH 26 ESOS 
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Since 1900 
—_, 


HARRY & BEN FRACKMAN 


'. es © © 2 FF & #- S.e -s 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 


Wane OW te 


Yn. kee 








_grained genuine leather — the new combinatior 


ae buyers tell us they could sell this new 
jewel‘ box for almost twice the retail price we 


suggest. We believe you'll agree that you've’ 


never seen so much value or so many new 
features for so little money! 

Aluminum body for extra strength and long 
life... covered with smart lizard-grained genuine 
leather. Solid brass end caps tooled in Gothic 
design for additional elegance and sturdiness. 


Over 20 leading department stores are now advertising this new Tory Jewel Box. 





Write for your free copy of Catalog B which fully de- 
scribes the No. 7 and all the other fast-selling genuine and 
simulated leather jewel boxes and overnight cases — 
designed by William Tory — to retail from $2.95 to $8.95. 


es this latest Tory creation longer life 


2 BRR ES See 





Non-tarnishing solid-brass fittings include the new 
improved set-in lock,2'4-inch hinges. Rayon 
velvet lined. Automatic self-rising tray has special 
earring bars, ring bed and pin sections .. . is 
decorator-tooled in 24 kt. gold leaf. Rose, red, 
wine, baby blue, medium blue, navy, brown, green, 
ivory, black. 10% x 7% x 3% inches. 

Order these Tory No. 7 jewel boxes today. 
Free newspaper mats available. 











TORY MANUFACTURING COMPANY, INC. 


150 West 22nd Street, New York 11, N. Y. 














THE WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES AND OVERNIGHT CASES 








No. W1081 . . Platinum 
fishtail wedding ring set 
with fine diamonds all 
around. 








No. W1084. . Platinum 
wide fancy wedding ring 
set with fine diamonds 
all around. 














No. 1244M .. Platinum 
solitaire ring set with 
fine diamonds. 























No. 1198M. . Platinum 
diamond mounting set 
with fine diamonds. 














No. W1082. . Platinum 
channel wedding ring 
set with fine diamonds 
all around. 











No. 2131... Platinum 
princess ring with 14K 
yellow gold shank set 
with fine diamonds. 


No. W1083 . . Platinum 
prong wedding ring set 
with five large fine dia- 
monds. 





LADIUM 


A PRECIOUS METAL FOR FINE JEWELRY 


As romantic tropical waters brighten the moon they mirror 
...s0 do palladium settings add overtones of beauty 


to the brilliance of jewels. 





Naturally white .. . palladium is a rare and 





precious metal that holds diamonds and colored 


stones in a firm and flattering embrace. 


Send for your copy of an interesting booklet 
telling the story of palladium for fine jewelry. 
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On the «Santa Pauta’’-Grace 


INC., 











SURE-FIRE SALES with 


LIGHTERS 


the only lighter with the 
flame you can point! 


Upright — perfect flame 

ico) anelleleld-tht-s-mrelalemellolol ay 

3 Tilted —a2'” jet 

Beattie Jet Lighter sales are i flame points right 

zooming and bound to go higher 7 down into pipes. 

still. For this year millions of smok- Jet action fully 

ing men and gift buying women guaranteed. 
will be reading more Beattie Jet 
Lighter ads than ever before— in 
Saturday Evening Post, Newsweek. 

Colliers, New Yorker. 


Make sure you get your share of 
this business. Send coupon for com- 
plete price and discount list. Stock Beattie Jet Lighter Distributors, Box 4 


up in all models — retailing from 17 E. 48th St., New York 17, N. Y. 


$5.00 to $22.50. Rush complete price lists and dealer discounts for Beattie 
Jet Lighters to: 


See what a West Coast Dealer says: 

“Beattie Jet Lighter is the world's 

finest pipelighter. Your lighter is Firm Name.........0.-ss-0000 cies, 
so good we are not able to keep 


enough of them in stock.” FT ee PTTTITIT TTT TTT TTT 








SPARKTUS 


Counter Display 
amera Case 


Provides a Complete Camera and 
Film Department on Less Than One 
Square Foot of Counter Space! 


A beautiful, streamlined fixture, sturdily con- 

structed of bleached oak and crystal glass. A 

film rack consisting of six compartments for 60 

rolls of film is built into the back of the display. 
Overall Size 


HERE’S THE DEAL: 


18” High List Price of Spartus ‘‘35F’’ or Spartus Press Flash....$14.95 
a A You get FREE Spartus Camera Display Unit Worth.... 25.00 


85/,” Deep. 


Total Retail Value 
—ONLY.......$ 
BACK YOUR ACTUAL COST—ONLY 14.95 


VIEW You pay $14.95 for one display case and one Spartus Cam- 
era which retails at $14.95. After you sell the camera the 


Six-Compartment display case costs you nothing. 
Film Rack Built 


Inte Back of Dis- 


play Helding 60 NOTE: All Spartus Cameras, Accessories and Carrying 
Rolls of Film. Cases Fair Traded at List and Wholesale Prices. 


SPARTUS CAMERAS ARE NATIONALLY BRU VN[Gie0)t] 20) ‘Re z0)-meelliia @ur)denasal 
ADVERTISED IN AMERICA’S LEADING | The Spencer Co., 711 W. Lake St., Chicago 6, Hl. [ 
MAGAZINES REACHING OVER Please send Spartus display case ond bill at . 


$14.95 through my jobber. Include 
[-] S-200 Spartus Press Flash Camera 
r ’ * 


THE SPENCER CO. 


(Check one) 
W1$ LAKE ST. CHICAGO 6, ILL. Address Snes iscdtaeniiibapseiitiatsiiiedudiiauan —_ 
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"Any progressive jeweler 








says Mr. Jack Gerson, 
president of Jack Gerson’s, New Castle, Pa. _ 





















"In these modern times, our customers demand nationally 
advertised diamonds, and Art-Carved rings have been the 
complete answer. Every conceivable help—excellent service, 
controlled inventory, splendid sales-appealing advertis- 
ing, established resale prices, pleasant and personalized 
contact, certified and registered guarantee with every 
sale—makes Art-Carved rings a must in our Diamond Depart- 


ment. 


"We carry a representative stock of Art-Carved rings at 
all times, yet when any special orders come up, J.R. Wood & 
Sons are as close as the telephone—with immediate and 


prompt results, always." 


As Mr. Gerson says, it’s no longer a spending in buying, grading and mounting 
question of whether or not to carry Art- loose diamonds and use it for selling, pro- 
Carved diamond rings. Customers are de- moting and advertising Art-Carved rings. 
manding them. The jeweler who wants more You can sell more diamond rings and make 
sales, and more satisfied customers, cannot more profits with a line of fast moving, 
afford to be without nationally advertised nationally known, nationally wanted Art- 
Art-Carved rings. Carved rings. Your Art-Carved representa- 

Why not streamline your diamond ring tive will be glad to describe our new 
operation? Save the time you are now Merchandising Plan. 


Cooperate with the Jewelry Industry Council 
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BELOVED BY 


Va RINGS BY WOOD 


J. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 








#*Trade Mark Reg. 
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PROFIT BY 
PROMOTING GARLANDS 
FOR ENGAGEMENTS 
AND WEDDINGS 


@ For better-than-average profits, 
emphasize GARLAND Diamond 





eR PES 
Bee gD or, 
aeRO LAME cog: 


a eee : —_— .  @ Rings for the bride. GARLANDs are 
a Settee if eS guaranteed flawless. 'Their relatively 
OG usimaeiliaianracad wee 45.7. low prices make them easier to sell. 


OR 


ers a woos ~~ | Their higher margin means higher 
2 | lene, ) profits to you. If you don’t already 
know all that, try a special pro- 
motion of GARLANDS this Spring 

and find out for yourself. 

















Entrance to New BALL Offices 

@ This view shows the street en- @ Jack Beckmann, Ball Com- 
trance to the new Ball office build- pany’s Diamond Dept. Manager, 
ing — at 6 North Michigan. The embarks here on trip to world’s 
door revolves easily. Come in any diamond centers. Direct-to-source 


time—visit us on the 10th floor, buying produces outstanding 
values for Ball customers. 





KEEP YOUR EYE ON 


The BALL Company 
Originators of GA RLAND* Diamonds and Watches 
WHOLESALE JEWELERS e DIAMOND IMPORTERS 
6 North Michigan Avenue ¢ Chicago 2, Illinois 
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HE human capacity for devel- 
oping something new and differ- 
ent is still functioning nicely, we re 
pleased to report. We are indebted 
to Schneer’s, Atlanta, Ga., for the 
following demonstration of the fact: 
“Dear Sir [reads a_ postcard] 
please send me your Diamond cata- 
log and tell me where 1 can buy real 
Bright Large Diamond Stone at, and 
tell me where i can buy Radium from 
like they use on clock watches Dial i 
want a Diamond Stone and put 
Radium all arround it.” 
We can’t say we entirely approve 
of the gentleman’s ideas on design 
but, we must concede, they are 


different. 
ee 


VEN in moments of industrial 

strife there is an air of gentil- 

ity about the jewelry trade — par- 
ticularly in Canada. 

Some time ago 200 Toronto mem- 
bers of the Jewelry Workers’ Inter- 
national AFL Union failed to come 
to wage and hour terms with their 
employers and, regretfully, but firm- 
ly, decided to stop work. The word 
“strike”? wasn’t used by either party, 
but the next morning 200 jewelry 
workers were not on the job. 

Picket lines? E. W. Gardner, 
business representative for the union 
was horrified when asked whether 
the union had picketed the employ- 
ers. “‘Most certainly not!” he re- 
plied, adding that everyone knew 
everyone else in the Toronto jewelry 
trade. ‘‘Strikebreakers,” he said, 
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‘ 


‘are something that the manage- 
ment of no Toronto shop would even 
consider.” 

When it was pointed out that the 
jewelry workers had been out for 
more than a week, and still no effort 
had been made by the union to pub- 
licize their strike, Mr. Gardner said, 
‘“We know we're out and the em- 
ployers know it. Why should any 
one else be interested!” 


e¢ 
VER think of building good 


will in terms of sore feet? 
Probably not. But the De Long 
Jewelry Co., San Fernando, Calif., 
has launched an inexpensive promo- 
tion campaign beamed almost en- 
tirely at people with barking dogs. 
The corner of Brand and San Fer- 
nando Road is one of the town’s 
busiest intersections. Known as “‘ the 











> 


crossroads to Los Angeles,” it used 
to be a wearisome place to wait for 
buses or pause to make up one’s 
mind where to shop next. 

Now, however, there is a spa- 
cious, comfortable bench on the 
corner and people may sit down and 
ease their tootsies— courtesy of 
De Long’s. A sign on the back of 
the bench identifies the sponsor of 
this boon to the footsore and weary 
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and, in addition to bringing the 
gratitude and thanks of the public, 
the bench has also built much good 
will for the firm. 


e 


SMALL, but~ noticeable sales 

increase at Shaw’s, San An- 
tonio, Texas, can definitely be as- 
cribed to the use of “wired music’”’ 
in the store, according to Barnett 
Shaw, head of the firm. 

The store utilizes low-audibility 
speakers placed at strategic points 
around the sales floor to relay soft 
strains of classical music throughout 
the sales day. The music, while 
loud enough for the customer to be 
conscious of it, never reaches a 
pitch where it can interfere with 
normal conversational tones. “‘It is 
our impression that many people 
hear music without consciously rec- 
ognizing it,” Mr. Shaw pointed out. 
‘For example, many customers will 
start humming the same tune which 
is being played over the speakers 
and then at some later point in the 
conversation will exclaim with sur- 
prise to find that we have this 
service.” 

The chief advantages of the wired 
music have been a soothing, pleas- 
ant atmosphere for store personnel, 
and a similar effect on the jaded 
nerves of tired downtown shoppers. 
Mr. Shaw has found. Women who 
have struggled throughout a shop- 
ping day in crowded stores and ar- 
rive in the jewelry store mussed and 
angry are scarcely in the proper 
frame of mind to be shown jewelry 
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ae “ALL DRESSED UP TO SELL A 
See PARKER '5I' FOR EVERY GRAD” 


Concentrate On Your 
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which requires a calm atmosphere 
for full appreciation. However, the 
music provided by the system 
soothes the customer and makes for 
pleasant, friendly relations, 


® 


URING the years, Elmer Zeis- 

ler, Coshocton, O., jeweler, 

has acquired something of a reputa- 

tion as a practical joker. Nothing 

spectacular, mind you, just a kindly, 
fun-loving approach to life. 

Recently, on the occasion of his 
52nd birthday, friends and acquain- 
tances decided to pay him his com- 
uppance. 

When Elmer arrived at his store 
on the morning of his birthday he 
was somewhat rattled to discover 
the doorway piled high with “‘ pres- 
ents.” Huge packages blocked the 
way and, when the jeweler opened 
them he discovered that they con- 
tained bubble gum, hair tonic, vita- 
min pills, false teeth and refresh- 
ments of a liquid (and dubious) 
nature. 

Taken only slightly aback Elmer 
confessed: ‘‘ Brother, I had it com- 
ing to me — it took 52 years for it 
to happen like this.” 
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GAGEMENT RINGS \ 


EEL’S Jewelry Store, Paducah, 

Ky., attracts a surprising a- 
mount of attention and profitable 
sales with a “‘gold thimble” depart- 
ment. 

Resurrecting the “‘thimble as a 
gift’ idea from the past, P. W. Peel, 
owner of the store, displays a wide 
variety of gold and silver thimbles, 
and even some mounted with pre- 
cious stones, in a velvet-lined case 
which accommodates 48. Prices 
range from 65 cents to $3, and higher 
for those bearing gems. 

“We suggest them as an ideal 
present for housewives who do a lot 
of sewing; for elderly women, and 
even for the smart young housewife 
who darns her husband’s socks and 
does a little mending on the side,” 
said Mr. Paul. “‘It is surprising how 
many women who do dressmaking or 
sewing in the home quickly punch 
out the end of their thimbles, with 
painfully pricked fingers and thumbs 
as a result. We offer gold thimbles 
as the ideal gift, pointing out that 
they have a case-hardened tip which 
will not puncture. Also, we empha- 
size that the thimble is a gift which 
will keep the recipient thinking 
about the person who gave it to 
her for many years.” 

Gold thimbles are regularly shown 














“I won't look so it will be a surprise!” 


For May, 1948 


in display windows of the store, and 
through continuous suggestive sell- 
ing they frequently solve the prob- 
lems of customers looking for an 
unusual, inexpensive gift to buy. 


e 


HAT could bemore embarrass- 

ing to a display manufacturer 

than finding himself at a display- 

maker’s convention without samples? 

Answer: nothing! At least that’s the 

opinion of William Korn, Buffalo 

N. Y., maker of jewelry display ma- 
terial. 

Having arrived early at a conven- 
tion in Oklahoma City, Okla., re- 
cently, Mr. Korn waited a day or so 
before setting up his exhibit. Then, 
when he went to his station wagon 
after his samples he discovered, to 
his consternation, that the vehicle 
was missing. So, also, was his chauf- 
feur. And, of course, the samples. 

Just as his blood pressure was 
reaching the boiling point, Mr. Korn 
received a telegram from his chauf- 
feur — in Buffalo. *“*The South is no 
place for me,” the wire said, “‘so I 
just came on home.” 


Philosophical despite his embar- 
rassment, Mr. Korn decided not to 
press charges. “‘He didn’t steal any- 
thing,” he said. “‘He just went 
home.” However, it’s a_ cinch 
there’s a new chauffeur driving the 
Korn vehicle. Probably a_ fellow 
who’s happy anywhere. 


® 


— & MEYER, Paducah, 
Ky., jewelers, credit much of 
their volume in infants’ sterling gifts 
and other baby merchandise to the 
fact that the store has always de- 
voted a window display to such 
merchandise. 

Some eight or ten baby gift sug- 
gestions are shown in a small win- 
dow, just around the corner from 
the entrance. Sterling porringers, 
spoons, piggy-banks, bowls, comb 
and brush sets, etc., are shown in the 
center of a window which is only 3 
ft. long and 10 in. deep. Heavier 
items such as feeding bowls, electri- 
cal bottle-heating units, etc., are 
placed on either side. 

Constant use of the window, which 
faces one of the city’s busiest bus 
stops, has given the store a reputa- 
tion as the “‘ Baby Gift Store.” 
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This display of suggested gifts for the bride features 
a cutout silhovette of a bridal figure for background. 


Two Windows For the Goming Month 


ee Vo Buide 


While June is the traditional *“*“Month of Brides.” bridal 


promotions have assumed a vear-round importance for jewelers. 


CCORDING to JC-K’s 1947 marriage poll, it 
appears that wedding displays are even more 
important than we had already assumed them to be. 
This survey ups the percentage of jewelry store sales 
directly attributable to marriages from the previously 
estimated 25 percent to 43 percent — very nearly half 
of the store’s total sales! This is such a substantial pro- 
portion of sales that it seems as if there should be a 
wedding display in every jewelry store window twelve 
months of the year . . . for the survey also shows that 
although June still has an edge on the other eleven 
months in bridal preference, the margin is small. It 
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by VIRGINIA DIXON 


seems people just get married all the time and the jew- 
eler plays very nearly as essential a part on this occasion 
as the clergyman. 

Rather than planning just one bang-up elaborate 
wedding display during the year as the custom has been, 
a whole series of bridal windows during the year seems 
to be called for. These need not all be fancy affairs — 
they can indeed be small groupings worked in with 
other displays when an entire window cannot be spared, 
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but they will serve as attractive reminders all year 
‘ound. Such a series of windows need not appear 
monotonous for there is a wealth of both merchandising 
angles and decorative motifs for bridal displays. 

Why not have in every one of your ring displays, a 
circular or rectangular pad, covered in whit® satin and 
trimmed with orange blossoms, on which your choicest 
diamond and wedding rings may be featured — with a 
price card showing the range of prices you offer. Such 
a unit would not interfere with the rest of the display 
and would call particular attention to your wedding 
sets. 

Since the choice of the bride’s silver pattern is an 
all-important one to her — and may be made at any 
time — even long before her choice of a husband! — 
the silver Hope Chest is a logical suggestion. An entire 
window featuring all your silver patterns may be used, 
or the idea may be outlined on a copy card which would 
appear in all your silver windows. 


EMPHASIZE SPECIAL SERVICES 


There are many special services for the bride which 
you may already have in operation or which you can 
add, all of which should be publicized in the windows. 
The Bride’s Book of pattern choices is one which should 
be emphasized particularly. You should also be an 
authority on wedding etiquette. Invite the brides-to-be 
of your town to consult you on such problems. It might 
be well to keep Emily Post’s “‘ Etiquette” at hand in 
case the girls think up some really hard ones! 

As for decorations — wedding flowers may be any- 
thing from tiny orange blossoms to three foot high calla 
lilies, but they should be white . . . white hyacinths or 
dogwood in the spring, daisies or roses for summer and 
white chrysanthemums for fall could all be most effec- 
tively arranged. Photographic enlargements of church 
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Materials Needed to Assemble These Displays 


Material Source 


Ring Display 
Flexible wire 
Orange blossoms or other wedding 


Hardware store 
Department store or Display 


flowers Supply House 

White Facil-Fab or Satin Ribbon — Department store or Display 
4” wide Supply House 

Colored paper or showcard board 
for birds Art Supply Store 


Department store 
Show card writer 


White satin for covering elevations 
Copy card 

Gift Display 
Showcard board for silhouette 
Gift wrapping for packages 
Cut out letters for copy 


Art Supply Store 
Stationery store 
Display Supply House 





interiors, wedding scenes or bridal portraits all make 
dramatic backgrounds. Organ pipes and stained glass 
windows have been somewhat overdone in jewelry 
windows, but when nicely made still get attention. At- 
tractive things in paper sculpture, papier mache and 
plaster, such as fat cupids, love birds, wedding bells, 
and so forth, are available. 

In keeping with tradition, we give you a choice of 
wedding displays for the June Window of the Month, 
but these two suggestions are good for any month of the 
year. 

For the wedding ring display, two rings of wire are 
twisted with orange blossoms or other wedding flowers, 
tacked against the background and tied with wide white 
satin ribbon. White facil fab would be good for this as it 
is stiff enough to hold the shape indicated. Two paper 
cut-out love-birds perch on the extended ribbon. Rings 
are arranged on white satin covered circular elevations 

(Please turn to page 240) 





Wedding ring display has 
two wire rings which are 
twisted with appropriate 
flowers and two lovebird 
cutouts for background. 
Assortment of rings are 
displayed on white satin 
covered circular stands. 
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PORN TO SELL THE BOOMING BABY MARKET 


t's good business to cater to the diaper-and-bib set these days! 
The record-breaking birth rate means a record number of 
fond relatives and gift-giving friends--folks who'll find 
“1847's” brand-new KIDDIE KIT the most welcome gift idea since 


babies were invented! 





You'll be as enthusiastic as we are when you see this newest “1847” 
specialty. The KIDDIE KIT combines an Educator Set in 1847 
Rogers Bros. top-favorite pattern, “First Love,” with a cleverly 
designed child’s plate. Designed like a duck. it’s made of pink or 
blue MONSANTO Lustrex, an extra-durable plastic that withstands 
hot water. It’s priced right—$2.95 retail. 

Add an “1847” silverplated child’s cup and you have an attractive 
4-piece set for folks who want a little more. 

Feature the KIDDIE KIT prominently in windows and ads and see 
how your share of the important baby-gift market increases. 


The International Silrer Company, Meriden, Conn. 


1847 ROGERS BROS. C/micas Ginut Qflverplit 
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NWIA Meets June 2nd - 14th 


Forty-first annual convention of the National Wholesale Jewelers 


Association will be held at the Ambassador Hotel. Atlantic City. N. J. 


Many persons prominent in the jewelry trade are slated to speak. 


LANS for the forty-first annual convention of the 

National Wholesale Jewelers’ Association, to be 
held at the Ambassador Hotel, Atlantic City, N. J., 
June 2nd through 4th, have been announced by Thomas 
A. Fernley, Jr., secretary of the organization. 

Registration for the Convention will begin at 2:00 
P.M. on Wednesday, June 2nd, at the entrance to the 
Jewelry Lobby of the Surf Room. At 6:00 P.M. there 
will be a dinner-meeting of the executive committee and 
at 9:30 P.M. registration will cease for the day. 

On Thursday, June 3rd, at 9:00 A.M., registration 
will again be in progress at the entrance to the Jewelry 
Lobby. At 10:00 A.M. the first general session will be 
held in the Venetian Room. Speakers will include R. 
Dix Edwards of Edwards & Co., Kansas City, Mo., 
NWJA president, who will deliver the annual presi- 
dent’s address; Thomas A. Fernley, Jr., NWJA secre- 
tary, who will render his report; John Albright, Chief 
of the Wholesale Trade Bureau of the Commerce 
Department, who will speak on ‘‘What the Census 
Figures Reveal”; Harry A. Babcock, Attorney in 
Charge of Washington Investigation, Federal Trade 
Commission, who will consider ‘‘ Misrepresentation and 
Price Discrimination Problems’, and Casimir A. Sien- 
kiewicz, president of the Central Penn National Bank, 
Philadelphia, Pa., who will consider ‘“‘The Business 
Outlook.”” At this session the Resolutions Committee 
will be appointed and members of the Nominating 
Committee will be announced. 

At the 2:00 P.M. session in the Venetian Room on 
June 3rd, G. H. Niemeyer, chairman of the Jewelers’ 
Vigilance Committee, will report on that organization’s 
activities; Hon. John A. Danaher, General Washington 
Counsel for the Jewelers’ Vigilance Committee will 
consider the tax situation; A. E. Haase, executive direc- 
tor of the Jewelry Industry Council will consider ** The 
Progress of the Publicity Program’; H. A. Goldberg, 
president of the National Association of Credit Jewelers 
will discuss ‘‘ How the Wholesaler Can Be of Increased 
Value to the Retailer,’ and Maurice Adelsheim, presi- 
dent of the American National Retail Jewelers’ Associa- 
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tion will consider ““Our Relations With Wholesalers.” 

On Friday, June 4th, the scene of the NWJA Con- 
vention will shift to the Renaissance Room where, at 
10:00 A.M., a session will be devoted to the general 
topic: “‘Selling.”” Speakers will include E. B. Moran, 
manager of the central division of the National Associa- 
tion of Credit Men, who will speak on “* The Credit Side 
of Selling’; Jack Klein, president of the Klein Institute 
for Aptitude Testing, Inc., who will discuss “‘ Selection 
of Salesmen”’, and H. G. Kenagy, vice president of the 
Mutual Benefit Life Insurance Co., who will consider 
‘*Sales Training.” 


The Friday afternoon session, also in the Renaissance 
Room, at 2:00 P.M., will feature the report of the 
NWJA Treasurer F. Clarke Bechtel of Jos. B. Bechtel & 
Co., Philadelphia, Pa.; William H. Ficken of A. H. 
Ficken Co., Inc., Cleveland, O., will consider “* Adver- 
tising and Sales Promotion Of, By and For the Whole- 
saler”; John M. Montgomery, sales manager of M. A. 
Mead & Co., Chicago, IIl., will disclose “*‘ How to Get the 
Most Out of Your Salesmen”; Dudley E. Sanderson, 
director of sales, Oneida Community, Ltd., will speak 
on ‘‘ How the Wholesaler Can Get The Maximum Bene- 
fits From the Manufacturer’s Advertising,” and a 
speaker, as yet unnamed, will consider ‘* What a Manu- 
facturer Can Do to Help Whaolesaler’s Salesmen.”’ 
This final session will also feature amendments to the 
constitution, committee reports, election of officers, 
introduction of new officers and the consideration of 
unfinished and new business. ““The New America’’, an 
outstanding sound film produced by Life magazine, will 
be shown at this final session. 


The 41st annual NWJA banquet will be held on 
Friday evening, June 4th, in the Renaissance Room. A 
reception in the Venetian Room at 6:30 P.M. will pre- 
cede the banquet, and the dinner will be held at 7:30 
P.M. R. Dix Edwards, NWJA president, will serve as 
toastmaster and Roy G. Howells, a humorous astrologer 
from Philadelphia, Pa., will be featured in a routine 
entitled ““When Were You Born?” 
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Dual-Level Store Displays 






Combine Silver, China and Glass 





N booming Houston, Texas, where population and 

wealth increase day by day, one store is not worried 
about rumors of the arrival of new businesses. As one 
executive of Corrigan’s jewelry store explained: **Al- 
most every week, it seems, there’s a news story in the 
local papers about some New York outfit breaking 
ground for a department store here. Let them come. It 
will be good for Houston, and it can’t hurt us. We've 
been in business for three generations, and today our 
business is better than ever. Our business is built solidly 
on two things — faith and service. Year after year 
we've given our customers the best merchandise the 
price could buy, and we've stood squarely behind every 
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by WILFRED WEISS 


The entrance to Cor- 
rigan's is of the “open 
front” variety, provid- 
ing customers, outside, 
with a commanding view 
of the interior of the 
store. Note the stair- 
case to lower level at 
the left of the store. 


item we’ve ever sold. Beyond that, no customer has 
ever made a request for help that we haven’t sincerely 
tried to fulfill.” 

As a result of that policy and their firm belief in 
their position, Corrigan’s recently opened one of the 
best designed and most beautiful jewelry stores to be 
found anywhere. The store has a commanding posi- 
tion at the corner of the new City National Bank Build- 
ing at Main and McKinney streets. Its facade is one 
of simple but striking functionalism, with a receding 
bank of small display windows, which make effective 
frames for the merchandise while drawing attention 
inward to the store. 
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The interior repeats the functional theme in combina- 
tion with eye appeal. On the street level, floor fixtures 
and shadow boxes are walnut with a subtle lighting 
effect which dramatizes the gems and fine jewelry and 
watches to which the center of the floor is devoted. At 
the rear of the floor is the silver department, carrying 
everything from a dollar pair of plated sugar tongs to a 
fabulously priced. antique English sterling tea service. 
Around the perimeter of the floor are a costume jewelry 
section, a perfume bar, a special baby silver department, 


The silver section, located 
on the lower level of Cor- 
rigan’s new store, provides 
an unusual amount of space 
for the firm to arrange co- 
ordiasated displays of sil- 
ver, china and glassware. 
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This aluminum § stairway 
which winds down to the 
lower level is reached 
by passing the diamond 
department (at left). 
Note the unusual, star- 
shaped recessed lighting 
fixture in the ceiling. 


and the counter over which watch repairs are taken in. 
Off by itself is the diamond salon. 

An aluminum stairway winds to the lower level, de- 
voted to home furnishing merchandise. English and 
domestic china are displayed in ensemble with appropri- 
ate flatware and hollowware in recessed cases and on 
tables. 

The upper floor of the store is used for an elaborate 
display and art department and general offices. 

(Please turn to page 240) 
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Smart jewelry for summer weddir3 or 9-id ze 
is this version of the expansion b+ u-elet 
in gold set with diamonds. Flame lily clip 
and fern ear-clips by Van Cleef & Arpels 
complete the ensemble. John-Frederics hat. 








by DOROTHY DIGNAM 


A cattail necklace of 
flexible gold and dia- 
monds. Ear-clips in 
“half off and half on” 
style. Barrel ring in 
gold set with diamonds. 





Diamonds 
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This triple-row necklace has strand of 
baguette diamonds between two rows of 
brilliants. Flexible bracelet and _ the 
barrette are also set with diamonds in 
platinum. All from Van Cleef & Arpels. 


OW does a furrier sell mink and raccoon during 

the hottest months of the year? August is the 

second biggest fur month in the year; starts July 28th 

in fact. It strikes us that a diamond bracelet is cooler 
than a fox cape. Looks cooler, anyway! 

A lot of any selling success lies in the merchant’s 
attitude toward the season. The furrier builds men- 
tally towards July and August. He advances on these 
weeks aggressively. He expects to sell. He does sell. 

The attitude of the jeweler (in too many cases) was 
expressed by a retailer in a progressive small town in 
the South. Yes, it gets hot down there and stays hot, 
but this jeweler doesn’t know how you can sell anything 
except electric fans. When approached about a summer 
fashion promotion that would involve some effort on his 
part, he slapped down the idea smartly: 

“Naw, no good in this town. Can’t do a thing here 
after June first. Everybody thinking about vacation. 
Getting out! Going away! Who dresses up in hot 
weather?” 

Why, exactly the same people who dress up in cold 
weather! The urge to dress up doesn’t die with the heat 


(Please turn to page 254) 


Twin feather clips in stepped-down size 
and twist earrings in diamonds and gold 
by Van Cleef & Arpels, follow vogue for 


There’s no season on diamond and jewelry 
merehandising. Look. for instance. at 


furs which sell best in month of August. 








Midsummer ball gown is complemented by 
flexible diamond pendant-necklace and 
large ear-clips by Mauboussin, Paris, 


adding diamonds to informal day clothes. 


For May. 1918 
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by CHET SPINK 


One of two murals in na- 
tive Hawaiian style hangs 
over hollowware display 
in newly remodeled Detor 
store. Wall paneling is 
grained monkey pod wood. 















Hoorrma ta 01 ma Hawan war, 
Ks Kava paam o ms Paxrprms 
Franelaled Waders ty Herren: 
He Psyyreand ofthe fy 
We corpuriy INVITE YOU TO visse 
©OR Sz0P at voce OCONVEmiENCE. 
Deron Jewsura, Lrp 
Horoiciy 











Embossed formal invitations to 
visit Detor’s are sent daily to 
new arrivals at Honolulu hotels. 


UXURIOUSLY remodeled to celebrate well over a 
quarter of a century in business, Detor Jewelers, 
Ltd., Honolulu, Territory of Hawaii, is marking 30 
years of service by offering a wider variety of quality 
merchandise to its discriminating clientele. 

Although the $100,000 remodeling program is not yet 
complete, Mr. Geo. N. Michopulos, president and mana- 
ger of Detor’s, in a full page newspaper advertisement, 
recently invited Hawaii citizens to visit and inspect the 
remodeled and enlarged main floor. 

The new Detor’s is the result of confidence-winning 
service that will never know completion, according to 
Mr. Michopulos — one that will advance to meet ever- 
advancing conditions. 

Located in the heart of Honolulu, at the corner of 
Fort and Hotel streets, Detor’s, when remodeling is 
complete, including the large downstairs display depart- 
ment, will have five times the amount of space as the 
original shop which was opened in 1918. 

From the store’s many outside display windows, 
trimmed in native koa wood, to the interior, designed in 
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Native Motifs 


distinctive Hawaiian style and finished in beautifully 
grained monkey pod wood, Detor’s presents an exclusive 
atmosphere that harmonizes with the fine merchandise 
carried. 

A floor covering of broad-patterned grey and blue 
effectively complements the pastel blue ceiling and wall, 
fluted from the ceiling down several feet to dark-hued 
monkey pod wood paneling. 

Indirect adjustable ceiling lights offer soft and effect- 
ive illumination throughout the shop. Two large-sized 
murals hung at each end of the main floor room, plus 
typically Hawaiian ferns and colorful flowers scattered 
throughout, further serve to emphasize the island at- 
mosphere. | 

All display cases are new, made in two distinct styles. 
Smaller counter-display cases, designed for stocking 
jewelry, watches and other small-size merchandise, are 
made of monkey pod wood from the floor up to the glass 
top-and sides, bound with stainless steel. 

Merchandise trays, cloth covered, are convertible to 
three color combinations. Display counters, 40 inches 
high, carry men’s and women’s jewelry, watches and 
other fine merchandise, and are arranged attractively 
around the main floor room in such a way that customers 
are drawn well into the shop. 

A complete line of fine watches, such makes as Patek- 
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Left — One of four all-glass display cases 
bound with stainless steel, set around the 
pillars in the center of Detor’s displays 
silver, china and crystal. Above — Glass- 
topped counters, forty inches high, are used 
for displaying smaller items of merchandise. 









| Dominate Hawatian Store 
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The new Detor Jewelers, Honolula, Hawaii, is 
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the result of 30 years of confidence-winning 


service that will never reach completion. 





Phillipe, Hamilton, Elgin, Universal, Omega, Rolex and 
other fine precision movements, are offered in this de- 
partment. 

Four larger-size, all-glass display cases, also bound 
with stainless steel are set around pillars in the center of 
the room for displaying silver, china and crystal. This 








merchandise is displayed on glass shelves. 

Hollowware is stocked in large wall cases covered 
over with glass doors. Fine crystal lines, Leerdan 
Holland, Imperial Glass, Lobmeyer Czechoslovakian 
and Hawkes are stocked in the center display cases. 

Two heavy plate glass doors set diagonally at the 
corner, guard the entrance to Detor’s, but an additional 
entrance is offered through the building’s lobby. Addi- 
tional window display space in the lobby leads shoppers 
directly to this doorway. 

Just inside the lobby door the store’s baby jewelry 


FOR May, 1948 


Typical Detor advertisement is 
devoted to fine sterling silver. 


and baby accessories, repair department, and a display 
of ladies’ fine handbags are shown. Perfumes and cos- 
tume jewelry are stocked in adjoining locations. 

From this point, as well as from the main entrance, 
the large display of china and hollowware in the center 
of the store is easily visible. Wide aisles and the low, 
glass-topped display tables around the center display 

(Please turn to page 241) 
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Lay-Away Plan Gives Store 


A Strong Business Potential 











EARS ago, Lentsch Jeweler, 4S. Main St., Akron, 

Ohio, began an aggressive campaign the aim of 
which was to promote a large volume of lay-aways. 
Today, income from lay-aways constitutes a substantial 
part of the store’s entire gross, and the firm is well es- 
tablished in the area with a reputation for just this kind 
of business. 

‘In addition to the nice profits we make from lay- 
aways, said John E . Lentsch, who with other brothers 
assists his father, owner John B. Lentsch, in sales and 
management, “‘ we've come to depend on lay-away cus- 
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by WALTER RUDOLPH 


Display windows at the Lentsch 
store never lack a sign or dis- 
play of some kind that promotes 
lay-away merchandising. Here, 
Mr. Lentsch points to a simple 
cloth streamer that has brought 
many passersby into the store 


tomers for an increasing amount of suggestive selling 
and related merchandising.’ 

First, plans for lay-away merchandising itself were 
carefully made at the outset. Essentially, Lentsch’s 
goes at it this way: 

Advertising of lay-aways has been done in daily news- 
papers, on radio spot announcements, and, in one of 
the wisest promotion developments, in college and uni- 
versity weeklies. Akron is close to Kent, O., and many 
students of the state school, Kent State University, 
utilize the comparatively metropolitan center of nearby 
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\kron for much of their shopping. In addition, there 
are similar student bodies in Akron itself and other com- 
munities not too distant from the store. 

These advertisements simply stated the advantages 
of lay-away buying, especially important to students 
(more so today, with many ex-G.I. s. going to school on 
a very limited budget, ) because their finances, on the 
whole, are usually skimpy. It was stressed, for instance, 
that a dollar or so out of a student allowance, over a 
period of months, would hardly be noticeable, while a 
lovely, seasonal gift could be the end result. 

Gift occasions were enumerated time and time again: 
birthdays of parents; special occasions, such as engage- 
ments, graduation, etc. Then the gamut of holidays, 
sich as Christmas, Kaster and Thanksgiving, were gone 
over. 

Lentsch’s also made the initial payment as easy as 
possible for all comers. One dollar, it was advertised, 
could begin a lay-away purchase, except for expensive 
merchandise, such as diamond rings, and the higher 
priced watches, where the total purchase price runs into 
fairly sizable amounts. Five dollars was set as the aver- 
ave initial payment on such items. 


(Please turn lo page 243) 





Basic to the store’s lay-away plan 
is this envelope on which is print- 
ed data essential to the simplified 
bookkeeping and operation of plan. 
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As a confidence-gaining gesture, Lentsch’s 
likes to show lay-away customers that mer- 
chandise they have selected, if not too 
large, is placed in the lay-away envelope 
and immediately filed in the store’s safe. 


Ouro “"9ulre a i i 
“stomer, to stay By tonal 





Postcards, like the above, have been 
a strong factor in building followup 
business from former watch customers. 


“One nice thing about enrolling 
eustomers in a lay-away plan.” says 
J. E. Lentsch, Akron, Ohio. jeweler, 
“is that with their credit already 
established on your books, other 


merchandising is that mueh easier.” 


Mrs. Marie Nolan, bookkeeper at Lentsch’s, 
is proud of the years of successful oper- 
ation of store’s lay-away plan. Here she 
notes recent payments of customers of plan 
which makes up big part of store’s income. 
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ORTY years in the same location may indicate 
nothing more spectacular than an instinct for bare 
economic survival. 

However, in the case of Benton’s, Inc., University 
District jewelers of Seattle, Washington, the years 
since the firm first opened for business in 1909 represent 
forty years of continual growth, keeping pace with an 
expanding community. The programof gradual modern- 
ization begun five years ago and recently completed, 
leaves the firm in more vigorous economic condition 
than at any time in its past history. As Dwight Benton, 
operator and brother of the late Paul Benton, founder, 
sees it, here are the benefits the firm has derived from 
its modernization program: 

1. New, attractive store front with interior clearly 
visible from the sidewalk. This invites the casual shop- 
per as well as the shopper with a specific item of jewelry 
in mind. 

2. Increased display area inside, of better than 50 per 
cent, with no increase in floor space. Added open wall 
shelving, glass top display cases with price of items 
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Gives Increased Display Area 


In addition to g small 
window display built o 
right side of entrance 
the diamond office wes 
moved to the front of 
the store to benef 
from the natural light, 


Streamlining of Store Interior 





clearly marked, permits shoppers to look around at their 
leisure. 

3. Glassed-in watch and jewelry repair shop at rear 
of store with workmen and interior of shop exposed to 
full view of customers. This impresses on customers the 
firm’s pride in quality workmanship, also draws floor 
traffic past the merchandise displays. 

The new store front, installed two years ago, was de- 
signed specifically to attract the attention of casual 
passersby, and to permit greater store visibility. For 
this reason, the partition behind the display windows 
was built with the top below eye level. A solid plate 
glass door was also installed to accomplish the same ob- 
jective. 

Greater interior display area, Mr. Benton decided, 
was a necessity if the firm were to continue to compete 
on an equal footing with downtown stores. Since an 
increase in the approximately 1500 square feet of floor 
area was out of the question, this could only be accomp- 
lished by more efficient utilization of existing space. 

(Please turn to page 245) 
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by EDWARD R. LUCAS 

















In the rear, display area was gained by 


































































all shortening the row of glass counters and 
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Interior of the store before remodeling. 
Old style cases and dark fixtures gave a 
closed-in atmosphere to the store which 
was completely eliminated by new layout. 
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Dad Has His Day Next Month 











A wealth of good promotion 
material is available for 
jewelers who plan to make 
the most of this real gift 
promotion opportunity in 


weeks preceding June 20. 


Official Father's Day poster is in 
four colors and this, as well as a 
program of promotion helps, includ- 
ing newspaper, display and radio 
material, is available from the Nat- 
ional Father's Day Council in N. Y. 











ete 
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Good Citizenship, 
Begins At Home _. 









SALUTE DAD =— BUILDER OF OUR CHILDREN’S FuTURE 











ON-COM MERCIAL” is the adjective applied to 

the 1948 Father’s Day Campaign by the National 
Council for the Promotion of Father’s Day. Instead 
of blatant appeals to buy Dad this, that and every- 
thing, posters and advertisements will stress the theme 
‘Good Citizenship Begins At Home—Salute Dad, 
Builder of Our Children’s Future.” 

The Father’s Day poster, executed in four colors, 
shows Dad seated, strumming on his guitar, surrounded 
by his family. With Mother, Butch, Sister and the dog 
all looking on, Dad is depicted as what he really is— the 
focal point of a happy family. 

Newspaper advertisements, prepared in mat form 
by the Council and available to jewelers at cost, em- 
phasize the idea that June 20th is Dad’s day and, just 
incidentally, that he should be remembered. One such 
ad, suitable for jewelers, shows a man in a Gay Nineties 
straw hat and striped blazer, beneath which appears a 
message headed: ** Yesterday's Hero Is the Man of the 
Hour ... It’s Father!’’ Another, for which no caption 
is necessary, Shows Dad walking the floor at 2:00 a.m., 
while Junior exercises his lungs. Still another ad, along 
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serious lines, contains a message from General Mac- 
Arthur on the subject of honoring fathers. In all of 
these advertisements, room is provided for the jeweler’s 
store signature. 

A non-commercial publicity campaign for Father's 
Day will begin on May 27th at the annual award 
luncheon on the Father’s Day Council in New York. 
On this occasion the Father of the Year will be an- 
nounced, together with the other awards given annually 
by the organization. 

In addition to store kits containing posters, badges, 
etc., and the free advertising mats, the Father’s Day 
Council also offers one-half and one minute radio 
transcriptions suitable for use in all communities. 

_ The various items offered for cooperation with the 
1948 Father’s Day campaign include: 

1. Large reproductions of the Father’s Day poster, 

22” x 28”, at $1.25 each; 

2. Mounted Displays, 11” x 14”, .50 each; 

3. Giant Posters, 38” x 50”, $4 each; 

4. Seven-unit display set in full color, including 

(Please turn to page 246) 
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@ Ronson Lighters and 
Ronson Redskin Lighter Ne- 
cessities are inseparably 
linked in the public mind 
... linked by powerful na- 
tional advertising. We’ve 
forged this chain because 


it’s vital to us—vital to you. 


Ronson Lighters work best when serviced with 
Ronson Redskin Lighter Necessities and both 


you and we know that completely happy cus- 
Reece Contain- 
eee 3 ex- 
REDSKIN 
deer eee 

nh and 


tomers are necessary to continuing success. 
Please don’t break the chain! Display Ronson 
Redskin Lighter Necessities. Sell a Ronson 
Servicer with every Ronson Lighter (or any 


other lighter you sell). You'll build repeat busi- 







tra-lengt 
‘FLINTS’ . Ge 
Wick Inserter, 
Instruction Boc 


(Items also pac 












ness, create store traffic and, with no extra 


effort, make a nice EXTRA PROFIT. 


OY 2 
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66 ¢ MG =>) “es : Ae all rs q — | 
@, i TUNE IN ON Ronson’s | 


“20 Questions” every Saturday night (Sunday 
night, Pacific Coast) Mutual Network. 


RONSON NOW ON TELEVISION in many 


principal cities. 


ONSON.......2> 


_ Satly out the instant yeu lift your finger. 


WORLD‘S GREATEST autee RONSON ART METAL WORKS, INC., N 
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All May Register In Advance 


For National Jewelry Fair 


Free advance registration privilege extended to all retailers 


whether they are NACJ members or not. 


Registration forms, 


returnable before July 16th, availa ble from exhibiting firms. 


VERYONE will have an opportunity of register- 

ing in advance, without paying a fee, for the 
1948 Natural Jewelry Fair which will be held at the 
Stevens Hotel in Chicago July 27th through 29th. 

This means that no one will have to stand in line to 
get that precious badge which enables convention-goers 
to enter exhibit areas. 

Last year, as an experiment, the National Associa- 
tion of Credit Jewelers extended the privilege of reg- 
istering in advance — but the privilege was offered to 
NACJ members only. As a result, congestion at the 
registration desk in the lower lobby of the Stevens was 
reduced to a virtual minimum. Only non-NACJ mem- 
bers had to queue up to obtain their credentials. 

This year, however, even those who aren’t members 
of the NACJ will be able to by-pass the line in the 
lower lobby of the Stevens. 


FORMS FROM EXHIBITORS 


In view of the success of the advance registration idea 
last year, NACJ decided that everyone, member or 
non-member, should be able to enjoy the same privilege. 
Accordingly, arrangements have been made whereby 
every exhibitor or participating firm will be supplied, 
without charge, with“ invitation and registration” forms 
for the Fair. These forms may then be distributed by 
the exhibitor to all of his retail accounts. Retailers, 
members and non-members alike, will be permitted to 
fill in their advance registration, forms, mail them di- 


rectly to the National Association of.Credit Jewelers.at . 


545 Fifth Ave., New York. By return mail they will re- 
ceive their convention badges which will be good for 
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admission to all exhibit areas at the National Jewelry 
Fair and no further registration will be required. 
Non-NACJ members and their representatives who 
do not register in advance, or who lose their badges and 
require replacement at the last moment in Chicago, will 
be required to pay a $2 registration fee. Taking advan- 
tage of the early registration privilege, and exercising 
normal care of badges, etc., secured in advance, will 
obviate the necessity for paying such a fee, however. 


“STATE DAYS’’ TO BE HELD 


In addition to the advance registration of retailers, 
through forms provided exhibitors and _ participating 
firms, NACJ also plans to hold special ‘State Days” 
during the course of the Jewelry Fair. Special “State 
Day”’ badges, which may be used throughout the entire 
Jewelry Fair, will be mailed free, in advance of the Fair, 
to all retail jewelers in Illinois, Ohio, Indiana, Wis- 
consin, Michigan, lowa, and Minnesota. No other reg- 
istration will be required of those who receive these 
special badges. 

As usual, the management of the National Jewelry 
Fair will register, in advance, the exhibitors and partici- 
pating firms and their representatives, and will issue 
the customary “exhibitor” badges. 

The privilege of free, advance registration for retail 
jewelers and their employees will close on July 16, ten 
days before the opening of the National Jewelry Fair. 


_ Retailers are urged to secure their advance registration 


forms, and submit them, well in advance of this date, 
in order to avoid disappointment and the necessity for 
registering, at a $2 fee, at the Jewelry Fair itself. 
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New advertising campaign 
on diamonds 


This fall and winter, the popular Diamond series will 
feature engagement-time portraits of young women in 
society — painted by some of America’s famous artists. 
People follow people —this series shows your prospects 
how those who set styles and opinions favor diamonds. 
The new campaign appears continuously in big-audience 
Life, Look, The Saturday Evening Post, and Collier’s. 
And there is another fashion-wise diamond advertising 
campaign in Vogue and Harper’s Bazaar. Prediction: the 
new advertising will be one of your greatest selling-tools 
in years. Another De Beers service in stimulating and 


encouraging your sales. 








Diamond promotion promotes your business 














For May, 1948 


De Beers Consolidated Mines, Ltd. 


YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds — in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
LECTURES throughout the country. 


© All are designed to help maintain your diamond 
volume and profits. 
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The Most Saleable Name 


Through six decades, Keepsake has built a name dis- 
tinguished for integrity and traditional quality. Consistent 
advertising has established a great American preference 
for Keepsake. To your fine name, Keepsake adds the 
prestige of leadership and the quick consumer acceptance 
that pays off in easier and larger sales . . . more profits. 






Handsome Mark-Up X Fast 
Turnover 


The Keepsake line carries a generous mark-up which, 
when combined with Keepsake’s extraordinary _ sale- 
ability, produces steady high-level sales volume. Lighter 
inventories may be carried. With Keepsake, you can 
maintain a representative showing in all styles and sizes. 
Rapid turnover keeps stocks clean and _ up-to-date. 





America’s Finest Diamond 
Rings and Wedding Rings 


Leading designers create the exquisite Keepsake settings 
that set the fashion pace in diamond rings. Each mount- 
ing is expertly crafted with sufficient weight to safe- 
guard the diamond properly and insure long life. Only 
one diamond in hundreds meets the exacting Keep- 
sake standards of excellence in color, cut and clarity. 





Absolute Proof of Quality 


Keepsake Diamond Rings carry the famous Keepsake tag 
with the words “guaranteed registered perfect gem”. . . 
as illustrated. The Keepsake Certificate of Guarantee and 
Registration offers customers written proof of quality. 
Signed by the store, it is confirmed in writing by the 
A. H. Pond Co.; Ine., in the Letter of Confirmation. 


What heepsake (ive 


im the Diamond Ring Field — 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















































\uthorized Keepsake Jewelers! 


) Greatest Advertising Program 
in the Diamond Ring Field 





Week after week, a continuous parade of Keepsake adver- 
tisements appears in Life, Look, Saturday Evening Post 
AND 15 other magazines. Every advertisement intensifies 
the demand which makes Keepsake the most saleable 
name in diamonds. In addition, Keepsake receives nation- 
wide publicity on two top-rank network radio shows. 





Biggest Merchandising System 
in the Diamond Ring Field 





Keepsake Jewelers are given a results-proven formula for 
successful selling. The most extersive array of selling 
aids in the industry guarantee full benefit from national 


advertising. This aggressive promotional program also 





backs Keepsake’s famous line of carved wedding rings. 





More Working Capital 





Keepsake Diamond Rings are ready to display . . . ready to 
sell. No more mounting your own diamonds! Man-hours 
saved can be turned into profits. Working capital is never 
tied up in loose stones and mountings. Premium space is 
put to maximum use with the beautiful Keepsake Show 
Case Display System and the efficient Stock Control Tray. 





No Wonder Authorized Keepsake Jewelers — 


Ifa Keepsake Franchiseis avail- 
able in your area, we will be 


SELL More Diamond Rings @ glad to arrange a private show- 
ing of the entire Keepsake line. 


SELL Higher Priced Diamond Rings Simply write to 


Easily Double Their Sales with Keepsake A..H..POND CO. 8G. 
Syracuse 2, New York 
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New Designs 


From Paris 


HESE designs are reproduced from the current issue of L’Officiel de la Bijouterie et Ac- 

cessoires, a quarterly publication of French jewelry designs. 

The earrings admirably reflect the latest trend in facial adornment. Down through the 
ages, the dragon-fly or libellule has exercised a curious fascination for the imagination of 
women. Seldom has the libellule motif been presented so alluringly as in the case of this 
gem-studded brooch pin. Here is a delightfully evocative ornament for today’s dress fashions, 
which are so reminiscent of a gay and frivolous past. 

Note the unusual ring, that combines the voluminous aspect of the latest mode with the 
airy and lace-like delicacy and tenuousness that the feminine heart adores. 

Our readers will be interested to know that the latest, enlarged issue of L’Officiel de la 
Bijouterie et Accessoires, a luxuriously illustrated album of new jewelry designs, has just come 
off the presses, and is ready for distribution in America through the New York office of L’ Offciel, 
at 41 Union Square West. 
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TREN-AGE 
NECKLACE 


60.9% plan to give graduation gifts this year, according to a survey by the Good House- 
keeping Consultant Panel. You can secure a big share of this important business by stocking 
and featuring Flirteen, the necklace of quality simulated pearls, designed just for teen-agers. 
And there’s an extra sale with the 3 strand matching bracelet. Sterling silver clasp, in 


modern plastic and wood or velvet covered Jewel Box. 
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qr next crystal system has three equal horizontal 
axes, with a longer or shorter fourth axis at right 
angles to the other set, and, naturally, forms six-sided 
crystals. This is the most important system to the 
jeweler, for many of the gem minerals crystallize in the 
hexagonal system. It has the same variations as the 
tetragonal: both first and second order forms, the prisms 
and the pinacoids. (Fig. 1.) It will also be recalled that 





Fig. 1. Hexagonal system; 
unit prism and its axes. 

















we mentioned the tetrahedral class of the cubic system, 
in which we developed only every other face of the 
octahedron, making a four-faced wedge-shaped form. 
The same things happen in the hexagonal system, and 
has given students more trouble than all of the other sys- 
tems put together, for the alternate development and 
elimination of the pyramid faces results in a six-faced 
form, like a squashed over cube, known as the rhombo- 
hedron. (Fig. 2.) Many crystallographers treat this as 


Fig. 2. Rhombohedron, formed 
by the development of alter- 
nating bipyramid faces. 





a special system, the trigonal system, and relate the 
forms to a different set of axes, a set developed like 
those of the cube. It is far easier to picture as a special 
class of the hexagonal system, however. Quartz, tourm- 
aline and corundum (Fig. 3) all crystallize in this modifi- 
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Crystallography For Jewelers 


Third part of a discussion of the erystal systems of gem 
stones, basis of many of the properties of minerals, and 


an important factor in the study and identification of them. 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 





cation of the hexagonal system. When we see a quartz. 





crystal we usually note an uneven development of the 
terminal faces, three being larger than the other three. 
(Fig. 4.) Tourmaline is practically always triangular in 
its outline, so strong is this rhombohedral tendency. 
There are other complications that we need not go 
into, since they play no part in identification, except the 
loss of the horizontal plane of symmetry. This is im- 
portant again in tourmaline, for it gives the crystal a 
definite top and bottom, and the terminating faces on 


Fig. 3. Sapphire crystal 
with many bipyramids and 
one rhombohedron. 





the two ends are unlike (Fig. 5). It expands differently 
in the two directions on heating, and one end becomes 
positively charged and the other end negatively. Most 


crystals have no top or bottom, they are interchange & 


able, not so tourmaline. It has a definite plus end and 
minus end, and it gives off a small electric charge every 
time the temperature changes a little. 

Having done all we can now with equal axes: three 
equal at 90°; two equal and one unequal at 90°; and one 
unequal at 90° to three equal at 60°, (four equal at 45 
would be the same as two equal at 90°) we have only the 
alternative left of having three unequal at 90°. This 
would give a sort of shoe box shape, any single axis cross 
section would not be square. Obviously, there must be 
a long axis (always made vertical by convention and 
known as the c-axis) a short axis (coming toward the 
observer horizontally and known as the a-axis) and side- 


wise intermediate axis known as the b-axis. Three pails — 
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one glance tells the whole story of the gleaming 


: of diamond 


We've taken diamonds out of 
the “hidden-value“ class... 
with a point of difference that 
sets the Circle of Light 

ahead of all others. Your 
customers need only a 
glance to appreciate the 
brilliant continuous facet 

that rims this blazing gem. 





For easier sales... greater 
profits feature the diamond with 
the signature . . . the 

diamond that sells for you! 


Perfect beauty os nol dorn...tl made...in mevica 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


' 62 WEST 47th STREET, NEW YORK CITY, N.Y. 
Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West Sth Street 





Diamond Tool Research Co. 304 East 45th Street, N. Y. C. 
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of parallel planes, known as pinacoids, would truncate 
these axes (Fig. 6). Shavings off the vertical edges 
naturally would be known as prisms, shavings off the 
top edges would roof the horizontal axis like a tent and 


metry is more important. The same is true when the 

inclination happens to be exactly 90°, as is the case jn 

number of monoclinic minerals. , 
Lastly, we can only incline all the axes at different 


are known as domes, and intermediate faces cutting all angles to each other, to develop the triclinic system 


The mathematician likes this system, because it js the 
completely general case, with nothing fixed, but the 
mineralogical crystallographer usually leaves this till 
last, because it is easier to work with and to Visualize 


‘Fig. 4. Quartz crystal with 
right hand faces and rhombo- 
hedral development. 


a 


Fig. 7. Peridot crystal with 
pinacoids, domes, prisms and 
bipyramids. 








the axes are known as pyramids, or bipyramids. The 
system is known as the orthorhombic system and crystals 
in it in the jewelry stone group include precious topaz, 
peridot (Fig. 7), and chrysoberyl. 

Clearly, there must be three unlike planes composed 
of atoms in this system, planes parallel to the funda- 
mental pinacoids. Hence, there would be three different 
retardations of light and three different atomic planes 


the concrete symmetrical forms. Few gems crystallize 
in this group, the feldspars, the little known crystals of 
turqouise and axinite are about all (Fig. 9). 

In summary: We have six crystal systems: isometric 
or cubic, tetragonal, hexagonal, orthorhombic, mono- 
linic and triclinic. Minerals which do not crystallize in 
one of these systems are amorphous, like opal, and do 
not have any regular atomic arrangement. Many of the 
properties, like single or double refraction, directional 
hardness, and dichroism, are related to the crystal form, 
which in turn, is the external manifestation of the in- 
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Fig. 5. Tourmaline crystal 
with unlike ends and rhombo- 
hedral faces. 
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Fig. 8. Feldspar crystal with 
inclined pinacoid parallel to 


° ° ° ° ‘ the inclined axis. 
and hence, any pinacoid direction will be doubly refract- 


ing. This is unlike the hexagonal and tetragonal sys- 
tems in which there was one direction (the vertical one) 
in which there was only one refractive index and hence, 
no double refraction. In this system, only in the two 
very critical directions where the transition from the 
highest to the least refraction equals the intermediate 
refraction do we get single refraction. 





ternal regularity of arrangements. Cutting may de- 
stroy the external shape, but the internal arrangement 
survives, and is the basis of our determinative tests. 
Certain outlines are characteristic of crystallized 
minerals. The expert recognizes the common minerals 
merely by their crystal shape, the rare ones can often be 
identified in the same way. There may be great distor- 
tion within a crystal system, cubes may be elongated 
into hair-like threads, as in some of the copper oxide 
crystals from Arizona, or flattened into plates, like the 
| galena, (lead ore) from Neudorf in the Harz, but the 
) expert can often deduce the crystal symmetry from 
what he sees. If we say a crystal has a prismatic habit 


ee, 








Fig. 6. Orthorhombic axes 
= and principal pinacoids. 

















Fig. 9. Axinite crystal, a 

triclinic mineral with no 

faces at right angles to 
another. 


We have now done all we can with axes maintained 
at right angles, we must now tilt one of the axes and we 
get a system known as the monoclinic (Fig. 8) (one 
inclination). A new set of conditions now enters, for 
clearly, we have iost our horizontal plane of symmetry 
when we incline an axis. Again we have the gamut of 





prisms and domes, but they are of little significance. 
Few gem minerals crystallize in this system, kunzite is 
the only common one. If any of the axes should happen 
to be of equal length, that is just an accident, the sym- 
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we mean that it is usually elongated parallel to the 

prisms and the c-axis; if it is tabular, it is likely to be 

flattened parallel to any pair of axes, a and b perhaps. 
(Please turn to page 246) 
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Fred V. Cole 


Editor and Vice-President of THe JEWELERS CiRCULAR-KEYSTONE 


RED V. COLE, 57, editor of THE JEWELERS’ CIRCULAR- 
KEYSTONE, died at Montefiore Hospital, Bronx, New 
York, May 9th. 

A little more than 10 years ago Mr. Cole became the 
editor and brought to this publication a splendid educa- 
tional background and a wealth of business and publishing 
experience. Although he had not previously been associ- 
ated with the jewelry industry he quickly found himself 
interested in jewelry problems and soon became a respect- 
ed factor in the trade. He liked the field and it more than 
liked him. 

Among those who make and sell jewelry, the passing of 
Fred Cole will be both an industry and personal loss that 
cannot be quickly forgotten. He had endeared himself to 
the industry for his valiant efforts to protect and promote 
their best interests. His advice. suggestions and participa- 
tion in industry problems were always respected and gen- 
erally helpful and appreciated. 

Mr. Cole was the son of Stephen Edgar Cole and Eliza- 
beth Johnson. Born November 26, 1890 in Whitehouse, 
N. J., he attended Newark Academy, Newark, N. J., gradu- 
ating in 1906, and Williams College, from which he re- 
ceived his degree in 1910. He began his career as a sales- 
man for International Cotton Mills for a year, was adver- 
tising solicitor for the Municipal Journal, Cleveland. O.. 


for another year, and in 1912 he joined the Penton Pub- 
lishing Co. as an advertising representative. With the latter 
firm he became successively circulation manager, adver- 
tising manager and vice-president, leaving that company in 
1938. Following a brief connection with Esquire magazine, 
he became editor of THE JEWELERS’ CIRCULAR-KEYSTONE 
in September, 1938. In 1946 he was named a director of 
The Chilton Company. 

In addition to being a member of the Williams Club, the 
Sons of the American Revolution and the Society of May- 
flower Descendants, Mr. Cole was a member of the Nation- 
al Conference of Business Paper Editors, the New York 
Business Paper Editors Association (of which he was pres- 
ident 1940-41), the Maiden Lane Historical Society, and 
the Maiden Lane Outing Club. He was an associate member 
of the American Gem Society, an honorary member of the 
Westchester (N. Y.) Jewelers’ Association, a member of 
the Executive Committee of the Jewelry Industry Council 
and he was the only non-watchmaker ever elected to 
honorary membership in the United Horological Associa- 
tion of America. 

Mr. Cole is survived by his widow Dorothy Lintern Cole, 
his parents, and a sister, Elizabeth Joy Cole. 

Fred Cole is gone but his many friends in the jewelry 
industry and his associates on this publication will long 
remember his dynamic and generous qualities. 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 
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Edueating Publie 


is Primary Aim 
Of Novel Ads 


AKING the public into your confidence is, beyond 
all doubt, one of the best avenues of public-rela- 
tions open to any retailer. The American passion for 
self-improvement being what it is—simply enormous— 
the merchant who actually helps people to learn some- 
thing new and useful is certain to benefit in the end. 
When Kay West, advertising manager for Pugh 
Bros., Youngstown, Ohio, jewelers, sat down to map 
out a Sunday newspaper advertising campaign for her 
firm recently, she was aware of the axiom that people 
have a constant thirst for information. In fact, she 
decided, almost at the outset, to base the entire cam- 
paign on this desire on the part of people to know just 
about everything possible about a subject. Since 
diamonds were to be featured prominently in the series, 
what could be more natural than to provide readers 
with virtually every scrap of information available 
concerning the most glamorous of stones? 

A schedule of five large advertisements was planned 
for the series which was to be entitled ‘“‘What You 
Should Know About Diamonds.” Each ad in the 
series was to be complete in itself, although as a group 
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Diamants_ 





Copy and illustrations for all of 
Pugh’s advertisements are prepared 
by the firm itself. The first ad in 
the “What Do You Know About Dic- 
monds” series is reproduced above. 


the five ads were organized to tell just about every- 
thing that a customer would want to know. 

For example, the first ad, featuring a brilliant , 
solitaire in a Tiffany setting, was devoted to the very 
basic facts of diamonds occurrence. It was pointed out 
that more than sixteen tons of ‘blue ground” must be 
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Precious Stone Rings of out- 
standing quality in exclusively 
styled Gold and Platinum 
Mountings to Retail from 
$25 to $5,000. 





here's an Exquisite Gemstone Ring 
For Every Taste... For Every Badoet 
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Pugh’s ad concerning the setting of 
diamonds appears directly above. The 
other advertisements on this page 
illustrate how the same technique was 
applied to different merchandise. 
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Capitalizing on a natural ‘thirst 
for knowledge’ Pugh Bros., Salem, 
Ohio, inaugurated a highly readable 


series of factual advertisements, 


processed to yield only one carat of rough diamond of 
gem quality. This amount of earth, according to the 
text, “‘is equivalent to a pile the size of a one-car 
garage!” Thus, in the first ad the diamonds rarity was 
firmly established. 

The second advertisement in the Pugh series was 
concerned primarily with the years of specialized study 
required before an individual can qualify as an expert 
on diamonds. It was pointed out that the Pugh firm’s 
33 years of experiepce importing and setting diamonds 
provided assurance of trust and confidence. Domina- 
ting the second ad was a large line drawing of a brilliant 
cut stone in a ‘“‘miracle” setting, highlighted by four 
side diamonds. 

Cutting and proportion were considered in the third 
advertisement in the series, with particular emphasis 
being placed upon the skill of the expert diamond cutter. 
The diamond’s capacity to bend light rays at a sharper 
angle than other gems, and that of separating light into 
its component colors were summed up in the statement: 
‘‘The diamond and the rainbow are unique products of 
Nature—and you can’t buy a rambow.” Illustrated in 
this ad was a wedding band containing five brilliant 
cut diamonds. 

The causes of color in diamonds was treated in the 


(Please turn to page 247) 
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Magic Cercle Dteamonds are Created and Produced ty 


THE RUDOLPH DEUTSCH COMPANY 


Diamond Cultlers = Man ufactu ng Jewelers 
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MAGIC CIRCLE’ 
MERCHANDISING 


THAT MEANS ADDED 
SALES FOR YOU.... 


Here is the SALES BOOSTER that alert jewelers 
have been looking for as traffic and volume 
builders! MAGIC CIRCLE will feature a NEW 
matched wedding set each month, with an 
elaborate promotional plan, including nation- 
al consumer advertising. The price is “right” 
...and the many dealer helps assure the 
success of each set. If you aren't familar with 
this new plan, write today for memorandum 
selections and further details. There are still 
exclusive franchises available. 
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Don‘t Destroy Dispersiont 


One of the most important selling points of fine diamonds are 


their fire and brilliance. These qualities can be seriously 


impaired, and, sales as well, by the wrong kind of lighting. 


HE greatest enemy of diamond and zircon sales is 

the soft diffused illumination of modern lighting. 
It flattens the brilliancy down to the level of a piece of 
crinkled tinfoil. Dispersion, a very important attribute 
of these gemstones, is completely subdued. Who is to 
blame for this commonly adopted but ineffectual illumi- 
nation in the gemstone department? 

When a jeweler decides to remodel his store he 
naturally feels the urge to get the latest system of light- 
ing available. Not being an expert in that field he picks 
out a reputable dealer in electrical fixtures and goes to 
him for ideas. After the usual discussion of plans and a 
brief inspection of various types of fixtures the dealer 
graciously offers to send his “lighting engineer” to look 
over the premises and make precise recommendations. 
The offer is accepted, and in due time the expert arrives. 

With careful “scientific” consideration of the various 
factors involved, such as the height of the ceiling, the 
color and brightness of the walls, and the location of the 
various display cases, he minutely plans what is neces- 
sary to chase out all the shadows and fill the room with 
an abundance of synthetic daylight. 

Fine! Wonderful ! Where is the dotted line? 

The expert goes, the workmen come, and eventually 
the remodelling is completed. 

Now what has he? “A beautiful store!’’ say his 
friends who come in to congratulate him. I agree. It 
would be an excellent place in which to sell shoes, yard- 
age, corsets, etc., and a delightful place for his prospec- 
tive diamond customers to drop in with their magazines 
to enjoy the soft gentle radiance so easy on the eyes. 

But what is wrong with the diamonds? Have they 
gone blind? They seem to have lost the “‘come hither 
wink” that spells s-a-l-e-s. Notwithstanding the efful- 
gence of illumination provided by the engineer, the 
beautiful rainbow colors we like to see are absent, and 
in place of them there is only the bland appearance of 
the already mentioned tinfoil. 

Put the sparkle of life into them with a broad open 
cluster of moderate sized clear-glass incandescent lamps 
with the sharp piercing rays that hurt your eyes. Many 
a jeweler has peered into his show-case and observed the 
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by GEORGE H. MARCHER 


tearfully modest brilliance of his diamond jewelry and 
vowed he would do something about it. Vainly he has 
groped for that “‘something.”” Vainly he has turned to 
the “experts” for helpful advice. Out of these confer- 
ences has come the invariable conclusion that since light 
produces brilliancy, more and more light will produce 
more and more brilliancy. Quite right. But what kind 
of brilliancy? At great expense he has inlayed lighting 
fixtures all over his ceiling and fuzzed them over with 
frosted glass, or he has installed row on row of fluores- 






A Spectrum [ Blue 
on Screen 

The dots indicate 

center of color 


cones 


SINGLE 
LIGHT SOURCE 


Fig. 1. Beam of sharp light coming into the stone 
from single light source is refracted and separat- 
ed into its component colors which are transmitted 
fully with no confliction with other light sources. 


cent lights of blue and white tints, sometimes shaded 
with frosted panels of glass to simulate bluish daylight. 
At strategic points he has placed flood lights and spot 
lights in the ceiling or along the walls to intensify the 
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% Pe. — ~g ae — 3 poe" Two S chwanke - Kasten Gemologists 


Mr. Schwanke, at right 


Schwanke-Kasten Co., Jewelers 
Milwaukee, Wisconsin 


; MODERN JEWELER IS A GEM SPECIALIST who has more than the loupe and 
the well-trained eye of the venerable jeweler of yesterday. ... He is a gemologist 
who profits immeasurably from the 20th Century Science of Gemology, the Study 
of Gemstones, Precious Metals, Jewelry and Silverware. The Modern Jeweler can 


accurately determine the genuine from the synthetic and the imitation. He knows... 
he does not guess! 





William H. Schwanke, R.J., Modern Jeweler of Milwaukee, President of Schwanke- Vesterday’s Jeweler 
Kasten Company and former GIA student, who maintains a staff of GIA trained 
employee-gemologists, states: “I can well remember when there wasn’t a GIA ... prior to 1931 
and the establishment of the Gemological Institute of America, many able men and women had 
no place to turn for the knowledge they needed in the jewelry business. Today there’s no excuse 
for any jeweler anywhere to struggle under the handicap imposed by lack of training ...I urge 
every jeweler, regardless of how large or how small his store, and despite his years of experience, to 
enroll in GIA Correspondence Courses ...Gemology is as indispensable to the jeweler as his loupe.” 


You can learn ... while you earn. However you are situated, gemological training can be yours. 


The records of thousands of successful students demonstrate that today’s GIA student is tomorrow's 
successful Modern Jeweler. 


Send for the new GIA course brochure, The Story of Gemology, and you will readily see why your 
enrollment in GIA Correspondence Courses is the best dollars-and-cents investment you can make. 


Ag 
APPROVED 
FOR 
VETERANS 


GEMOLOGICAL INSTITUTE of AMERICA sss 


*No. 5 in the Modern Jeweler Series 541 SOUTH ALEXANDRIA AVE., LOS ANGELES 


FoR May, 1948 
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illumination of certain areas below. Frosted, frosted, 
frosted! In his windows he has -hung a galaxy of high 
wattage lamps that generates so much heat in some in- 
stances that the cement has melted out of display boxes 
and caused “‘floating opal” jewelry to “‘explode.”” Em- 
phasis has always been placed on strength, power, 
quantity; but never on smallness of light sources 
coupled with greater numbers. The filament of an in- 
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Fig. 2. Light from a broad or diffused light source 
enters the stone from all angles and it is reflected 
at ail angles, which causes overlapping of spectra 
which effect results in a fuzzy dispersion of color. 


candescent lamp is a very satisfactory concentrated 
source, but when its light shines through a frosted bulb 
and perhaps through a frosted shade it becomes a larger 
and more diluted light source, which quenches dis- 
persion. 

During the earlier part of my experience when jewel- 
ers who dealt in diamond substitutes were satisfied to 
buy “‘diamond-cut” quartz crystal, then known as 
‘white topaz”, my brother and [ maintained a lapidary 
in the basement under our store for cutting these stones. 
In the course of my experimenting with different angles 
and proportions to improve our product, [ happened to 
step into a little store-room adjacent to the shop with 
one of these stones in my tweezers. This room, dark 
and dingy, built out under the sidewalk to gain space, 
had only an occasional bit of the whitewash that form- 
erly covered the dark walls and ceiling. The only illumi- 
nation came through the small thick squares of glass 
cemented into the sidewalk overhead. Glancing down 
at the stone [ was astonished to see a brilliant array of 
twinkling prismatic colors such as | had never seen be- 
fore in this stone of low dispersion. The many small 
scattered isolated light sources overhead accounted for 
this phenomenon. 

While calling on the jewelers in Beverly Hills a few 
years ago I went into Robert Anstead’s store. The 
sales room was brilliantly lighted with several immense 
crystal chandeliers, each having twenty or thirty small 
clear glass unshaded incandescent lamps. Under this 
illumination I opened my tray of zircons. Such bril- 
liance! Such beauty! Such a marvelous display of pris- 
matic colors! 1 thought the stones would leap out of the 
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tray like sparks from a sizzling skyrocket. [ spent — “i 
invested — at least fifteen minutes in admiring my own 
merchandise. If I had a similar tray of diamonds that 
would display such beauty under ordinary illuminatio 
I could trade them for the Golden Gate Bridge. Man. 
small scattered isolated light sources again accounted 
for the beauty. | 

Later, on meeting Mr. Anstead and alluding to pis 
extraordinary lighting, he informed me that he had re. 
moved these fixtures. Customers, he declared. expected 
too much from their gemstones on taking them home. 

This brings us face to face with another phase of oyp 
subject —— the ethics of such lighting. The contention 
has been made with earnestness that a purchaser should 
not be led into a situation whereby he may feel disap. 
pointed on taking such articles elsewhere. With thai 
principle | heartily agree. But one could kill a man 
with a hammer. Would you therefore eliminate ham- 
mers? Mother Nature has endowed the diamond and 
zircon with a high degree of dispersion. Should you re- 
frain from demonstrating this inherent feature of beauty 
in these gems and let it remain unrevealed? Would you 
merely hope that your customer might discover this 
quality by himself and be pleased) No! No! Shovy 
him now how this hidden beauty can be brought out. 
But tell him “the truth, the whole truth, and nothing 
but the truth.” Tell him that sharp lighting is neces- 
sary. Tell him that he must not expect such colors when 
the stone is viewed under diffsued light — not even 
under the intense illumination of a noonday sky. Tell 
him, furthermore, that the stone, to exhibit this phe- 
nomenon effectively, should be really clean. 

Reinforce this oral frankness with printed matter. 

It is not merely under such special lighting alone that 
dispersion is effective. It still functions, although to a 
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OVERLAPPING 
SPECTRA 
RESULTING IN 
WHITE LIGHT 


Fig. 3. Closeup view of overlapping spectra resul- 
ing from a diffused light source. This quenches the 
dispersion and prevents a clear color transmission. 


somewhat lesser degree, in other situations. Even 
frosted lights at night time may produce some. pris- 
matic colors, provided they are sufficiently distant to 
become relatively small, and especially when the lights 
are silhouetted against a dark background. Even a small 
bit of sky showing through a window from across the 
room, or through the foliage of a tree, or through partly 
(Please turn to page 247) 
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18 million customers 


in these 


Diamond ring customers should now know this 
story by heart... the story of the beauty 

and quality of Cardinal Bonded Diamond wedding 
and engagements rings .. . told again and again 
through Cardinal’s dramatic full-color national ads. 


Each month we plan to create more demand for 
Cardinal Bonded Diamond rings through assurance 
to our customers ...and yours... that Cardinal 
Diamonds are fine diamonds... guaranteed by the 
Cardinal Bond for color, clarity and brilliance. 


the Cardinal principles 


of good selling are yours 


when you buy 


bonded diamond rings 


CARDINAL DIAMOND SYNDICATE...BAUMAN-MASSA JEWELRY CO., ST. LOUIS * J, M. BENNETT CO., MINNEAPOLIS 
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Old World Air 
Draws Wide Trade 


by R. J. CONNORS 


Specializing in antique jewelry and _ silver- 
ware, the Old Gold Shoppe, Windsor, Ontario, 
preserves old atmosphere with unique front. 


A wide selection of old English silverware is 
carried on open wall shelves at rear of store. 


NE of the most uniquely styled jewelry stores 
in Canada is the Old Gold Shoppe of Windsor, 





Ont., which resembles an 18th century English cottage Eighty feet deep, but only seven feet wide 
the interior of shop resembles an 1 8th cen- 


tury cottage with its oak beams on ceiling. 


in many respects. The front is fitted with a gabled 
roof, and leaded windows, and oak beams are used 
extensively in the interior. The most unusual part 
though, is that the building is just seven feet wide, 
and 80 feet long. Proprietor A. M. Crawford got the 
idea for the store when travelling in England and on 
his return had an architect make a plan based on his 
suggestions. Most of material for the exterior and in- 
terior of the already erected building, was produced 
in Toronto and shipped 225 miles to Windsor, where 
the parts were fitted together like a jig-saw. 

Cut glass hanging chandeliers are used and so are 
English coats of arms. Display stands are made of 
hand-rubbed oak and the walls are covered with wall- 
paper which resembles stone-work. 

W. A. Taylor, manager of the store, reports that the 
unique facade is an excellent business-getter. Amer- 
ican trade is particularly impressed by the architec- 
ture and people wander in from as far away as Cali- 
fornia, mentioning that some one suggested they call 
at the store when in Windsor. 


(Please turn to. page 251) 
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Design Students Exhibit Work 


HE annual exhibition of the work of students of 

C. A. Jacobb’s classes in jewelry designing was held 
on April 8, at the Mechanic’s Institute, 20 West 44th 
St., New York. 

Jewelry designs executed by the students this year 
were far superior to those of previous years. Edward 
R. Smith was awarded first prize: Robert L. Shaw re- 
ceived second prize and Mario A. Longo was given third 
prize. The first prize winner is a second year student 
but the second and third prize winners have only com- 
pleted their first year under Mr. Jacobb’s tutelage. 

In addition to the three prize-winners, honors were 
awarded to four additional students: first honor to 
Victor Neher; second honor to Charles |. Popiel: third 
honor to Nunzie J. Lopresti and fourth honor (never 
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before awarded but inaugurated this year because of the 
excellence of the work) to R. J. Calandrino. 

The designs illustrated at the top of this page were 
executed by the following students: 

No. 1: Jacques Hemon, first year student. 

Nos. 2 and 7: Edward R. Smith, second year student. 

No. 3: C. R. Glenn, second year student. 

No. 4: Fred Clauss, second year student. 

No. 5: Robert L. Shaw, first year student. 

No. 6: Mario A. Longo, first year student. 

No. 8: N. Lopresti, second year student, and 

No. 9: R. M. Reiter, second year student. 

Graduation exercises were held on Thursday evening, 
April 8, at the Mechanic's Institute. Honored guest 
and speaker was New York’s Police Commissioner, 


Arthur J. Wallander. 
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IMPORTERS AND CUTTERS OF 



































608 FIFTH AVENUE 
NEW YORK 20, N.Y. 
Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 





TAR SAPPHIRES OM PMEROTPERETS 


We have a large stock of Precious Stones, mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 


EROME RICHHEIMER QInc 


GEMS OF 


608 Fifth Avenue — New York 20, N. f | 


THE MOOE* * Reg. U.S. Pat. Off. 
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Better Selling For Better Profits 





Part Vit: The Future For Salespeople 


GOOD many jewelry store people are wondering 

these days about their future as floor clerks and 
salespeople. They want to know ‘“What’s in it for 
me?”’’ compared with other lines of work; where will such 
a job eventually lead, and how fast? 

Of course most jobs finally simmer down to the indi- 
vidual himself. You write your own ticket . . . almost 
always. Fortunately, you can do this more completely 
in sales work than in almost any other line. For selling 
is YOU and your own efforts; sales can be tabulated and 
analyzed; your results speak for themselves. That’s 
why a good salesman need never worry about a job; he 
can pay his way any place, any time. 

By the same token, the man who doesn’t produce is 
quickly found out and evaluated accordingly. Then, if 
proper sales training methods are applied promptly and 
vigorously, he may turn out all right; otherwise, he 
probably will settle back into a clerk or order-taker 
instead of a salesman, or drift into some other line of 
work “doing what comes natural.” 


WHAT IS A SALESMAN? 


Let’s consider, now, the man who really wants to be a 
salesman for jewelry and kindred lines and who has at 
least some of the natural qualifications. Let’s see what 
it takes to make him better, and what he has a right to 
expect in the way of progress, self-satisfaction and re- 
wards from this line of work. 

The term salesman used to mean a man who talked 
another into something . . . and not always into some- 
thing good for the customer. 

Those were the old days of “let the buyer beware” — 
sell him anything and everything possible. 

Fortunately for modern merchandising, such practices 
went out of vogue with the handle-bar mustache, the 
checkered vest, and other relics of the gay 90’s. 

The salesman today is a man who knows what he is 
talking about, gives helpful counsel, and sells useful mer- 
chandise or services. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


The true salesman does not make anybody do any- 
thing. But he has the faculty of presenting facts to pros- 
pects so interestingly and so convincingly that the 
buyer will want the thing more than the money it costs, 

Such salesmen fill an important place not only in the 
jewelry industry but also in the new economic picture 
shaping up in the world. Even government diplomats 
are now referred to as salesmen of ideas or “‘ salesmen for 
America.”” And that’s no joke, son. It marks an im- 
portant transition in the worldwide appreciation of sales 
qualities: 

If certain people have been prone to “‘look down” on 
the sales profession, that was a throw-back to the days 
of the back-slapping, story-telling, bull thrower. Some 
of it also was due to lack of sales training . . . too many 
unskilled and unprepared salespeople were floundering 
around, round pegs in square holes. 


WOW | est stuune—] “ts 
wall Place | eres seems >= oe 
GOOD SELLING | S/W" 
POOR SELLING 



































Sales work pays off according to your own efforts. 


Some people are not fitted by nature for sales work, 
but selling itself is honorable and honest. Good sales- 
people don’t misrepresent; they simply state facts in the 
right manner to appeal to different types of prospects. 

Selling is interesting because every case is different. 
Selling is even fun when it clicks because you can feel it 
take hold of the other fellow and exert an influence. 





THE JEWELERS’ CrRCULAR-KEYSTONE 












de av\s 


yide W OFA, 
























Yes, every bride... every 
bridal party ... is a prospect 
for Cultured Pearls from your 
store. Get the pearl habit; 
start promoting them 


SS 
SS 


today! 
Display D’Elia Cultured 


Pearls in your window... 


advertise them in your local 
paper. We'll back you up with 
memo selections, for impor- 


tant, profitable sales. 


Phone. wire or write us for 
memos. Air mail or air express 
i will bring a stock to you over- 
night for wedding and gradua- 


tion gift business. 


Every grade, from 


$795 to $15,000 
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B.D ELIA& SON 


665 FIFTH AVENUE « NEW YORK e 16 






promote CULTURED PEARLS... 


for every gift occasion 
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You are not just selling merchandise, you are dealing 
with people. 

So you look at the endless parade of changing people 
that passes your way... you study them, their emo- 
tions and reactions, their needs and desires . . . and you 
learn how to handle them. 

After a while you become expert at it, and then this 
ability coupled with a knowledge of all the various lines 
of jewelry store merchandise and services will make you 
a real salesman. : 

You'll get a kick out of this because you will realize 
that you’re helping to improve the standard of living in 
this country ... making certain benefits available to 
others, and thus contributing your bit toward a bigger 
and better America. 


SELLING REQUIRES TRAINING 


In the economic battle between competing lines of 
merchandise or ideas .. . and even between competing 
nations... the salesman is the footsoldier that in 
coming years will decide the battle of prices, production 
and sales. 


Study people, their emotions and reactions, 
then learn how to handle them tactfully. 


For such an important task, of course, all sales people 
need to be trained in the correct tactics and outfitted 
with superior equipment. 


A HINT TO THE STORE OWNER 


Sales training is important, and every salesperson 
should be drilled in the fundamentals. It is only fair, 
before turning anyone loose in a jewelry store or de- 
partment that he should have enough sales skill and 
knowledge of his products to give him the courage and 
self-confidence to sell. 

An ambitious fellow wants to keep moving. It’s all 
right to start new men at the bottom and let them earn 
their way through all the various stages of your business. 
That’s the best way to avoid flops later. 


224 


But it also is a good way to kill off some of your most 
promising material, unless you follow a plan of Steady 
improvement and advancement. Many men were set 
back two to five years by the war, and now they want 
to make up for lost time by advancing as fast as Possible 

I know a large jewelry store that insisted upon train. 
ing all its salespeople by requiring them to spend a Vear 
or two in doing menial, routine tasks, then another 
period as “cub salesmen.” At the end of all this time 
there were few real good ones left; those with the best 
potentialities had moved on. 

While advancing from being a clerk to a salesman 
through proper training, a man needs the “follow 
through” of putting approved methods into actual daily 
practice. | 


THREE ““SECRETS OF SUCCESS’’ 


Three factors determine most sales, and it is well to 
have an inquiring mind on all three: 

1. My prospective customer. What are his (or her) 
exact needs or desires? Does he know what is most 
appropriate or can | help shape his buying? Is he alive 
to the advantages of new ideas or new styles? Can he 
be developed into an extra good customer? 

2. My merchandise or services. For what purpose are 
they intended? What useful information can [ impart to 
the customer? What advantages can I politely point 
out in my sales talk? 

3. Myself. Am I tactful, courteous and friendly? At 
the same time, able to talk straight to the point? Am] 
sales-minded at all times . . . even when reading or look- 


ing in store windows, listening to the radio or to conver- 


sations of friends? Do I apply what I see and hear to 
advance myself? Do I realize that I am, regardless of 
age or experience, still attending school every day... 
with courses in psychology, human relations, public 
speaking, advertising, credits and business manage- 
ment? 

How far and how fast can a salesman advance? That 
is up to the salesman himself. If you deserve a promo- 
tion, you are bound to get it sooner or later . . . either 
with your present house or with some other. This is 
especially true, if you will couple with your sales knowl- 
edge some other all-around qualities. 

By this we mean — be the best salesman possible, 
but don’t stop there. Be ready to take the jobs higher 
up, for there is always a scarcity of sales-minded depart- 
ment managers or assistants ready to share the bosses 
burdens. 

Suppose someone said to you, “Double your sales 
this year and I'll see that you get one hundred thousand 
dollars.””, Would you double them? You'd certainly 
try hard! 

Now what is the difference between getting the 
$100,000 this year and ten years from now. 

If you will double your sales skill and your applica- 
tion to your job, extra results are bound to follow. 
Maybe it will be five years, maybe ten, but you'll get 
what you deserve in the end. And now is the time to 
start working toward it. 

Everything we do is experience, but it pays to study 
that experience and make improved use of it next time. 
This gradually adds skill and certainty. You can go far 
and fast in jewelry sales work if you like it and will 
work at it. , 
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Talisman for the 


latloxed woman... H arry C Schick. Inc 


Lapel pins and bracelets 105 CHESTNUT ST., 
NEWARK 5, N. J. 


of smartly simple design... 





crafted in finest sterling silver! 





MR. THOMAS G. BOWKER 
347 FIFTH AVE. 
NEW YORK, N. Y. 


MR. T. J. TRACY 
55 EAST WASHINGTON ST. 
CHICAGO, ILL. 


MR. R. M. BLAKE MR. HUBERT A. WOOD 


105 CHESTNUT ST. 649 SO. OLIVE ST. 
NEWARK, N, J. LOS ANGELES, CALIF. 























This “flash front” was 
evolved for the Roger's 
store after a study of 
fifteen different §win- 
dow display designs. 
Note the small display 
areas below the windows. 





Windows, As Salesmen. 


Work 16 Hours a Day 





LTHOUGH realizing that it isn’t original with him, 

Irving Bernstein has figured out that window dis- 

plays work 16 hours a day, that they reflect the character 

of a store, and that they represent a jeweler’s first con- 

tact with acustomer. The jeweler who emphasizes visual 

selling in this highlighted area is, therefore, doing some 
vitally important spade-work, reasons Mr. Bernsiein. 

No Johnny-come-lately to the industry, Irving Bern- 
stein, who now runs Roger’s Jewelry in Des Moines, 
Iowa, was making jewelry say do-re-mi for him as far 
back as 1922. 

Merchandise must be seen in order to be sold, is Mr. 
Bernstein’s philosophy and therefore, he is an advocate 
of the idea of filling the store windows with the maxi- 
mum quantity and variety of goods. Many jewelers will 
disagree, but Mr. Bernstein insists that it gets restlts— 
at least for a store catering to the popular market. 

His unbridled enthusiasm for windows packed with 
display became evident as soon as he took over Roger’s 
Jewelry in 1940. A basis requisite for a beneficial win- 
dow program, he realized, was an audience—in other 
words, a large amount of pedestrian traffic past the store 





Irving Bernstein, manager of the Roger's store in 
Des Moines, lowa, shows diamond ring to customer. 





by GRIER Lowry 
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99 E. Washington St. 
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FRANCHISE 






































“Merchandise must be seen 





to be sold.” says Irving 


e 


Bernstein. manager of 
Roger’s Des Moines, Iowa. 
And windows are the best 
means of putting jewelry 


where people ean see it. 


front. With a location next to a super drugstore and 
close to Younker’s, a large department store, his estab- 
lishment had that essential ingredient present im 
abundance. 

Even the most eye-compelling window display must 
be placed in an attractive setting to produce the full 
effect, so the initial move of Mr. Bernstein upon assum- 
ing ownership was to pretty up the building face with a 
“flash front” of cream marble with neon lighting. 

Eight feet deep and six feet wide, the two display win- 
dows—aglitter with plate glass and agleam with brilliant 
lighting effects—are redecorated and retrimmed weekly 
by the store owner himself. A complete new array of 
mass-displayed merchandise is installed at each change. 

An ace card in the display technique is the window 
service provided by the Edwin Freed Company. A 
brand new assortment of signs, slogans, and window dis- 
play miscellany, is furnished periodically by this service, 
which costs the store only $7.90 monthly and which Mr. 
Bernstein states he couldn't replace for $100. 

‘The extra fillip that material supplied by this ser- 
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(Left) The Roger’s stcre is 
keyed for streamlined mer- 
chandising with handy draw- 
ers built underneath show- 
cases. (Below) An extra 
touch is provided by signs, 
slogans, etc., which help 
to enliven window displays. 














vice produces, causes many passerbys to first glance 
casually at our displays, come to a stop, and finally to 
move up for a closer look,” said Mr. Bernstein. “We 
calculate the angle of inception of our windows after 
assembling data involving street level, sidewalk level 
and the physical properties of the front.”’ 

Not content to rest on the laurels of his window dis- 
play program, the store owner believes that “* If a business 
isn’t worth advertising, then advertise it for sale.” 

‘We feature nationally-known merchandise in adver- 
tisements,’” he remarked, ‘‘ because we feel that, thereby, 
we reap the fruits of the manufacturers’ national ad- 
vertising campaigns.” 

He spends in the neighborhood of $10,000 yearly for 
newspaper ads in The Des Moines Register and Tribune, 
high school papers, and small-town papers within the 
radius from which Des Moines attracts business. 

‘‘We push our diamond stock consistently, stressing 
that we have acomplete inventory of diamonds ranging in 
price from $15 to $2,500.00 observed the jeweler. “We 

(Please turn to page 257) 


THE JEWELERS CrrcuLAR-KEYSTONE 





























Linde Synthetic Star Sapphire 


RADE MARK 
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LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 








and 





WITH A “‘NATURAL” STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th, 1947. 

This is a real star—a "natural" star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory 
they are, and will continue to be, available only 
in limited number. , 

Natural star sapphires and rubies compar- 
able to these superb LINDE synthetics command 
such high prices that they are far beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire 


and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM ° Telephone BRyant 9-4161 





However. the location 
brought Littmann’s, of 
Perth Amboy. N. J.. 


face-to-face with many 





arehiteetural problems. 


by CARL CONRAD BRAUN 






Hollowware, glassware 
and small appliances 
are displayed close to- 
gether in the rear of 
Littman’s new store 


ROM one point of view Littman’s, in Perth Am- 
boy, N. J., were fortunate in having a corner site 
for their new store. Admittedly, from the traffic stand- 
point, such a location is ideal. However, a corner lo- 
cation also poses some rather peculiar problems which, 
while interesting, are often difficult of solution. 
Fortunately, the firm’s merchandise was varied and 
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Invitation for Store Traffic 


Narrowness of Littman’s 
store is camouflaged, to 
a degree, by architect's 
treatment of the corner. 
Windows on long side of 
the store are used for 
glassware, chrome ware 
and small appliances. 


Corner Loeation Provides 





it was finally decided to open the corner of the store so 
that traffic would flow through the open sheltered cor- 
ner and allow the jewelry windows to be placed within 
as a result of customers entering the store approximately 
on an axis in the middle of the narrow main street front. 

The windows down the side, which were on a minor 
street, were used for glassware, chrome ware, majo" 
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D9 Solitaire $87.50—$250.00 
DOW Wedding Rings $15.00 





No wonder more and more of the diamond buying public is calling for Treasureland Diamond 


Rings! Purest, fiery diamonds, set in exquisite bands ... the value and excellence of each 
ring closely guarded by the Treasureland Certificate of Guarantee and Registration. Bigger 


sales, bigger profits are yours when you stock and display Treasureland Registered Diamond 


Rings. Write today for information regarding exclusive dealership in your community. 


Treasureland Ring Co., Box |, Chicago 90, Illinois. 


NATIONALLY ADVERTISED 


ee cath 
© SPeCONM? REGISTERED DIAMOND RINGS 
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and small appliances. Occasionally the window toward 
the main street could be used for flatware or hollow- 
ware. The front portion of the exterior was anodized 
aluminum glass settings combined with tranquil and 
forest green glass. Forest green was used on the lower 
section and the tranquil green above the awning on the 
sign space. On the rear portion of the minor street 
frontage, corrugated transite was used instead of glass 
and painted to match the two glass colors. 

Terrazzo was used for the covered entrance space 
leading to a counter height display case on the left 
of the door which formed a continuation of the in- 
terior floor cases. The entrance itself is a Herculite 
door with two side panels. This, plus the clear glass 


a 


View of the interior of 
Littman’s, showing dis- 
play cases raised from 
floor, and stripes on 
floor covering, both de- 
signed to widen store. 





over the display case, gives pedestrians a wide fr 
view of the interior of the store. sce 
One of the problems to be overcome in making the 
interior of the store appear attractive was its narrow. 
ness and great depth. The store was made to appear 
wider by a stepped effect in the ceiling, entering at . 
low ceiling area with a curved face as illustrated and 
repeating this effect in the rear, thus breaking up the 
long uninterrupted ceiling appearance. All floor cases 
were raised on legs above the floor, leaving the space 
open below. The floor was given a diagonal striping 
thus interrupting the view from front to back. (as on 
done on the ceiling) and giving the person entering the 
store the feeling that the floor was wide and not stopped 





by the cases going directly to the floor. Wall cases were 
interrupted, on the left, to somewhat break up this 
line and stop the eye from traveling from front to rear. 

A strong accent was given the rear of the store by a 
curved display. This accent was further developed by 
painting the background a bright red. The vertical 
lines of ebonized maple above the front case on the left 
also helped develop apparent width. Flush lighting was 
used to illuminate the floor cases and indirect lighting 
and light coves between the front and rear create a 
pleasant and well-lighted interior. The indirect light- 
ing prevents the ceiling from being dark as so often 


Interior of Littman’s, looking toward front 
of the store. Watches, rings and silverware 
are on display in this front-of-store area. 


happens with recessed ‘down light” fixtures. All wall 


(Please turn to page 257) 
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A 
SHAVEMASTER 


FOR 
FATHER’S DAY 
JUNE 20° 






















‘ 6 7 : by, # , @ RETAIL $ 23.50 


Yes, were shipping Sunbeam Shavemasters! Order your Supply Today. 
Six or more, $29.14 Keystone each. Single Price, $31.34 Keystone each. 


| RUSH ORDER FORM 
| f f ( A. C. BECKEN CO. 
| . ° ® BOX | 











et 








Box I CHICAGO 90 CHICAGO, 90 
America’s Leading Wholesaler Gentlemen: 
Ninna as ccnsesnrccnscedeseicassnces (quantity) 
| Sunbeam Shavemasters. 
_ DENVER BRANCH 





| Steel Building EE ORO O TT eT TT ET NRC Te ee 
DETROIT BRANCH Ee ee See ee ae, eee a 
Michigan -Building 
IRIN: xssci sccm ipihndigebietaeadamevpnbatiiet tae 
NASHVILLE BRANCH | 
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New system of stock Control] 
devised by Heffern-Neuhoff, 
St. Louis, for wateh lines 
has worked so successfully 
that they are adapting it 


for all their other lines, 


by R. L. ATKINS 


As new watches are added to stock 
to fill holes left by sales, they 
are listed in the inventory book. 


Aeceurate Inventory System 


Ups Turnover, Lessens Shelfwarmers 


OW well the use of a simplified, but accurate in- 
ventory control can increase turnover and elim- 
inate shelf-warmers in the watch department is illus- 
trated by the system in use at Heffern-Neuhoff, St. 
Louis, which in two years increased turnover from 1% 
of 1 time to a general 114 times while greatly reducing 
the investment. The same system is now being applied 
to other departments in the store to keep inventories 
at the right level for the best turnover. 

‘‘Qur watch stock was in poor condition when we de- 
veloped this plan two years ago,” Mr. Neuhoff ex- 
plained, “‘and the turnover rate was actually the worst 
in the store since we are known predominantly for 
sterling silver and diamonds, rather than watches. We 
found we had many ‘cats and dogs’ in the watch stock 
which would remain in their boxes for years; and also 
that we were consistently overbuying on some lines 
and slacking off on those which would help to make up 
the deficit. Thus, we aimed the new control system 
at eliminating all slow movers, reducing stock, and in- 
creasing turnover with a more accurate method of 
buying.”’ 

The stock system developed consists simply of loose 
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leaf pages in a leather book kept conveniently at hand 
in the watch department. Mr. Heffern and Mr. Neu- 
hoff first changed the inventory from a list of stock 
numbers into classifications which show at a glance 
stock on hand of types, divided into metals, men’s and 
women’s specialty types, shockproofs, and novelties, as 
the main heads, and subdivided in each classification 
into price ranges. Thus, the classifications run first: 
ladies’ filled and steel watches — three pages of price 
ranges from $20 to $55. Next is ladies’ gold watches — 
divided into six pages of price ranges from $20 to $90. 
Third, men’s filled and steel watches — with six pages 
of price ranges from $15 to $56. The fourth classifica- 
tion shows men’s gold watches with five price-range 
pages from $65 to $125. Men’s filled pocket watches 
come next, classified into three pages from $25 to $40, 
and sixth is men’s gold pocket watches with four sec- 
tions from $75 to $151. These brackets contain most 
of the demand watches in stock. 

On following pages are listed novelties, including 
ball, lapel, bracelet and other watches in all price 
ranges, sweep-hand watches likewise in all ranges, 

(Please: turn to page 251) 
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You can promptly and profitably secure any item of jewelry store merchandise needed 
from our complete assortments in every line. 


We invite you to visit our showrooms whenever in Chicago and make your selections 
personally. 


In the meantime, use the 1948 ALLEN CATALOG with its comprehensive listing and 
illustrations of Diamonds, Rings, Watches, Jewelry, Plated Silver, Sterling Silver, Clocks, 
and novelties, Watchmaker’s Materials and tools and Optical goods. All mail orders 
receive prompt personal attention. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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The Ad-Viser 


eee Using Type and [Illustrations 


by IRVING SETTEL 


Fifteenth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job. 


N previous articles, we have stressed the necessity 
of attracting the reader to your advertisement. 
We illustrated the extent of competition, not only 
among other advertisers but also with the editorial 
matter of the publication itself. The first and foremost 
job of our layout man, we said, is to get the reader’s 
interest away from all other material. Headlines and 
illustration carry this burden. Certain factors related 
to “‘appeal’’ must be considered. In addition, how- 
ever, there are other small but important details which 
should be utilized to add to the attention getting value. 
Let us examine some of these. 


MAKING TYPE WORK FOR YOU 


In the selection of an appropriate type face for your 
advertisement, there are literally thousands to choose 
from. Even in small towns, the local newspaper main- 
tains enough to construct an effective layout. In the 
building of an advertisement, we are faced with the 
problem of the selection of proper type matter. Inter- 
esting combinations are desired. Attractive designs 
are sought. Every attempt is made to get type which 
will do the very best job for the advertiser. 

However, selection of type for a headline and for 
body copy must be considered separately. Here are 
some of the rules which should influence your choice 
for ‘heads’. 

1. Type for headlines should be powerful and big 
enough to hit hard at every reader who happens upon 
your page. 

2. Use a type which will add substance to the adver- 
tisement. Large bold letters will scream out your 
message rather than whisper it. 

3. Wherever possible, use capital letters. This al- 
ways gives a certain “news quality” to the advertise- 
ment. 

4. Reverse headlines or use of white space always 
help to get the readers attention. 
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5. Try to get a simple, easy-to-read letter. Avoid 
fancy or flowery types. Your headline should be read- 
able at first glance. 

6. Have your headlines set in a_ horizontal line 
wherever possible. Avoid extreme angles, circles, ete. 
Such practice will cut legibility. 

The principle consideration in the selection of type 
for body copy is readability. Remember the following 
important rules: 

1. A type face is legible when it is familiar to the 
reader. Have you ever tried to read a paragraph set in 
Old English? It is extremely difficult to read simply 
because it is unfamiliar to you. Most of our publica- 
tions use a Roman group with serifs (or decorations) 
on the letters. Names like Caslon, Garamond or 
Bodoni are most frequently encountered. If you select 
any one of these, you are fairly safe. They will be easy 
to read. 

2. Body copy is more readable when set in capitals 
and lower case. Capital letters alone slow down the 
reading speed of the average person. 

3. Use italics only when emphasis is desired and 
then use it sparingly. Avoid scripts except in head- 
lines. Avoid fancy letters of any kind which add 
difficulty to reading. Any extremes will call attention 
away from the sales message, to the type matter, and 
the result will be loss of sales. 

‘4. Avoid trying to create “‘atmosphere’”’ with type. 
This is usually difficult or impossible to accomplish. 

5. Don’t use type for decorative purposes if you 
want it to be read. Some advertisers put their body 
copy into circles, triangles, and other odd_ shapes. 
They arrange type in margins so that some words are 
sideways, Others upside down. While such a practice 
may make your advertisement more artistic, it will 
not invite the reader’seeye. 

Before deciding upon type matter either for head- 


(Please turn to page 259) 
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A silverplate so beautiful and so heavy in pure silver as 
Guildcraft naturally attracts consumer demand. 

To produce such fine tableware takes 

much more care, time, and painstaking skill. 

So you'll understand that until now, the makers of 
Guildcraft have found it necessary to limit retail 
distribution to a select group of dealers 

who handle the finest of products (one in ten). 

With continuously increasing production, a 

few of these Guildcraft franchises will soon be available. 
We invite you to write in now for further information. 


GUILDCRAFT 


MASTERPIECES OF SILVERPLATE 


A Division of National Saver Company 


CHICAGO + DETROIT + DALLAS + MIAMI + LOS ANGELES + ATLANTA * SAN FRANCISCO 


PORTLAND (ORE.) 


* SEATTLE 
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TWO WINDOWS FOR THE COMING MONTH 
(From page 185) 


with sprigs of flowers matching those in the rings. Such 
an arrangement of rings as this, gives an opportunity for 
featuring various price ranges by groups. Copy is let. 
tered on an invitation-like card to the left. A soft blue 
would be a good color for the floor covering with birds 
cut out of matching paper. 

The wedding gift display features a cut-out silhouette 
of the bride. Although the sketch indicates a black 
silhouette, a more cheerful effect would be given by 
cutting the figure from a colored board — deep blue oy 
rose — or reversing colors and putting a white silhouette 
against a darker background. The lettering on the back. 
ground would be most effective if cut-out letters of wood 
or cardboard were used. Attractively wrapped gift 
packages are grouped with the merchandise on shallow 
steps on the window floor. Cut-out letters are obtain- 
able in stock sizes and types or you may have them cut 
for you. 





DUAL-LEVEL STORE DISPLAYS 


(From page 189) 


Corrigan’s give considerably more space than most 
stores to their display and advertising departments, 
probably because they make more and broader use of 
them. 

This starts with a daily perusal of the society pages of 
local and nearby newspapers, Glenn Hicks, the store’s 
advertising and display manager, explained. To each 
girl whose engagement is announced he sends a personal 
letter offering use of Corrigan’s complete facilities for 
any purpose she can think of. 

That gesture pays off to the tune of better than fifty 
replies for every hundred letters. With the population 
of Houston pushing half a million, and the marriage 
license bureau doing the biggest rush in its history, 
Hicks declared that it adds up to a sizable quantity of 
business. 

The letter itself, and the service offered, make no 
direct solicitation for business. Most of the requests are 
for advice on the decoration of the wedding or breakfast 
table, floral arrangements and display of the wedding 
gifts: all of which is done at no charge, with a courtly 
flourish and “‘compliments of Corrigan’s.”’ 

It does, of course, add up to an expense. For the dis- 
play of gifts, for instance, they use a hundred to a 
hundred-and-fifty yards of white satin. But it pays off 
when the bride’s relatives and friends turn to Corrigan 
for advice on gifts to match and complement what the 
bride has. Knowing that the store has had a part in 
the wedding, they assume a knowledge of the bride's 
gifts — an assumption which makes Corrigan’s happy. 

Almost invariably, too, the bride stops by to say 
thank you, which gives the store a personal contact with 
her. That is followed up with regular letters suggesting 
fill-ins on her silver and china. In a subtle way Corti 
gan’s becomes chamberlain of her household treasure 
chest. Similarly, several times a year letters go out to 
all customers telling them about the arrival of new silver 
and china. 

The space on the lower level allows the store to set 
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up a variety of coordinated displays, offering everything 
from the simple to the elaborate, from a breakfast set- 
ting to a formal dinner, to toilet articles on a dressing 
table. Experience has proven to the store that displays 
which illustrate the relationship between silver, china, 
and glass sells more of all three. . 
When the new store was designed this was a prime 
consideration and led to allocating more than double the 
previous space for this purpose. It allows space for table 
setting contests, and makes it practicable to carry a 
stock for frequent silver promotions. From time to time 
the firm runs hollowware specials, using about a quarter 
of a page of newspaper space, which brings three to four 
hundred mail orders. While much of this is on smaller 
items, it was pointed out that this is one way to intro- 
duce large numbers of women to the use of silver,and 
many of their customers who now have large collections 
of silver started on the small items. 

One of the important items emphasized by Hicks in 
the store’s operation was the use of origina. iluctretions 
in their advertising. For example, this makes certain 
that the item pictured in an ad is exactly the piece 
offered for sale. “‘This,’’ he explained, “‘avoids any con- 
fusion, customer disappointment, or question of our 
good faith. It probably costs us twice as much as most 
stores our size spend for display and art work, but we 
are convinced that it more than pays off. It enhances 
the prestige atmosphere, and builds us up as authorities 
on display, design and good taste.” 

One of the interesting angles on the store’s use of 
original advertising and display art indicates how a 
store out of a big metropolitan area, and removed from 
the usual artists’ services that are available in the larger 
cities, can create its own original art work. Corrigan’s 
artist is a young art teacher at a nearby school, who 
comes in each Saturday morning for a conference on 
what is required. This makes it possible for them to get 
what they want and at the same time encourages local 
talent. 

“We've built our business,’. Hicks explained, “‘on 
prestige and service. I’ve noticed that.a lot of people 
seem to think that prestige means exclusively high price. 
We don’t agree. Prestige to us is quality. In our new 
building there are about three thousand office workers. 
Every one of them is a potential customer, if we have 
reasonably priced merchandise. For that reason, all of 
our advertising and promotion puts some stress on price. 
But at the same time we also stress supreme quality. 
It works out fine. We have as much appeal for the 
young man buying an engagement ring for a hundred 
dollars as for the young man spending a thousand. Both 
feel they’re getting fine quality from a store of reputa- 
tion.” 





NATIVE MOTIFS IN HAWAIIAN STORE 
(From page 193) 


cases adds to the atmosphere of attractive roominess. 

Downtown shoppers are first attracted to Detor’s by 
the unique arrangements of its windows. Two large 
windows, one on each street, ‘are flanked by several 
smaller, of shadow box size. The large windows are 
dressed each week, but merchandise in the smaller win- 
dows is changed daily to emphasize variety. Small 
drawers below the windows’ inside sliding panels, serve 
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YES, your business 
worries can be sold. 
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glary, shop-lifting, loss 
of merchandise away 
from your premises... 
you’ve probably worried 
plenty about these causes of loss. But why worry? 


In one simple, convenient policy, you can obtain 
practically all risk protection of your merchan- 
dise, both in and away from your premises. It 


eliminates carrying many special policies and 


























_ the payment of several premiums. 


A Saint Paul Jeweler’s Block Policy provides 
practically all risk protection, with just one 
premium payment annually. Call your agent or 


broker today. 
& 


OUR JEWELER’S BLOCK POLICY COVERS: 


Holdup, inside or out; safe-burglary; shoplifting; fire, water 
or oil burner damage; merchandise carried by salesmen, 
registered mail or sealed Railway Express Shipments. 


HOME OFFICE EASTERN DEPT. 
80 John Street 


New York City 7 


PACIFIC DEPT. 
Mills Building 111 W. Fifth St. 
San Francisco 4 St. Paul 2, Minn. 


JEWELER’S BLOCK DEPARTMENT 


FIRE AND MARINE 
COMPANY 
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as storage space for supplies and small merchandise 

Two sound-proof diamond rooms on the main floo 
offer complete privacy to customer, who may inspect ha 
precious stones at their leisure and comfort in modern 
air conditioned surroundings. Three large wall mirror 
in each room are available, particularly for lady cus. 
tomers, who may study jewelry effects while wearin 
the gems. : 

A telephone in each diamond room offers convenience 
in conferring with others before deciding on a purchase 
Other telephones, located at several small tables 
throughout the shop, are an additional service to clients 

The main diamond room is located directly adjoining 
the firm’s wall safe, offering easy access to diamond 
stocks for ease in complete showings. 

Deep in the store, to the left of the main entrance, 
separate flatware department offers a variety of 40 pat 
terns in merchandise of the finest quality. The depart. 
ment’s display case shows a full set of 12 patterns at g 
time, with other stored in drawers behind the case. This 
display is changed daily. 

As a service to island brides and their friends, 
Detor’s registers patterns and purchases in silverware. 
crystal and china patterns so friends and relatives are 
able easily to avoid the embarrassment of duplications 
when purchasing gifts. 

Exclusive island dealers in Golden-Hued Dirilyte, 
Detor’s also offers Sheffield Silver reproductions by Ellis, 
Sterling by Wallace, Lunt, Watson, Frank Smith, Heir- 
loom, Reed and Barton, and International. The depart- 
ment also carries a full line of plated flatware, but does 
noi feature the merchandise. 

A merchandising feature of the department is the 
direct mail service advising customers of new serving 
pieces now available since the war, as they are received 
in stock. 

In this and all other departments Detor’s advises 
outer island customers by mail of new merchandise, fill- 
ing mail orders with personal consideration and care. 

Leading to the downstairs departments is a wide 
stairway at the rear of the store. A landing half-way 
down, well-lighted, features two shadow boxes where 
additional displays are offered. 

When completed, Detor’s downstairs department will 
feature fine luggage and a more complete display of 
silver, china and crystal. Tables for dinner set-up dis- 
plays will be available. The store’s large vault for valu- 
able pieces of large merchandise is also located down- 
stairs. 


DON’T OVERLOOK ISLAND VISITORS 


Although Detor’s has a substantial clientele among 
island residents, the merchandising policy does not 
overlook the many tourists visiting the islands the year 
around. Embossed, formal invitations extending a 
cordial invitation to visit the shop at the visitors’ con- 
venience are mailed daily to newcomers checking in at 
leading hotels and resorts. The invitation opens with a 
greeting written in Hawaiian which means, **‘ Welcome 
to Hawaii, the playground of the Pacific.”’ Mailing lists 
are taken from listings of new arrivals in the Honolulu 
daily papers. 

In expressing Detor’s business policy, Mr. Micho- 
pulos said: “‘ We shall continue to strive always to secure 
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the satisfaction of every customer; to coordinate our such displays or signs, we'd launch sales talks and invite 


activities to the end of winning confidence; to develop trial of the convenience afforded by lay-away buying. 
stocks of quality merchandise to sell at the lowest possi- We'd enumerate coming gift occasions, ana suggest that 
ble prices; to create a personality that will be known for now was the time to begin thinking of, and paying for, 
‘ts strength and friendliness ; to expand a business that gifts that would surely be purchased anyway. Lay- 
will never know completion — one that will advance to aways, we emphasize, distribute the total payment at 
meet ever-advancing conditions; to promote in every the will of the customer, and make no appreciable dent 
way possible the cultural growth of Honolulu and the in monthly income.” ’ ; 
Territory and to support our government in its en- In the store show windows, promotion was further 
deavor to maintain the rights of democracy and the carried along. Typical of show window signs, which are 
peace of the world.”’ literally a permanent part of all window makeups, is a 
Detor’s, which incidentally during the war led every simple streamer urging sidewalk traffic to ‘“‘Use our 
other Honolulu retail store in war bond sales, topping LAY-A-WAY PLAN.” Quite frequently passersby 
$6,000,000, is not only the largest firm of its kind in the have been noticed viewing this and similar signs, and 
islands — it has also served with distinction a discrimin- subsequently entering the store to ask for details on the 
nating clientele with the best quality in precious gems __ plan’s operation. 
and the finest in jewelry merchandise until today its No matter who the customer is, reported Lentsch, the 
investment has passed the $1,000,000 mark, a record first transaction concerning a lay-away, or even a simple 
made possible by living up to Detor’s statement — query pertaining to such a contemplated purchase, is 
“The confidence of our customers is Our most treasured given painstaking courtesy and thoughtful explanation. 
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asset. Tact is an important factor here, it was said. If the 
customer is approached with an |-want-to-see-some- 
money attitude, the salesman automatically arouses 
LAY-AWAYS MAKE STRONG BUSINESS POTENTIAL antipathy and more often than not wastes a good op- 
portunity in lay-away merchandising. 

Lentsch personnel explain that basic to the store lay- 





(From page 195) 


“We also built up in-store displays, or placards, stress- away plan is an envelope on which is printed data essen- 
ing lay-away buying,” said Lentsch. “‘These made tial to simplified bookkeeping and smooth operation of 
favorable impressions on walk-in trade, for instance. the plan as a whole. This printed matter is laid out as 
When we could focus the attention of the unhurried on follows: 
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Mr., Mrs., or Miss can be checked off, as the Case 
might be, in one corner at the envelope top. Three lines 
then provide ample room for name, address and phone 
number. Days of the week are abbreviated in q ling 
about midway down the envelope, while months are 
similarly listed. Numbers up to 31 are also run acrogg 
the space so that day, week and month in relation t, 
initial payment on the lay-away, and possibly subse. 
quent payments, can be noted. 

In a column below and to the left of the chronological 
data are listed Ring, Chain, Watch, Bracelet, Pin and 
farrings, and along the bottom of this area are printed 
Size, Weld, Set Stone, Factory, Engrav’g and Repair. 
(The latter terms expedite use of the envelope for re. 
pair work, especially.) The firm name and address are 
also listed. 

In still another column, topped by a file number for 
office use, appear price, Federal tax, Ohio State tax. 
repair, engraving, total, cash paid and balance due. 
Beyond this column is a flap extension with a gummed 
edge and a perforated line. The perforation permits 
tearing off of a section of the envelope bearing the file 
number and various data along with the firm name. 
This section is given to the customer to aid him in refer- 
ence to his lay-away when he next calls. 

This envelope is, naturally, used for only compare- 
tively small lay-away items. Boxes are used for other 
merchandise, with the envelope pasted on the box top. 
Lentsch’s assures all customers that such merchandise is 
immediately placed in safe storage, while small items go 
directly to a specified area in the company safe. If the 
customer prefers, he can see the merchandise of his selec- 
tion being placed in this safe, a confidence-gaining ges- 
ture. 

When customers call to make payments on lay-aways, 
individual receipts are made out, duplicates of which go 
into the safe-guarded envelopes. If customers forget 
lay-away payments, a tactfully-worded mailing piece 
goes out to them. Response to these has always been 
quick and gratifying. No charge is made for any lay- 
away at Léntsch’s, another good-will building aspect. 

Watches, rings and gold earrings have been especially 
popular as purchases on this store’s lay-away plan, it 
was reported. 

Suggestive selling and related merchandising, as 
noted above, have been aggressively practiced with 
lay-away customers at Lentsch’s. In the first place, the 
store is so compact (about 15 x 22 ft.) that every cus- 
tomer finds himself adjacent to a display of some kind 
no matter where he stops in the store. Salesmen look 
for a show of interest in any display, be it flatware, cos- 
tume jewelry or brush and comb sets, and suggest the 
availability of merchandise on display for immediate 
delivery or lay-away purchase. 

“T’d say about 50 per cent of our suggestive selling 1s 
successful in this regard,’ commented Mr. Lentsch. 
‘One nice thing about enrolling customers in the use of 
your lay-away plan is that, with their credit already 
established on our books, and their confidence gained, 
other merchandising becomes just that much easier. 

Lentsch’s has another important ally in the promo- 
tion of lay-aways, if somewhat indirectly, through their 
establishment of a sizeable watch selling and repair busi- 
ness in connection with being official railroad watch 
inspectors. A small placard at the rear of the store, 
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visible to all who enter, states this official designation 
for the B. & O., Akron, Cleveland and Youngstown; 


and Erie railroads. | 

Customers who originally enter the store with 
watches for repair or adjustment, for example, are ad- 
yised of the store’s lay-away plan. Many new lay-away 
customers have been initiated through such continuous 
efforts. A tactful emissary in the form of a penny post- 
card has increased follow-up patronage from original 
watch repair transactoins. After a customer hes been 
using a Lentsch-repaired watch for a short period of 
time, the card is mailed him with this message: 

“Just a word about the watch we repaired for you. 
We hope it will keep good time and prove satisfactory. 
We guarantee all of our work for one year. Every watch 
must be adjusted to the individual who carries it. We 
will cheerfully regulate your watch should it require 
any additional adjustments, for we want our customers 
to stay satisfied.” 





STREAMLINED INTERIOR GIVES ADDED DISPLAY 
(From page 196) 


The principal areas where display could be increased 
were the front and the rear of the store. The improve- 
ment in those areas which was achieved by moderniza- 
tion can be readily appreciated from study of the “‘be- 
fore’ and “‘after’’ sketches reproduced here. In addition 
to the small window display built at the right-hand side 
of the entrance, an open wall display of trophies and 
plaques directly inside the doorway was also added. 


The diamond office was moved to the front of the store. 
and surrounded by a low partition which would not ob- 
struct a view of the store’s interior from the street. The 
panels behind the display windows which formerly 
blocked all view of the interior, were replaced by plate 
glass panels in back, for the same reason. Further dis- 
play area inside, was gained by the addition of open 
wall shelving, three shelves high, around the outer wall 
of the diamond office partition. 

In the rear, display area was gained by shortening the 
row of glass top counters, making the wall shelving for 
trophies accessible for close inspection by customers. 
On the other side, a wall display of glass shelving, with 
mirror back, replaced the office and safe which formerly 
occupied that area. A limited stock of quality crystal 
ware here, has been found to be an excellent merchandise 
‘‘tie-in”’ with fine silver. A separate display case was 
located directly in front of the new repair department, 
for men’s jewelry and accessories. 

Though the actual display area in the center of the 
store was not increased, the displays in this area were 
made more effective by painting the dark mahogany 
wall cases marine blue, and by installing modern, 
natural finish counters in front. The greatly increased 
storage area in drawer space in the new counters like- 
wise reduced the requirements of space in the rear stock 
room, and saves time in handling. Repainting the walls 
light cream color, combined with installation of new 
lighting fixtures, resulted in greatly increased visibility 
both from the sidewalk and within the store, with great- 
er display effectiveness of all fixtures. 

The modernization enables Benton’s to display as 
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well as to carry a variety of merchandise equivalent to 
that normally found in larger downtown jewelry Stores 
One of the more successful departments is silverware 
which occupies most of the left side wall Shelving. Ep. 
larged opportunity for display has likewise resulted in 
an increase in sales per customer, Mr. Benton has found 
Quality and nationally advertised products are stressed 
in merchandise in all departments. 

Location of an open watch and jewelry repair de. 
partment at the back of the store accomplished three 
things, Mr. Benton feels. 

First, the glassed-in work shop is a sure attention. 
getter, as jewelry repair works holds a certain fascina- 
tion for the layman. Likewise, a neat, well equipped 
shop in full view of the customer gives visual proof of 
complete repair service. The shop can be easily seen and 
identified from the sidewalk. 

Second, location at the rear draws traffic past dis. 
plays of jewelry merchandise, resulting in sales which 
might not otherwise be made if the shop were located at 
the front. 

Finally, this emphasizes the fact that the firm is 
primarily a jewelry store and not a repair shop ! —an 
impression which might easily be gained if the latter 
were more prominently located. 

A smaller department which ties in well with the 
store’s locality, is the assortment of plaques and tro- 
phies which the firm carries. Though this merchandise 
is of somewhat minor importance, it 1s a good attention- 
getter, and by tying in with campus activities promotes 
sale of other merchandise. 

The firm advertises regularly with the district and 
university newspapers, as well as running a weekly ad in 
one of the downtown dailies. 








DAD HAS HIS DAY NEXT MONTH 
(From page 198) 


one poster, two display cards, two streamers, and 
two pennants, $3 per set; 

. Streamers, 18” x 814", .25 each; 

. Card toppers, $20 per 100; 

Pennants, 11” x 17”, .25 each; 

. Special wrapping paper, $4 per 100 sheets; 

. Gummed stickers, $5 per 1,000; 

10. Blue ribbon badges, 12 or less, .25 each; lower 

prices for larger quantities. 

Free ads mats, promotion aids at the prices offered 
above and transcription records may be secured from 
the National Council for the Observance of Father's 
Day, Inc., Service Department, 175 Varick Street, New 


York 14, N. Y. 
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CRYSTALLOGRAPHY FOR JEWELERS 
(From page 208) 


| The same mineral may have various habits, Ceylon 
| sapphires are apt to be elongated, barrel shaped or 
doubly pointed crystals, while Montana sapphires are 
usually so thin that no stones of any size may be cut 
Thus a knowledge of crystal systems and some exper'- 
ence with crystal symmetries and crystal habit is essen- 
tial for the expert. For the ordinary tests, this can all 
be forgotten, except as a background for an understand- 
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ing of what is observed in the polariscope. The crystal 
tems noted in the following table help our understand- 


SYS 
ing of the use of that instrument. 

rphous: Opal, Amber, Glass. 
eel Garnet, Spinel, Diamond. _ 
Hexagonal: Quartz, Beryl, Tourmaline, Corundum. .Ruby 
one . .Sapphire. 


Orthorhombic: (Precious) Topaz, Peridot, Chrysoberyl. 


Monoclinic: Orthoclase, Kunzite. ! 
Triclinic: Moonstone, Labradorite, Oligoclase. 


Triclinic: Moonstone, Labradorite, Oligoclase. 





EDUCATION IS PRIMARY AID OF NOVEL ADS 
(From page 212) 


fourth ad in the series, together with a lucid explanation 
of how diamond prices are arrived at. This ad was 
captioned ‘‘...In the Spring A Young Man’s Fancy 
Turns to Thoughts of Diamonds”, and featured 
matching engagement and wedding rings. 

The final ad in the Pugh series was devoted not to 
diamonds but, rather, to settings. Captioned ‘‘The 
Setting and the Care of Your Diamonds In Our Own 
Jewelry Workshop”, the ad pointed out how old stones 
might be re-set to provide new glamour and how new 
creations could be developed. 

In the interests of authenticity and accuracy, all of 
the advertisements in the Pugh Sunday series were 
developed within the firm. Art work, copy and research 
were all produced under Mrs. West’s supervision in 
order to insure maximum attention to even the small- 
est detail. 





In addition to the Sunday series the Pugh firm ran a 
number of large-space insertions in Friday evening 
newspapers, calling attention to diamonds in connection 
with Valentine’s Day, Leap Year possibilities, ete. 
These ads, as well as the Sunday insertions, were Pugh 
creations throughout, with all aspects of their produc- 
tion under Mrs. West’s personal supervision. 





DON'T DESTROY DISPERSION! 
(From page 216) 


opened Venetian blinds may bring out prismatic colors. 
Try, for example, screening a stone with your slightly 
spread fingers while standing back from a window 
through which the sky shines. There are, in fact, many 
situations wherein these colors to a moderate degree may 
be seen. 

Now why do these smaller sharp isolated light sources 
produce rainbow colors while large diffused sources 
subdue them Suppose we are viewing a brilliant-cut 
diamond or zircon under a bare white ceiling illuminated 
only by lights concealed from view — an extreme exam- 
ple of a diffused light source. Each crown facet acts as 
a window through which light passes from an indefin- 
nitely large area of the ceiling. On reaching one side of 
the pavilion a portion of it is reflected across to the 
opposite side of the pavilion, then upward and out 
through the crown as brilliancy. With this in mind, 
imagine a room lighted with but one small window (to 
keep our problem simple) exposed only to diffused light 
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from the sky. The light is scattered so generally 
throughout the room that no well-defined pattern of 
the window is formed anywhere. But if we place a 
mirror in a suitable position facing the window, it will 
reflect to the wall of the room a spot of light, from that 
portion of the sky “‘seen’”’ by the mirror through the 
window. e 

Next, place a second mirror in position to reflect this 
light beam again. What appearance does the spot of 
light on the wall have now Since the sizes, shapes, 
positions and orientations of the mirrors have not been 
adapted to the size and shape of the window, each mir- 
ror cuts off a little here and a tittle there from the light 
beam. This leaves the spot of light on the wall with a 
different shape of outline than before, and somewhat 
smaller, corresponding to a particular flat portion of the 
sky. 

Referring to the gemstone, the i‘luminated ceiling of 
the room corresponds to the sky; a bezel facet of the 
gem, to the window; and two facets opposite each other 
on the pavilion, to the mirrors. A similar polygon beam 
of light from the ceiling as a light source, finds its way 
through the stone to form a faint bit of brilliancy on a 
suitably placed screen, which takes the place of the wall 
mentioned above. When, however, the light passes 
through the sloping facet-window of the stone, another 
very important phenomenon, dispersion, not present 
with the mirror illustration above, takes place due to 
refraction of the light in the gem. 

This phenomenon of dispersion is the basis for the 
present discussion. 





As you may learn in greater detail by consulting 

oe oe dl 
textbook, the component colors of white light are ae 
fracted unequally, those consisting of shorter wave 
lengths, such as the blues, being bent more, the longer 
ones, such as the reds, less. Therefore when a beam of 
white light is refracted, the component colors in it he. 
come separated and arranged in the following order. 
violet, indigo, blue, green, yellow, orange and red. The 
red component produces a full polygon-shaped spot of 
red-colored light on the screen. The orange component 
likewise projects an orange colored spot on the 
screen; but since orange is refracted more than red, the 
two areas overlap. In like manner the other colors 
mutually overlap, taking positions according to their 
respective wave-lengths, and combine to produce q 
composite “‘image’’ of all the components. On account 
of this overlapping, the colors become mixed again. 
forming an area on the screen of approximately white 
light. The light source was too broad to prevent this 
overlapping and allow the different colors to show 
separate and distinct. 

Next, suppose we place a small frosted flood-light on 
the ceiling, within our polygon area. From this source. 
which also has excessive breadth, the various component 
color-spots on the screen are likewise too broad, the 
result being overlapping and conversion into the origi- 
nal white light. Only the centers of the refracted com- 
ponent colors remain the same distance apart whether 
from a broad source or a point source. Now if a frosted 
reflector is placed back of a clear bulb, the vigor of the 
colors is greatly lessened by the hazy influence of the 





JOIN PRESTIGE WITH IMPORTANT SALES 


Here comes the bride. The distinction of her entrance 
marks the difference between an occasion and a social 
event. The distinction of its offerings determines the 
standing of a store, its appeal to influential patrons. 
There is nothing that expresses distinction so dramatically as 
the melodious chimes, the aristocratic designs, the exquisite 
craftsmanship of Herschede Chiming Floor Clocks. To make 
an impressive entrance into the buying thoughts of leaders in 
taste, feature these clocks as magnificent gifts, as superb home 


S 

tes oe 

an ne ctsitalaea atts ‘ 

euntgnemnannnnono Nae peaeonennoennnnnnannnnnapnnaant y , 
slininasoine estas he ‘ 
a 
POR ropnne=nenenenessIeee: a 
Sh >< . 
s x és . 


RPO CO ‘ 
NAAR A AAA ILD DDO PDN NNO AA DARED PLEA 
wae oc NON SAINAAN AA R 


appointments. Catalog of notable models on request. 


THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 
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white reflector. Lastly, for the sake of completeness, 
move the harmful reflector and paint the ceiling 
area black. The composite “image,” or spectrum on the 
screen, NOW displays a vigorous series of colors undi- 
luted with white and Is silhouetted against a harmless 
background that is void of any sort of comepting light. 
If half a dozen of these spectral beams find their way 
through a diamond from one sharp isolated light source, 
how many © come hither winks” would greet the eye 
from a scattered group of ten or twenty or thirty such 


let us re 


lights 
Remember s-a-l-e-s, and bear in mind that the nature 


of dispersion as a gemstone characteristic has been very 
much neglected. If the demonstration of dispersive 
power Is properly handled, the customer will be de- 
lighted and pleased permanently. , 

Why not take these ideas to your lighting expert and 
ask what can be done with them and still keep your 
store satisfactorily ““modern’” Or would you still ad- 
here to the quaint but discarded Oriental custom of 
draping a veil over the face of your Beauty? 


* *e * * *& * * 

Figure | is designed to show the result of a beam of 
sharp light coming into the gem directly from the fila- 
ment of a smali bright lamp, which may be regarded 
as a single point-source. Usually, in discussing the 
passage of light through gemstones, the path of light is 
represented by a single ray, uniform throughout its 
length. But since ordinary light does not follow such a 
path, it is treated here more realistically, as a continu- 
ously expanding cone. The base of the original cone is 
determined by the shape of the bezel facet. The apex 
is at the light source. 

As this beam of white light enters the diamond it is 
refracted, as previously mentioned, and separated into 
its various component colors, of which we will consider 
simply the red, yellow, and blue. The red component, 
refracted least, transmits a full pattern of the bezel 
facet in red on the pavilion. Its edges are sharp and 
precise, since its source is only a point. The yellow com- | 
ponent, being bent more, projects a yellow pattern | 
right through the red beam in a slightly different direc- | 
tion. The blue component, refracted still more, per- | 
forms in a similar manner. 

This definite internal structure prevails throughout 
the entire beam; even reflection does not alter it. 

For greater vividness let me relate another incident. 
Many years ago when the sharp, eye-piercing arc lights 
were still used to light the streets, one of them located 
diagonally through the block, projected its rays through 
the glass and lace curtains of a French door to an ad- 
jacent side wall. On turning off the lights in the room 
every detail in the curtains was delineated along the 
side of the receding wall with all the sharpness of a 
printing press. When the curtains were drawn aside the 
shadow edges of the glass remained as sharp as if cut 
with a knife. This optical effect was due to the smallness 
of the light source and was further sharpened by distance. 











Returning to the gem, when this triple-cone (red, 
yellow, and blue) falls on the pavilion it is certain to | 
extend over three or four “‘mirror’”’ facets and become | 
divided into as many,smaller cones, some being reflected 
this way and some that way toward the opposite side 
of the pavilion. But we will continue with only one. 





When this reaches the other side it, also, will fall across 
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width up to 117”. 
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two, three, or four facets and become divided into a cor- 
responding number of smaller.ones, all being reflected 
upward through the far side of the table. Again we 
simplify and follow only one cone up to where we 
terminate it in a spectrum on the screen. 

When Sir Isaac Newton conducted his history-making 
experiments he found that when only a small pencil of 
light was admitted into the room through a tiny pin- 
hole and then through a prism, it produced an excellent 
spectrum. The smaller the hole, the brighter the colors, 


due to less overlapping. And the shape of the hole 


made little difference. 

In our gemstone the spectrum beam is a tiny cone of 
light with an angular polygon base that has found its 
way through the maze of facets quite the same as if it 
has passed unreflected through a real pinhole. Newton 
stopped all unwanted light before it reached the prism, 
but we reflect it away after it has passed through our 
prism, which is formed by the sloping bezel facet. His 
spectrum remained fixed and steady, but when the 
gemstone is moved the intricate alignment changes and 
the polygon spectrum enlarges, diminishes, or blinks out 
while others — various others — twinkle forth giving 
beauty and life to the gem. 

Why is dispersion brighter from a slender cone than 
from a broad one’ Because of the divergence of the 
three cones of color, the red slanting away from the 
yellow on the one side, and the blue slanting away on 
the other side, they cannot proceed far from the stone 
before they become distinctly apparent. The greater 
the distance, the more distinct do they become until 


——— 


their vigor dims with too much distance. If the beam 
were broader it would have to travel farther from the 
stone before sufficient distinctness could develop, they 
it begins to fade inversely as the distance increases. 

In Figure 2 a frosted bowl with a light inside 
represented in order to illustrate how dispersion ;, 
quenched by a broad, diffused light source. 

From point A a cone of white light enters the windoy 
facet and separates into its component colors just ag jp 
Figure 1. From point B another cone passes through the 
facet and is similarly affected. But since these whit. 
beams arrive from different directions, their colored 
components inside the stone are refracted also in differ. 
ent directions. Likewise, cones from an infinite number 
of points not shown enter and contribute to the mixture 
of-criss crossing rays. The composite pattern formed by 
the ‘“‘window”’ facet on the pavilion is therefore bordered 
with a penumbra (a gradually blended shadow edge) 
instead of sharp edges that would result from a single 
point source. This penumbra-effect, which fuzzes up 
the edges of the pattern, also characterizes the entire 
beam throughout its breadth and length. It is sharp- 
ened a bit by the next reflection, but it continues on to 
the would-be spectrum only as blended white light — 
lacking in crispness and as uninteresting as the piece of 
crinkled tin foil. 

A very satisfactory fixture for a gemstone depart- 
ment, in my opinion, is a broad openly constructed 
crystal chandelier, which will harmonize with any inte- 
rior color scheme as well as with the general lighting of 
the store. Clear daylight bulbs may be used. For a 





We manufacture gold filled, rolled gold plate and palladium 


filled in all ratios on composition, nickel, phosphor-bronze, 


nickel silver and other base metals and in sizes and tempers 


to suit your needs. 


Gold filled and rolled gold plate may be had in all colors. 
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more decorative effect use clear “‘flame-’’shaped bulbs 
and, perhaps, inclose them in what are known as clear 
“chimney” shades. 


Equally effective on the brilliancy would be an old- 
fashioned bronze chandelier, especially one with the 
bulbs unobstructed underneath. In some designs the 
sockets, being sufficiently ornamental, are not made for 
shades, otherwise proper shades might be added. It 
could be modernized considerably by painting it the 
color of the walls and adding a little line trimming of 
gilt or other color prescribed by your decorator. 


A good location for the cluster would be more or less 
forward of the counter and ten or twelve feet away 
from the merchandise. This position would prevent 
the reflections on the show-case from bothering your 
customer, while a mat on the glass would keep them 
out of your own eyes. 





OLD WORLD AIR DRAWS WIDE TRADE 
(From page 218) 


The Old Gold Shoppe specializes in antique jewelry 
and silverware, diamonds and glassware. However, no 
watches are carried. Neither are repairs done on watches 

The window is 12 feet deep but only three feet wide. 
The glass is formed by a series of small leaded panes. 
English silver and china is sparingly displayed on a 
plain oak stand. The window is changed weekly. 

Although situated in a long row of stores the smallest 
of which is triple the size of the Old Gold Shoppe, the 
latter attracts a maximum of attention because of its 
unique appearacne. 





ACCURATE INVENTORY SYSTEM UPS TURNOVER 
(From page 234) 


chronographs, and waterproofs — the latter inventory 
considerably built up since the beginning of the war. 
Information on the stock of each is simply written in 
ink in three colunns on the page, with the main heading 
and price subdivision immediately below. 

Stock in each classification is listed first by stock 
number, then by description in a center column, which 
describes the type of watch and quality of case, such as 
ladies’ or men’s pocket, wrist or novelty type, in 
Karat gold, gold filled, or stainless steel case, followed 
by the price in the third column. Running across the 
page in this way, some classifications fill 20 to 35 
lines, while others such as models with sweeps second 
hands, fill only ten or more. Whenever any watch 
listed on the inventory sheet is sold, Heffern-Neuhoff 
watch salespeople merely cross it off heavily with a 
pencil — leaving whatever stock remains in that class- 
ification quickly visible by number. When new stock 
is bought to replenish the inventory, it is written in the 
clear spaces below the crossed-off items above. In 
this way, the page details in the clearest possible way 
the history of that particular bracket. If buying or 
sales are heavy, it is not difficult to turn over the page 
and begin the listings on the back. 

When salesmen call with watches, purchases are 
now made by referring to the book, and filling in to the 
minimum-inventory point set for each, or more if the 
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DISTRIBUTORS OF 50 FAMOUS LINES 


1 Seeland Watches 26 Marathon Co. 

2 Community Plate 27 Marvella Pearls 

3 1847 Roger Bros. 28 Shiman Mfg. Co., Inc. 
4 Wm. Rogers & Sons 29 R. F. Simmons Co. 

5 Tudor Pia e 30 Speidel Corp. 

6 Anchor Rogers Sterling 31 Louis Stern Co. 

7 Poole Silver Plate 32 Van Dell Jewelry 

8 Farber Bros. Kromekraft 33 Herschede Hall Clocks 

9 American Queen 34 Waterbury Clocks & Watches 
10 S. O. Bigney Co. 35 Ingraham Clocks & Watches 
11 Bliss Bros. 36 McClintock Clocks 

12 Bugbee & Niles Co. 37 New Haven Clocks & Watches 
13 Campus Men's Jewelry 38 Revere Hall and Chime Clocks 
14 Carl-Art, Inc. 39 Telechron Electric Clocks 

15 Carmen Bracelets 40 Westclox Clocks & Watches 
16 Dorson Jewelry 41 Ronson Lighters, etc. 
17 Deltah Pearls 42 Hamilton-Beach Appliances 
18 Excell Mfg. Co. 43 Manning-Bowman Appliances 
19 Finberg Mfg. Co. 44 Ekco Pressure Cookers 
20 W. E. Hayward Co. 45 Parker Pens 
21 Irons & Russell Co. 46 Shick Shaver 
22 Iskin Jewelry 47 Toastmaster Products 
23 Jacoby-Bender, Inc. 48 Silex Coffee Makers 
as 24 Kestenman Bros. Mfg. Co. 49 Terry Wollets 
o 25 Laguna Peai'!s 50 Rival Appliances 





en 
a a RE SR RR ie ta 


Se Ln 


@ FINE JEWELRY @® DIAMONDS 
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A Complete Line of Stone Rings 





Aisenstein & Gordon Ine. 


712-714 Sansom St. @G Philadelphia 6, Pa. 
| & 


Phone: Walnut 2-3995 





202 





















book indicates by dates pencilled along the crossed-off 
items that sales are frequent. Minimum inventories 
run anywhere from three to eighteen watches, depend. 
ing upon the item, and all purchases are being made 
according to the page ruling upon a specific watch. 

In the past we used to buy a few watches which sales. 
men carried as samples or which looked attractive jp 
their catalogues,” Mr. Neuhoff confessed, “hoping to 
sell them on the theory that we needed something new 
in the department. The inventory control system has 
taught us the fallacy of that idea completely, since jn- 
variably it was the loosely-purchased watches which 
showed the worst returns.” Heffern-Neuhoff now 
buys more often, but in smaller amounts, and has been 
able to keep the inventory in perfect balance for more 
than two years. 

Orders for replenishing stocks go out automatically 
when the page shows that a number below the min- 
imum stock rate has been reached. In the back of the 
book are a stock of order slips which are passed back 
to the buying office by any salesman who discovers that 
sales have reduced the stock below whatever minimum 
has been set. 

Each page covers a year — although additional pages 
have been added where popular ladies. wrist-watches 
in gold are concerned, and on the novelty page. Re- 
sponsibility of these pages, according to Mr. Neuhoff, 
is to keep the stock in the correct proportion. 

The total story and perpetual inventory with turn- 
over information is kept on large ledgersheets which 
fold into the front of the book, and are separately main- 
tained. In headings for each class of watches are 
spaces for inventory, Purchases, Total, Cost of Sales, 
and Present Inventory. This gives the inventory the 
first of every month, and represents Mr. Neuhoff’s de- 
sire to increase turnover. “To increase our turnover it 
was desirable to reduce the inventory,’. he explained. 
“We know how much sales we must make to increase 
our turnover one time or more without increasing stock. 
In January we started out to make reductions on quota 
based on sales of the previous year, to reduce our in- 
ventory as rapidly as possible by eliminating shelf- 
warmer or ‘deadhead’ stocks. The quotas we dis- 
tributed among the months of the year according to 
sales the year previous — for example, to reduce 
$1000, we couldn’t set a reduction quota of $87 per 
month, but lumped this at $200 for one month, $55 
for the next, etc., and reduced the stock by simply 
failing to replace the slower-moving items. Actually, 
we put a brake on buying in specific classifications, re- 
fusing to buy until the watch concerned was in the 
faster-turnover bracket. All pressure was put on old 
goods, slow movers, etc., until within 24 months the dif- 
ference was like that between night and day. Reduc- 
ing our stock to clean, fast-moving merchandise brought 
us up In 24 months from one half of one turnover a year 
to one and a quarter, and has made it possible for us 
to buy without error. We've also aided the watch de- 
partment in building up a reputation for clean stocks, 
and brought in dozens of new customers.” 

As outlined before, Heffern-Neuhoff is planning to 
use the same system on sterling and other merchandise, 
adapting it in each case to the item. The watch stock 
book, however, has become a real improvement over a 
two year period. 


THE JEWELERS’ CiIRCULAR-KEYSTONE 











The Book Shelf 


Gem Books 


Tue Ast of Goon Cutting, (By H. C, Dake and R. M.Poarl, Mineralogist 
Book Department, The Jewelers’ Circular-Keystone, 100 E. 42nd St., New 
York 17. 

rMHERE is considerably more in this little paper 

bound book for the jeweler than the title would 
suggest; for it is filled with information on the idio- 
syncrasies of different stones, with testing data and with 
descriptions of the use of instruments. 

The introductory part deals with various techniques 
used in cutting and with the equipment. It is full of 
practical information on the treatment of the saws and 
laps, the operating speeds, the abrasives and special 
techniques for hard and soft stones. There are sections 
on special problems contributed by other authors; a 
Chicago doctor describes his facetting head, a_bed- 
ridden lapidary describes the equipment he uses, a 
California amateur sums up the theory of polishing. 

Comparatively few jewelers do their own cutting, 
hence, the demand for information on the lapidary 
aspects might seem to be confined to the amateurs and 
the few jewelers who make a hobby of their profession. 
However, browsing through the book turns up inter- 
esting and useful bits of information which would do 
the jeweler no harm. The importance of the cleavage 
in zircon is something the average dealer would not 
think about, and Dr. Dake points out that by re- 
orienting and re-cutting Siam-cut zircons he can often 
improve them considerably. 

In criticism of the book, one has a feeling that it is 
somewhat chopped up; lapidary equipment comes in for 
mention in several places through the book, the dif- 
ferent stones requiring special treatment or techniques 
are not placed together and it is difficult to look up 
some special point on which information is desired. 
As the authors point out, professional lapidaries are 
notoriolisly secretive, but a section on commercial cut- 
ting would be a desirable addition. We did not find a 
discussion of the merits of the bonded diamond laps 
which have recently come on the market, and which 
may, for all we know, become very important in the 
lapidary field. 

Despite the suggestions for changes in the next ed- 
ition that we have given here, it is well worth the price, 
both to the jeweler and the amateur lapidary. Even 
if the jeweler is not himself interested in cutting he is 
likely to be looked to as an authority in that field by 
his fellow townspeople, and in this role he will find here 
the answers to their questions about equipment, tech- 
niques and sources of supplies. 





Gem Testing. 
$5.00. Available from Book Department, The Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17. 

HE first American edition of Mr. Anderson’s excel- 
lent gem testing book appears shortly after our 
review in March, of the 4th English edition. There 
are almost no changes in the American edition, except 
that technically, it is a far better job of bookmaking. 
The type is smaller but better spaced, making for 


FoR May. 1948 





B. W. Anderson, Emerson Books, Inc., New York, 1948. 
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POPULAR, FAST-SELLING 
STREAMLINER AND — 
MERZFOLD 
Original : 
F.0.MERZ& CO. — 


Creation $ : J 
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: Streamliner 
| No. 468 


Merzfold 
No. 432 


Unique styling and superior 
craftsmanship make these F. O. 
Merz & Co. specialties instant sellers. Fashion- 
able patterns...convenient, roomy sections for 
coins, bills, photos, tickets, etc. Both items nylon- 
stitched for durability. 


Available in Silk Plaids, Fashion Stripes and Moires. 
Streamliner — $10.80 to $12.60 Dozen. 
Merzfold — $7.50 to $10.80 Dozen. 
Available in Leather—$18 to $48 Dozen 


AN F.0.MERZ& CO. 


QUALITY 


104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 
BOSTON 7, MASS. 





PARKER HOUSE, 


| GRIP”, and the Pennsylvania Dutch motif in personal leather goods. 
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clearer reading, the tables are set up to take up one 
page instead of carrying over from another, and the 
Table of Contents is far fuller and more explanatory. 
The advertisement pages customary in so many 
British books of this type are omitted from the Amer- 
ican edition. It is an interesting comparison of the 
relative merits of British and American bookmaking 
with all the honors going to the Emerson Press. Its 
publication in this country is also a good thing for the 
jeweler, for it will be much more readily available than 
it was before; and it is a book that we highly recommend. 





Gemmologists’ Compendium. By Robert Webster. N. A. G. Press and 
Henry Paulson, London and Chicago, 2d Ed., 1948. Available from Book 
Department, Jewelers’ Circular-Keystone, 100 E. 42nd St., New York 17 


HE second edition of this fact-crowded book is 

very properly no longer known as a “pocket” 
compendium, for it has been somewhat enlarged and 
some useful information added. There are a number of 
color plates which dress up the book but, with the excep- 
tion of the spectra of the different gems, really prove 
very little. The average jeweler is sufficiently ac- 
quainted with the color range of the stones he handles 
to learn nothing from a few color pictures. 

The first portion of the book is a glossary of terms, 
the pertinent ones however, will be found in other places 
and the others could be looked up in ordinary diction- 
aries. The latter part gives many useful data lists; a 
table of crystal systems, a table of specific gravities, a 
table of hardness, a list of refractive indices, pleochro- 
ism, absorption spectra, colors, and localities. We find 
considerable mention of imitation and synthetic stones, 
plastic, glass, and imitations of ivory. Lastly, Mr. Web- 
ster has given chemical data, some specific tests of a 
chemical nature, and conversion tables for different 
weights; (from which carats could be derived) and a 
short series Of logarithms. 

There is a lot of useful information in the book, and 
it is worth having on the chance that you might find 
there some information that you need. On the other 
hand, there is a great quantity of useless data, which 
the jeweler will rarely use and one wonders if it would 
not have been better omitted and the book kept to 
pocket size. [t would never occur to anyone who wanted 
to use logarithms to look here for them; those of us 
who use them have long since acquired larger books 
with nothing but logarithms. The same is true of a 
chemical periodic table, a Greek alhpabet, and micro- 
chemical tests. However, a man who does not have 
the other books, and many jewelers will not, would soon 
become familiar with the varied contents of this com- 
pendium and undoubtedly find himself referring to it 
frequently. The photo-micrographs are excellent. 

—F’. H. P. 





SUMMER GLAMOR SELLS DIAMONDS 
(From page 191) 


if a woman has some place to go. And usually she 
makes the place to go. 

There are 3,294 golf and country clubs in this country. 
Practically every one of them has a Saturday night 
dance. If you haven't been at a big dinner-dance lately, 
get yourself invited to the best country club in your 
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a. compote 
b. candy dish 


Krome-Kraft 


smart table accessories 
in chrome and fine glass — 
nationally advertised 


When gift-seekers shop for something really 
different, they naturally turn to Krome-Kraft. 
Why? Because Krome-Kraft does not dupli- 
cate anything in your store! Quality chrome 
and fine hand-made glass are ingeniously 
combined in modern table accessories of 
sparkling beauty and utmost utility. Patented 
holders protect the glass, snap off-on for easy 
cleaning. Get descriptions and prices of com- 
plete line, including beverage sets, today. 


FARBER BROTHERS 


15 Crosby St., New York City 








“Distinguished for Quality" 
Krome Kraft | . 


FARBER BROTHERS 
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and observe the expensive dresses, the $35 
slippers, the fancy earrings, the gold kid evening boxes. 
There are 855 jazz bands, dance orchestras and sym- 
phonics in this country. Granting that the latter go 
down in moth balls except for short seasons at such 
places as Ravinia and Tanglewood, the 750-odd jazz 
blare away nightly at hotels, road houses, on 


bands 


boats, at resorts and in amusement parks. Most women 
dress up when they go dancing. 

Then folks get dressed up to get married, and to look 
on when their friends get married. In four months 
June through September, 1947, there were 759,994 
weddings in this country. A summer wedding is 
usually a gala affair. Outdoors, garden setting, refresh- 
ment tent, old friends meeting and greeting. The wed- 
ding party wears veritable evening dresses and every 
woman guest has bought at least one new thing to wear. 


county 


In summer there is a great deal of entertaining for 
visiting sisters-in-law and cousins. Bridge-luncheons, 
lawn teas, twilight cocktail parties, and in the South, 
delightful 11 o’clock coffee and cola parties in the cool 
of the morning. Women know they are on exhibition 
at all these affairs, so they dress up. Why not induce 
them to dress up in some of your jewelry, especially in 
vour better gold stock? Remind them that diamonds 
are smart all summer long. Here are five’ things you 
might do profitably: 

1. Find out from your local society editor what big 
events are coming up at the country club or who is 
having an important benefit party on somebody’s estate. 
Put in a window display of appropriate jewelry; write 
cards saying “*Gold jewelry (one of a kind) for the best 
dressed women at Greenhills Club Dance July 10,” or 
“A new diamond ring may help your bridge and can’t 
hurt your looks: Elmhurst Garden Tournament, benefit 
Elmhurst Hospital.’’ Such a display will make cus- 
tomers conscious that you know what’s going on 
socially. 

2. Install a Frost-white Diamond Window for two 
weeks during the hottest part of the summer. Decorate 
the whole window in snow, icicles, frosted branches, 
blue lights. Explain on cards that the ultimate in color 
for a fine diamond is a clear, frosty white. Feature un- 
mounted stones and some diamond and platinum pieces. 

3. Show your faith in the summer dress-up idea by 
dressing up the store interior. Clean out cases. Put 
down grass rugs. Bring in some cool wicker furniture 
so that customers can sit down and rest. Put white or 
pale green or aqua curtains in your window. 

4. Have a “‘jewelry store garden party” for a solid 
week. Display every piece of jewelry or silver with a 
lower motif. Get a loan exhibit of flower paintings 
from a local artist, or borrow flower prints from a dealer. 
Invite people to exhibit pictures of their gardens. Have 
fresh flowers in the store every morning. Put a little 
striped awning made of colored paper in the back of 
your window and the smallest-size flower pots in a 
border along inside of the glass; fill pots with artificial 
grass and stick brooches or coffee spoons in them. 

0. Advertise your diamond service in summertime. 
There is less advertising in local papers. People have 
leisure to read. Build for fall engagement ring business. 
This is a good time to work out scripts and make re- 
cordings if you are planning a fall radio series, too. 


FOR May, 1948 

















ed SN 





THIS HANDSOME LUCITE VELVET LINED. 
DISPLAY CASE WITH YOUR NEXT ORDER 
FOR ONE DOZEN A-S-R LIGHTERS 
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MAKERS of GEM RAZORS 
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is INCHES TALL Het the smartest 
8 INCHES LONG) merchandising display 
in years—created to 


er help you sell more A-S-R 
Guaranteed Lighters. It’s a miniature 
a show-case with power- 
Safety ful eye and sales appeal. 
_ | i Feature the new A-S-R 

ine q Lighter with simple. 
Division | P iit light switch action—new 
Sieehion \ " / | simple filling ease — new 
Ha YH extra fuel capacity. Re- 





1, N.Y. 


* 


tails at $7.50. 





ASK ABOUT THE GENEROUS A.S.R. AD 
SEND YOUR ORDER NOW 


A. JOS. BALTIN CO., INC. 


7140 SANSOM ST. PHILADELPHIA 6, PA. 
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SYNTHETIC STONES 


UT WITH PRECISION & CRAFTSMANSHIP 
has made METROPOLITAN GEM CORP. 
a LEADER in its FIELD! 


ALL SIZES FACETS + BUFF TOPS - CABOCHONS 
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Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 

- Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon Pear shapes 


Golden Sapphire Navettes 
White Sapphire Barrels 


Blue Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Erinite Ruby Rods 
Tourmaline 


GEM STONE DRILLING 


Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 








ETROPOLITAN 
GEM CORPORATION 


12 JOHN STREET © NEW YORK 7, N.Y. 


Digby 9-1523 
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Announcement 





OSCAR TRILSCH COMPANY 


announces the removal of its New 
York office and showroom to new 


enlarged quarters at 


366 FIFTH AVENUE 
NEW YORK CITY 1 


New telephone LOngacre 4-3328 
* 


We invite you to visit us and see our 


complete line of JEWELRY BOXES 


Factory: 


150-25 18th Avenue, WHITESTONE, N.Y. * Flushing 9-2365 
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WEST 48 STREET PLAZA 7-3874 


KINGSLEY! 


WORLD'S FINEST MONOGRAMMING MACHINE 











STAMPS EVERYTHING 
Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Xmas Cards 
Gift Items 


Right in your 
own sfore 
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WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 






° Eisy ve OPERATE 
Kingsleg STAMPING MACHINE CO. 
HOLLYWOOD 28, CALIFORNIA 
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WINDOWS WORK 24 HOURS A DAY 
(From page 228) 


further underline that we have the newest designs and 
the finest mountings. Our most popular diamond price 
range is In the $50 to $250 bracket. 

A good-will wooing device which this Mid-Western 
retailer is using effectively involves publicizing a guaran- 
tee that if a set 1s lost out of a diamond ring during the 
year following the time of the purchase, the store will re- 
place it without charge. ¥ 

Customer relations is a phase of merchandising that 
concerns this retiler. He puts his clientele in two cate- 
sories—(1) those who like to consider every tiny detail 
before reaching a decision on a purchase, and (2) the 
customer who likes to buy quickly and get it over with. 

He encourages his four clerks to apply psychology in 
sizing up each shopper in discovering in which group he 
falls. . 

Split-second selling, he concludes is preferred by most 
present-day shoppers. Life moves at a racy tempo and 
jewelry selling is no exception. Which explains why Mr. 
Bernstein had handy drawers built under all display 
cases recently in speeding up service. 

“Streamlined service is a No. 1 current need,”’ he said, 
“because if a customer has to wait long for the clerk 
to lay his hands on merchandise, he becomes impatient, 
and out of the mood to buy.”’ 

“A dollar sacrificed today will repay a hundredfold 
tomorrow,” is Irving Bernstein's way of explaining that 
he makes cheerful refunds on purchases. 

As for the future, two things are certain, here. Mr. 
Bernstein plans to counter the dwindling number of 
price-no-object buyers by centering interests and energy 
on staple jewelry merchandise in well-known names. 

The tailor-made jewelry service is a steady day-to-day 
performer. More emphasis on this service is a second 
future goal. 





CORNER LOCATION INVITES STORE TRAFFIC 


(From page 232) 


cases are well lighted from the top and also, in many 
instances, from the side. Special attention was given 
to the Silverware Department with the introduction of 
flatware tables and specially lighted and colored wall 
case displays suitable both for chests and hollowware. 

The office was concealed much more than is usually 
done. The credit desk was placed in front of the round 
display with the credit window on the right side, con- 
cealed somewhat by other cases. The office was lo- 
cated behind the curved display. 

The interior colors were designed to give spaciousness 
and interest to the inside of the store. The ceiling was 
elected in two shades of light turquoise blue with a 
washable fabric of somewhat deeper turquoise above 
all wall cases on the right side. 

As mentioned above, black ebonized maple was used 
over the wall cases on the left. At the front, the glass 
doors, side light and transom extend to the lowered 
celing area which is a continuation of the exterior ceil- 
ing. Colors in the wall cases are turquoise green, a light 
chartreuse, grayed vermillion and gun metal colors 
subtle enough to allow full value of display to the 
merchandise. 


FOR May, 1948 
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Like all Benstock rings, these New Masonic 
encrusted ruby rings (described on our new 
oh fol fole Mm olele(-mmer 100M Mie | ¢-MMol! | am-> cal ltl 1) 4-Mlad-tolilel it 
— from our designers’ boards to the finished 
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Pare ML<-Meeli Me -\-lir dele Mm alile  MMRiil-t- Mellel lite] Fil -tols 
business for you — profitable business. Designed 
for value, priced for volume — profitable sales. 


Your wholesaler or jobber will be glad to give 
you the story of BENSTOCK — the Buy-word in 
Men's Rings! 


—— - - the initial of a profitable friend 


~S) BENSTOCK 


INCORPORATED 


73 CHIPPEWA ST. WA. 7700 BUFFALO 2, N. Y. 
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Diamond 


SHRINE RING 





¢ # 1942 D 

14 K. Ring, black enamel top with 

solid platinum emblem, paved with 
10 finest quality diamonds. 


$270. Keystone 



















BA ROSE ST. NEWARK 8, N. J. 
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Heirloom Styles .. . 
by SCHNEIDER 


To satisfy the current 
demand for antique jew- 
elry and _ reproductions, 
SCHNEIDER presents 
individually styled rings 
and earrings to match; in 
gold, diamonds and _ pre- 
cious stones on a back- 
ground of French enamel. 
Send for full particulars 
of the complete line 


NOW. Address Dept. J. 













D. SCHNEIDER 
Antique and Modern Jewels 


74 West 46th Street ° New York 19. N-Y. 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 





Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


We will be pleased to serve you. Our packaging 
designer is always at your service for special problems, 


GENERAL CASE CO., INC. 
WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 























OPENING FOR 2 WATCH SALESMEN 


Wide awake salesmen who have good retail fol- 
lowing are wanted by well established importer 
of popular priced Swiss watches. 


Territories open are; 

(1) CALIFORNIA — WASHINGTON — OREGON 

(2) TEXAS — OKLAHOMA — ARKANSAS — 
LOUISIANA 


Address BOX “G.911” care of 
JEWELERS’ CIRCULAR KEYSTONE 


100 EAST 42nd STREET NEW YORK 17, N. Y. 
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‘CLASSIFIED’ ADS BRING SECOND CHRISTMAS 
(From page 236) 


laughed their heads off and bought their heads off at 
Rose Jewelers because the copy was “‘different’’ and 
made them eager to get to the store before the bar- 
ains were gone. Some of the ladies said: “*When I 
read that ad I just couldn't wait to pick out the things 
| wanted.” 

There are certain late hour restaurants around Bal- 
timore where folks congregate for a snack and a look 
at the early morning editions of the newspapers around 
midnight. In these restaurants all the patrons were 
reading and talking about the ad. Phone calls came in 
saying, ““ You ought to have been in ’s restaurant 
last night. The whole bunch there were talking about 
that ad.’ Next day even the radio stations (news- 
paper competition!) called up with congratulations. 
Perhaps the ad would have made a swell radio script. 
It had the kind of lingo that disc jockeys love to pour 
into a microphone. 

The Rose store became crowded with buyers who 
feverishly wanted those advertised items. The staff 
behind the counters complained of starvation because 
it couldn’t get time to go to lunch. The store moved 
and sold out stock that it had never hoped to move 
before. The salesforce dug up everything they didn’t 
want, priced it for the sale, and found the public 
wanted it very much indeed. 

The big ad was followed by a small one on Feb- 
ruary 7th, devoted exclusively to a pair of boudoir 
lamps. Those lamps were completely sold out by 3 P.M. 

In congratulating its advertising agency, Leon S. 
Golnick & Associates, Baltimore, Md., the management 
of Rose Jewelers issued a statement saying: “This ad- 
vertisement created a lot of interest and excitement, Joble in 
not only among the general public but among business Ae Gold 
men and women all over town. We got a great many 
phone calls from department stores and other retailers, 
telling us they thought it was very good advertising 
and merchandising. We did a tremendous 3 day bus- 
iness; some of the best days we ever had — in fact, it 
was a Christmas holiday rush in February.” 











THE AD-VISER 
(From page 238) 


lime or body copy, get a “‘type book”’ from your local 
newspaper office. This book will give you specimens of 
all type faces available at the plant. Then you can see 
exactly what you are ordering. 

Incidentally, it is of utmost importance to get your 
store name in the advertisement in large bold letters. 
Don’t let anybody talk you out of that. Do not be 
modest. Use the largest and most distinctive type 
that’s possible. Allow plenty of white space to surround 
the name so that it will stand out. Every advertise- 
ment should carry your *‘Logotype” and it should 
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always look the same. This is the only way that you i, 
can familiarize the public with your name and it is | # Ou “DEVINE” RINGS 
the best way to get readers to know instantly who is | #e2"s* STATE S23 wetc A Gece bee 
advertising. ae : 

L MAKER 


While many types of illustrations are effective in an 
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(Please turn to page 280) 
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WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 
others you have ever seen. The imagination of a great designer. 
William S. Warren, translated the masterful technique of full- 
formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling. like sculpture, has °“Third 
Dimension Beauty”... beauty in front. beauty in profile. beauty 


in back. 


ONLY IN WALLACE STERLING will vou find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 


WALLINGFORD, CONNECTICUT 
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Typical of the many 
grooms-to-be who vis- 
it the Aiken firm is 
this soldier from the 
nearby Air Force field, 


Systematic Record-Keeping 


Assures Steady Bridal Volume 


OW important are weddings to the jewelry busi- 
ness’ various departments? 

‘For twenty-seven years, | have catered to newly- 
weds,” said Dr. C. H. Aiken, owner of Aiken’s Jewelry 
Store in San Marcos, Texas, “‘and during this time, 
they and. their families and friends have helped me 
make my store what it is today.’ His completely 
equipped, attractively arranged store and successful 
business are evidence that in the jewelry business, it 
pays to cater to brides and grooms. 

Although Dr. Aiken handles articles for all age 
groups and has a watch repair department and an 
optometrist’s office in his jewelry store, gifts for newly- 
weds have been so emphasized that it has become cus- 
tomary for the bride-to-be and groom-to-be to select 
their pattern in crystal, china, and silver when they 
come into the store for their engagement and wedding 
rings. It has become customary also for relatives and 
friends of the bride-to-be and groom-to-be to go to 
Aiken’s for wedding gifts, whether it be for a complete 
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set or only one piece, of sterling silver, china, or crystal, 
in the chosen pattern. 

Today the children of couples who bought wedding 
presents from Dr. Aiken during his first years in busi- 
ness are patronizing Aiken’s Jewelry Store — selecting 
patterns and gifts in the same way their parents did. 

Many of the couples whose wedding gifts came from 
Aiken’s during his first years in business are today 
receiving gifts from the same store for their silver 
wedding anniversaries. 

Systematic records are kept by Aiken employees of 
the patterns selected by the bride-to-be and groom-to- 
be and of the number of pieces of each pattern sold. 
If the couple wish a service to set the table for six, 
eight or twelve, Aiken employees advise the customers 
when the silverware or the china or the crystal service 
is complete in order that other gifts may be purchased. 
Recently one very popular bride-to-be was telephoned 
by one of Aiken’s clerks and told that all of her patterns 
were completed, and that her friends were still coming 
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in to buy gifts for her. The young woman then went to 
the store and selected an “every-day” pattern which 
her friends soon bought for her a piece or two at a time. 

These records are invaluable to the married couple 
down through the years when gifts for their anniver- 
saries and other occasions are purchased for them, or 
when they want to increase the size of their service. 

Even when a couple has moved away from San 
Marcos and has forgotten the name of their pattern, 
all they have to do is write a letter asking the name of 
the pattern and Aiken employees send the information 
to the couple. This usually means an order for Aiken's 
Jewelry Store, which is a good reward for kindness 
rendered. 

A free gift-wrapping and delivery service is furnished 


by STELLA WOODALL 


Exterior view of the 
Aiken store. The firm 
has found that window 
displays are among the 
most effective means 
of placing bridal mer- 
chandise before public. 


by this store. This is a great convenience to the bride- 
to-be as well as to her relatives and friends. It is a 
special convenience to Aiken’s credit customers, inas- 
much as these customers can telephone Aiken’s em- 
ployees to send a gift to the bride-to-be without the 
necessity of going to town. 

“When gifts are bought for showers, for instance,” 
says Dr. Aiken,” we wrap the gifts appropriately and 
deliver them to the place of the shower before the 
guests arrive. And gifts for Christmas, birthdays, 
and other occasions are given the same careful and 
prompt attention. This service is a good drawing card 
for the store.”’ 

Coming to San Marcos in 1921 from San Augustine, 
Texas, where he operated a small jewelry and watch 
repair business, Dr. Aiken bought a store where sta- 
tionery, books, magazines, music, and a circulating 
library were larger departments than jewelry. Dis- 
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carding all except the music and jewelry departmen; 
Dr. Aiken installed a complete line of jewelry, crys 2 
silverware, and china. Being a good watch repairman 
and optometrist, he also included these departments 
in his new store. 

It did not take long for young married couples fy 
learn that they could get first class standard merchap. 
dise at reasonable prices plus all of the CONVEniences of 
buying at Aiken’s Jewelry Store. 

A few years ago, Dr. Aiken decided he needed 
manager for his store. Allen Woods was the man for 
the job. He had started working for Dr. Aiken at the 
age of fourteen and has been with him ever since, ey. 
cept for the three years he served in the United States 
Army during World War II. 











‘I started as office boy, or you might say general 
flunky,’”’ Mr. Woods stated. “‘I studied watchmaking 
under the instruction of Dr. Aiken and gradually took 
over that department. Later I was made _ general 
manager of the entire store. I try to run it just as Dr. 
Aiken has always run it, with special emphasis on gilts 
for newlyweds.”’ 

When questioned about his best method of advertis- 
ing gifts for newly married couples, Mr. Woods said: 
‘We have had more notable success in window displays 
than in any other type of advertising. Being situated 
between the postoffice and a popular drug store, nearly 
everybody in town passes our place and sees our show 
windows. We keep the displays in these windows at- 
tractive.” 

A State college and an Army Air Field located in San 


(Please turn to page 280) 
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HERE ITIS...just the sort of pattern 
you've been asking for. A floral! A rose- 
patterned floral! It’s International 
Sterling’s superb “Wild Rose,” a timed- 


just-right addition to our linc! 





One glance will tell you it’s the perfect 
answer to the customer demand you hear 
over and over again...‘* Please show me a 
floral pattern that’s not too plain, not too 
fancy—something with lovely lines and just 
enough ornament to dress it up!” 

That’s “Wild Rose”...a delightfully 
graceful pattern with beautifully carved wild 
rose details. The pattern’s romantic. The 
name’s romantic. A perfect pattern for pro- 


FOR May, 1948 


Customers asked you 


for this type of pattern... 


You asked us for it... 





motion in the heart of the summer-bride season! 


Order ‘*Wild Rose” and be ready! And be sure to 
«sk your International salesman about the ‘ Wild 
Rose” holloware, specially designed to match! 
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“I'd love to buy sterling for Mary... 
but it’s so hard to know . what shed like...” 
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SOLID STERLING BY Yoga (ME 
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it’s an old story. The lady is honestly puzzled. So many pat- 


terns! Which will satisfy Mary . . . fit into her home? You must 


help her... or the sale is lost! 


Recognizing the relationship between sterling patterns and the PURITAN 
general tenor of a homes furnishings Frank M. Whiting has 
invited America’s leading decorators and designers to provide 
the professional guidance . . . and assurance. . . your customers sian 


need. That's why your selling job will be easier. 


. . . a + ay? , ~ Ms ap aT (s 
News of this expert advice will be brought to more than ee SS 


TALISMAN ROSE 


35,000,000 potential silver customers by Frank M. Whiting’s 
national adverising campaign during 1948. These famous 


decorators will relate Frank M. Whiting patterns to distinct 





types and periods of homes. 






Guided by their advice you can recommend patterns for your 


customers .. . secure in the knowledge that the pattern is correct 





for the home it graces . . . confident that the sale will be made. pee ee 





Peas 


In every way Frank M. Whiting will keep helping you to sell .. . 





and your customers to buy. You can help by presenting the ml 


program properly to your customers . . . by featuring Frank 
PRINCESS INGRID 





M. Whiting patterns and displays. Your Frank M. Whiting rep- 


resentative will be glad to outline the thinking behind this new LL 


approach ... and the plan itself . . . to you. 






THE ADAMS 


MERIDEN -@ CONN. 


~< 


AND COMPAN 


For May, 1948 267 i 




































, bein $ ¢@ 
ling Silver — q word Fg facts 
Sterling ve salesme following 
to ¢ 
invite yoo? nan oqo 










thers ~°- 
Bullard Bro _ 1, Co 
0. H. Aros! 


Ads of this sort, sponsored by the three 
Minneapolis firms, present facts about 
sterling not generally known by the public. 














N an effort to combat increasing competition from 

door-to-door silver salesmen, three of the oldest and 
largest jewelry firms in Saint Paul, Minnesota, began 
an educational program beamed to the public by run- 
ning a co-operative advertisement in a widely cir- 
culated newspaper. 

The O. H. Arosin Co., established in 1881, H. Bock- 
struck Co., in business in the city since 1883, and Bul- 
lard Bros. Co., who began in 1884, are names that spell 
confidence. Members of these firms consulted and, 
from an exchange of ideas and suggestions, mapped 
out a list of points which they felt would be most effect- 
tive to bring before the public. By bringing out the 
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Minneapolis Combats the Peddlers 


Cooperative advertising, designed 
to tell the public about sterling, 


pays off for these three jewelers, 


by E.C. PITKIN | 


advertisement under the combined names of firms go 
well established in the community, it was thought 
more weight would be carried. than under single 
sponsorship. 

Services and price were important factors to be pre- 
sented. A mutual advertisement would show that 
these services are offered generally in established 
stores and that prices with services are no higher and 
often lower in jewelry stores than those quoted with- 
out services by door-to-door salesmen. 

‘This outside competition is a mutual danger which 
must be met co-operatively’’, said EK. W. Kohlsaat, 
president of Bullard Bros. Co. ‘“*The importance of 
stores standing behind their merchandise is one of the 
factors with which the public should be familiarized, 
Services should be widely publicized. If stores com- 
bine to let potential customers know that these are 
available and should be expected, each store will profit. 
The public must be educated to values.”’ 

The advertisement stated specifically the advan- 
tages of buying sterling silver in an established jewelry 
store. The importance in terms of satisfaction of 
choosing patterns from a wide selection rather than 
from a few was stressed. Engraving and chests sup- 
plied by regular dealers were noted. Comparative 
price was considered a number one point. Too many 
persons, it.was felt, are not familiar enough with ster- 
ling silver. If, through the advertisement, they can 


be brought into established stores they can be shown 
what they are missing in actual value by dealing with 
canvassers. Few persons who see a silver layout of 
many patterns and who are given opportunity to study 
comparative prices are content thereafter with offer- 
ings of door-to-door salesmen. 

‘Jewelers should establish the knowledge that they 
give quality reasonably in price,” said Charles Thoele, 
president of O. H. Arosin Co. *‘ Working together to 
this end will accomplish more than any single effort. 
The knowledge, too, that jewelers can deliver patterns 
that they advertise and will not advertise what they 
do not have in stock helps to draw customers into the 
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ai \ “tells more people than ever before 
of the beauty of Watson Sterling! 


Tie your store in by using re- 
prints of Watson ads as counter 


AGAIN THIS YEAR—bigger than 
ever! Watson Sterling advertising 
in four leading publications will 
reach over 33,400,000 readers in 
1948, more than ever before. 


displays—by running Watson 
dealer mats over your own name 
in your local paper when the 





That means more of the people 
in your community will see 
Watson ads this year than ever 
before. And that means a bigger 
than ever opportunity for you to 
cash in on Watson's national cam- 
paign by identifying yourself as a 
Watson jeweler. 


national ads appear. 

Clip this complete Watson 
schedule for handy reference, and 
write for reprints of Watson ads 
and dealer mats for the 12 lovely 
Watson flatware patterns now. The 
Watson Company, 858 Watson 
Park, Attleboro, Mass. _ 


Remember the Dates Watson Sterling Ads Appear! 


LIFE—Apr. 12, % page; May 10, % 
page; June 7, 2 page; Sept. 6, 
% page; Oct. 4, % page; Nov. 
8, 2 page 


BRIDE’S MAGAZINE 
Feb. 15, 2 pages, 2 colors; May 
1, 2 pages, 2 colors; Aug. 15, 
page, 2 colors; Nov. 15, page, 
2 colors 


CHRISTIAN SCIENCE 
MONITOR MAGAZINE 


Apr. 3 and 24, May 15 and 29, 
June 12, Sept. 131, Oct. 2 and 
23, Nov. 20 


SEVENTEEN 


June, 2 page; Sept., 2 page; 
Oct., 2 page; Nov., 2. page 


#42 


¢ Watson features lovely Lotus in the May 10 UFE and the September SEVENTEEN. 


“lion Heeling?» Nationally Known As 


SILVER WITH THE BEAUTY OF OLD MASTERPIECES ‘ 
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stores and leads them not to be satisfied with lesser 
services’ 

The Arosin Co. followed up the advertisement with 
letters to those on its mailing list calling attention to 
the contents of the advertisement and enclosing a 
folder. 

‘‘That established jewelers can meet prices of out- 
side salesmen and often give lower price is important in 
a general educational program,” said Herbert A. Bock- 
struck, president of H. Bockstruck Co. “‘If it is estab- 
lished that this can be done by a group of stores, who 
are also able to give large selection and many other 
customer services, much of the sales talk of door-to- 
door salesmen loses its point. Weights should also be 
stressed, showing the difference between medium and 
heavy weights, which many who are not silver con- 
conscious do not know. We show in figures how place 
settings can be purchased in stores for less than prices 
given by outside salesmen.” 

Although the advertisement has been only recently 
run,, many faverable comments have been received by 
the several stores. Inquiries have been made by poten- 
tial customers. Wher this occurs, a copy of the adver- 
tisement. is brought out and the points made in it are 
gone over with the cusomers, establishing the feeling 
that the firm is trying to help insure best value and 
service in so important a purchase as sterling silver, 
and that it stands behind everything that is sold. 

The firms have received excellent co-operation from 
silver manufacturers who sent in many advertisements 
which proved of assistance in compiling the one that 
was run. Many salesmen have taken copies of the ad- 
vertisement. The Bullard Co. has sent a copy to every 
manufacturer with their salesmen who call at the store. 

It is planned to publish a co-operative advertisement 

(Please turn to page 284) 
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Individual ads, such as those 
shown on this page, are run by 
the three Minneapolis jewelers 
and are devoted to specific 
items of flatware, hollowware. 


MERIC4 y 


TORIAN 


" above b 
at cy » Sy lead; 
li very. ent flatware ‘eelinmetican 
h Of the desig hIY elaboras%19n of 
selene is open mrat® semi. 
Ok, 29 y 
ou 


ly e 
open 


THe JEWELERS CiIRCULAR-KEYSTONE 








AF LASTING HAPPINESS 


* ~ % 

BS =e . 
' + 

i323 3 a. . 


JE, “S 
jaa ~ 












(OF all wedding gifts—silver is most 
--\practical—most pleasant to give and 

) to receive. Of all silver—Poole Hollow 
\ ware is outstanding. Lasting beauty— 


aay exquisite workmanship ‘make Poole 


PORN 


“e 


\ Hollow ware the finest of bridal gifts. 
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Tie-in with this Poole campaign in the leading 
women’s magazine. Write to your Poole distributor _ 
for tie-in mat ads. < eot 
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Merchandising 






Makes Sterling 
No. I Seller 
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Above — Typical sterling ad run by 
the Slater firm to build up silver 
consciousness. Left — Brides-to-be 
are “screened” for pattern prefer- 
ence by being shown trays contain- 
ing 24 different types of forks. 














Y putting extreme concentration and merchan- the sterling department is the one which suffers from the 















dising effort behind sterling silver it has become a least promotional effort,’ Mr. Slater said, ‘‘and how 
much more important source of sales volume at Slater well we have concentrated on this may be illustrated by 
Jewelry Company, 50 N. E. Second Avenue, Miami, the fact that in a recent month, with a $75,000 overall 
Florida. In the short space of two years the firm’s sales volume, sterling silver accounted for $36,000. 
sterling silver flatware and hollowware merchandising Thus, where the average jewelry store departments 
has been so successful that it is now the No. 1 depart- rank in importance diamonds first, watches second, 
ment in the store. and sterling third, sterling is definitely far out in 
Slater's, two years old, is headed by president Fred front in our store.’ Last December, as another exam- 
C. Slater, who has more than 25 years of experience ple, the Slater store showed an increase of $15,000 over 
with southeastern jewelry organizations, the results of the preceding December, all in sterling silver flatware 
which are reflected in every facet of sterling silver and hollowware sales. 
merchandising. ‘“We determined from the outset that What makes this department click so well? Mr. 
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Quality, value, and style—these three are built into 
every offering of Whiting & Davis. Quality you can trust... 
value your customers appreciate ... the “sixth sense” in 
style that rings true to smart women everywhere. Once 
again, Whiting & Davis famous mesh evening bags are 
available in limited but increasing quantities. In the rich 
color of gold and the lustre of silver, they are more than ever 


the favorites of fashion ... add that supremely correct 
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touch to every after-dark occasion. 


Whiting & Davis Creations go far beyond mere costume jewelry in their 
inspired designs... their perfection of detail... their careful craftsmanship. 


Finely wrought after both traditional and contemporary motifs, Whiting & Davis 


Creations can be offered with pride by top-flight jewelers. 


PLAINVILLE, MASS. 





WHITING & DAVIS e 
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Slater and his wife, who operate the beautiful new 
Slater store as a “‘team’’, credit it to many reasons. 
Included are dramatic newspaper advertisements with 
with many extra fillips of interest for housewife, bride, 
gift-giver, etc.; one of the most handsome sterling 
silver departments in the country, and a “‘screening”’ 
process whereby the hesitant sterling flatware cus- 
tomer’s attention is quickly nailed down to the pattern 
they actually wish to buy. 

The Slater store opened up in April of 1946, and 
began concentrating on sterling from the outset. As 
shown in the accompanying photograph, the entire 
right wall of the store, immediately in front of the 
entrance, is composed of six huge stained oak hollowware 
display cases, rising to 8 feet above the floor. Each 
contains four adjustable shelves, which may be moved 
up and down by means of a peg and match system 
through chromium racks at either side of the case. In 
this way, shelving can be “made to fit the merchandise”’ 
and it is possible to accommodate full tea sets, or small 
sterling salt and pepper sets, etc., with equal ease and 
good appearance. Mr. Slater designed the handsome 
hollowware unit himself, and instituted at opening time 
a rigorous cleaning schedule which means that every 
piece of sterling or plated silver shown will always 
show maximum luster. 

The bridal motif is carried out in newspaper ad- 
vertising as well. The one-third page, newspaper ads 
which the store normally runs on silver are among the 
most handsome in southern jewelry retailing. As 
reproduced herewith, each bears a photograph of a 
happy bride and groom rushing from the church and 
shows around 16 popular patterns from the store’s 


by ROBERT A. LATIMER © 


A wide variety of 
sterling hollow- 
ware is displayed 
in these handsome 
cabinets at the 
Slater store in 
Miami, Florida. 


204 


o9-pattern stock. All of them are faithfully Sketcheq 
out, well reproduced, and the _ bride’s attention 
invariably riveted by a black and white reproduction of 
a one-place setting in the center of the ad. Feeling that 
there are many prospective brides who know little Or 
nothing about correct traditional use of table silye, 
Mr. Slater includes this in almost every sterling od 
Shown are the butter spreader, fork, salad fork, knife 
soup spoon, and teaspoon as correctly placed with 
plate, saucer and napkin. These ads, run at the average 
of twice a week, have been so effective that the store has 
included a mail-order blank which makes it easy for a 
customer to order a specific number of place settings in g 
particular pattern merely by checking the photo. 
graphic or sketched artwork in the newspaper ad. 
In between the regular large newspaper ads, Slater 
Jewelry Company runs frequent “‘insets” which 
announce the receipt of a new pattern in the line. 
These are timed to appear simultaneously with national- 
magazine promotion of a new pattern, and Slater’s is 
quick to notify the public that the pattern is in stock, 
and complete. **Reassurance to the customer that an 
open-stock pattern can be backed up all the way means 
a lot toward encouraging her to send her friends 
around,’ Mr. Slater said. 

In addition to newspaper advertising, the store 
devotes one of its two front windows entirely to sterling 
promotion, plus another on one of the typical *‘ arcade” 
trafficways through the DuPont Building in which the 
jewelry store is located. The Miami stock exchange is 
located just across the arcade, which means that 


(Please turn to page 285) 
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Modern, aggressive merchandisers recognize 
the unlimited gift appeal created by Relda 
Sterling and Ebony. Smartly designed for 
use in any table setting, the items shown are 
only a few of the outstanding serving pieces 
made by Relda. Complete catalog yours for 
the asking. 


RELDA STERLING PRODUCTS COMPANY 
Burbank, California 
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TT curb labor unrest, to attain maximum coopera- 
tion from employes and to minimize labor turnover, 
profit-sharing is gaining momentum in all fields, indus- 
trial and commercial. In doing survey work on the sub- 
ject among retailers, we find that jewelers are interested, 
but the big stumbling block is how to apply profit-shar- 
ing effectively. Many plans publicized are too complic- 
ated and applicable only to industrialists, and even if a 
plan is simple, it may not work because it is unsuited 
to the business attempting to utilize it. As with ac- 
counting, the system must fit the business, so the best 
way to clarify the picture is to break down the subject 
to fundamentals applicable to this field and let the 
reader adjust these fundamentals to his requirements. 

Based upon our field studies, we have devised this 10- 
point program giving fundamentals that will guide 
jewelers in applying profit-sharing profitably. 

1. Profit-sharing plans should be based on profit, not 
on sales, margin or on other basis. Paying additional 
compensation on the basis of sales is hazardous. We re- 
viewed cases where businessmen paid additional com- 
pensation on sales and found subsequently that their 
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Protit-Building With Profit-Sharing 








Appreciation of a job well done is incentive to increased effort. 


by FRED MERISH 


profits were nil or they had lost money. It is axiomatic 
that one cannot share profits until one knows the profits; 
and profits differ on sales. Some lines carry more mar- 
gin than others, or the over-all cost of sales is higher, so 
the business net is the only safe basis upon which to 
compute the allotment of profits to employes. 

2. Don’t take the figures out of your hat. To play 
safe with profit-sharing, the accounting records must be 
adequate and accurate. Equitable calculations are pos- 
sible only when they are based upon accurate experience 
figures. | 

3. Budgets are essential. If profit-sharing does not 
increase sales or profits, the business man does not 
profit, only employes. The boss should also benefit. To 
assure this objective, he should budget forthcoming 
operations for an increase in sales and profits, for mini- 
mum operating costs, pacing actual performance with 
budgetary figures monthly. 
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if you are a manufacturing jeweler using imitation 
Genuine shell cameos 
by APA stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 


ond resources abroad. 


from 


FRANCE 
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quoise, coral, etc. 


IMPORTERSIOF STONES since 1899 
509 WESTMINSTER STREET 
PROVIDENCE 3 e RHODE ISLAND 


IN NEW YORK: BELGARD & FRANK, Inc., 31 W. 47th STREET 
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4. Put more steam behind your advertising and sell- 
ing promotions. Don’t expect employes to provide all 
the extra business and profit without help from the boss. 

5. All employes, salespeople, clerical workers, watch 
repairman, etc., should benefit to assure teamwork. If 
one group of employes are pitted against another, this 
creates hard feeling, which often does more harm than 
good when plans exclude some workers from profit-shar- 
ing. 

6. Use a simple plan, easy to figure. Many profi- 
sharing plans have been discontinued because they were 
too complex, employes couldn’t calculate their cut easily 
and quickly, leading to misunderstandings and disinter- 
est in time. Employers fare badly too because complex 
plans take time to calculate, cost more money and en- 
gender errors. 

7. Prepare statements quarterly. If employes must 
wait until year’s end to get their cut, they lose interest. 
Some employers pay 50 per cent of each employe’s share 
upon presentation of the statement, the remainder at 
the end of the year. This helps to minimize labor turn. 

8. Allotments to employes are based upon earnings, 
length of service or position held. Some employers do 
not permit those with less than 6 months’ service to 





THE NET PROFIT FORMULA 


Determine the pocket-profit after tax is deducted for 
a period and set aside a certain percentage for employeg 
to be allocated according to length of service, earnin 
or position held. Some employers allot 25 per cent of the 
net, others more or less, depending upon results of Oper. 
ations and their idea of what a fair allotment Would be 
under the circumstances. 


THE PAYROLL FORMULA 


From experience figures, determine the payroll ratig 
to sales. Say it is 10 per cent and payroll totals $6,009 
for a prior period. This means that the jeweler should 
do. $60,000 for a similar subsequent period, based on ex. 
perience figures as shown on prior records. On business 
done in excess of $60,000 for a forthcoming period, 
certain percentage is paid to employes based on thei 
salaries. If volume totals $67,800, or $7,800 more than 
experience figures show is the average volume, the em. 
ployes, on the basis of 10 per cent profit-participation, 
would receive $780. In other words, the employes are 
given the normal payroll ratio on any excess business 
done. However, if the employer wishes to “up” this fig. 
ure, he may do so. 


Many employers are finding the answer to more efficient and 


profitable business operation through employe incentive plans. 


Here is a 10-point program to guide jewelers considering this. 


share in profits as an inducement to the new worker to 
stick on the job. Many employes quit during the early 
months of employment just when they begin to get the 
hang of their work. It costs money to break in new help. 
Profit-sharing helps to keep new men on their jobs for 
extended periods. 

9. Departmentization. It would be better to depart- 
mentize because different departments earn different 
profits. To be absolutely fair, the employes in a depart- 
ment should be compensated on the basis of the net 
earned in that department, but this complicates the cal- 
culation, and it is not practicable in establishments 
where employes work in all departments as the occasion 
arises. 

Moreover, departmental accounting is necesary and 
many jewelers do not departmentaize. If the books are 
kept departmentally and employes work in departments 
exclusively, profit-sharing may be departmentized under 
formulas detailed under No. 10, but, for all practical 
purposes, the net profit on the business as a whole will 
provide the average jeweler with an equitable basis for 
profit-participation. 

10. These basic formulas are applicable to businesses 
in this field. Adjust them to suit operations. The 
amount of profit allotted to employes depends upon the 
business set-up. No standards can be given. As with 
other factors in business management, judgment is es- 
sential, but judgment is dependable only when backed 
by accurate and adequate accounting records. 
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If four employes receive salaries as follows: 








Employe A .............. $2,000 33.3% 
“ Ps cdaueswnsteaay 1,500 25.0% 
‘ ee & 1,200 20.0% 
“ Do cwewnwacouds 1,300 21.7% 

Total yearly payroll. ....... $6,000 100.0% 


The $780 profit-participation fund would be allocated 
as follows: 








2, a re rere $260 33.38% 
xe  »savgcunedeees 195 =. 25.0% 
se Ae + -dthaneonbilictehs 156 =. 20.0% 
2 DP » «in ean 169 = 21.7% 
Total paidemployes  ...... $780 100.0% 


Because payroll ratios on salesmen, clerical workers, 
and watch repairmen differ, this formula may be calcu- 
lated for each group separately. In the case of watch 
repairmen it would be necessary to use the repair sales 
figure. For office workers, use the total sales figure. For 
salesmen, use the total sales less repair sales. 


THE RESERVE FORMULA 


Compute the net earnings for a period, set aside a cel- 
tain percentage in a reserve fund as a “‘cushion” against 
(Please turn to page 289) 
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SELL : Another First in Men's Expansion Watch Bracelets 
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@ Newest Styling YELLOW OR PINK GOLD FILLED “PACER ACE” WATCH BRACELETS 


! . — YELLOW GOLD FILLED PINK GOLD FILLED 
. . No. 1W457Y The new ‘Pacer Ace’ expansion watch bracelet. $ Ta 
| me oF Newly styled to give a streamlined masculine appear- 
| — S 50 onan. 1/3 pues or pink geld filled top with 
7 oe ultra modern embossed stripe. on-corrosive stain- 
& Highest Quality each less steel back and springs. Individually carded. a 
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ee pa ~ COLOR ae as —~w -— —— —— 

| | | Pink and White TWO TONE Yellow and Pink TWO TONE 
= 3 75 New, different and more attractive. The ‘Pacer Ace” No. — 
@ Finest W lor manship : men’s expansion bracelet in 2-tone combinations of 


filled top with embossed streamlined striping. Stain- 
less steel back and springs. Individually carded. 





pink and white or yellow and pink. 1/20—10K gold $175 
each 


a ae ah’ ae a a! ss Ad’ ne —* Dra coy Y 


SECRET 


> a ~ oo ee + 3°.) «3B 43 ee 2% 8.3.8.5 





MEN’S STAINLESS STEEL “PACER ACE’ WATCH BRACELET No 1W466 





Its new streamlined masculine styling makes this ‘Pacer Ace’ expansion Oo. 
8 watch bracelet a sure sales winner. Finely made in all stainless steel with $ 
ss modernly stripe embossed top. Volume over the counter sales prove that 





Pacer is the watch bracelet to feature. Individually carded. 
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YELLOW GOLD FILLED PINK GOLD FILLED WHITE GOLD FILLED 
 ~«Ne. 1W596Y—$1.75 each No. 1W596P—$1.75 each No. 1W596W—$1.75 each 
ndsome .o—-—s A new ‘“‘Pacerette Queen” ladies’ expansion watch bracelet. 1/20—10K white yellow or pink gold filled top. 


_... Embossed with classic new design that will win sales. Non-corrosive stainless steel back and springs. Individ- 
- _ually carded. 








a RE Na Ras 0s 
TWO TONE COLOR GOLD FILLED “PACERETTE QUEEN” WATCH BRACELETS 
Pink and White TWO TONE Yellow and Pink TWO TONE 
No. ~00 The new “Pacerette Queen” with 1/20—10K gold filled No. ~00 














h 2-tone top offers the utmost in sales appeal and mod- 
ern styling. Embossed top in new classic design in 
§ si iad $90 alternating pink and white or yellow and pink com- $90 
: binations. Non-corrosive stainless steel back and 0 
re 00, springs. Individually boxed. eac 
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THE AD-VISER 
(From page 259) 


advertisement, photographs have proven most appeal- 
ing. A photograph will stop a reader much more 
quickly than a drawing. Somehow, a feeling of real- 
ism is achieved because most people believe that the 
camera cannot lie. Actually, many tricks can be ac- 
complished by a good retouch artist. The average 
reader, however, associates actuality with photos. 

Use pictures of actual items you are selling. For 
headline illustrations, a person’s head, looking at the 
reader, is extremely effective. It gives the flavor of 
testimonial to the general atmosphere of the advertise- 
ment. 


MISTAKES TO AVOID 


When your typist makes an error, she merely makes 
an erasure and types over it. When an advertising 
man makes a mistake, however, it is reporduced thou- 
sands of times in newspapers, magazines and direct 
mail pieces. There is no telling how much real damage 
can be done. In the following paragraphs are some 
common errors which can be avoided with a little 
extra care. 

An error in spelling or grammar will be immediately 
noticed by most readers. It is bound to detract from 
the selling message. It is sure to hurt the prestige of 
your store. All advertising copy should be checked 
and double checked for any types of errors. More 





s 
than one person should reread the ad. This will lessen 
the margin for error. 

A printed error in price of an item can cause untold 
damage. If the merchandise is accidentally overpriced 
customers will be lost. If it is underpriced, you may 
have a great deal of explaining to do. 

Be sure that every illustration is placed together 
with correct description and price. Check carefully all 
layouts and copy before they go to the newspaper 
office. An error here can cause inconvenience and em. 
barrassment to you and your customers. 








RECORD KEEPING ASSURES BRIDAL VOLUME 
(From page 264) 


Marcos furnish a large amount of trade for Aiken’s 
Jewelry Store. Both the college and the air field are 
comprised mainly of young people thinking of mar- 
riage. When these young couples enter the store to look 
at engagement rings, the employees explain their plan 
of gifts for the bride-to-be. Many of these young people 
are strangers, but they are almost invariably inter- 
ested in the Aiken plan. 

Mr. Woods believes that his chief competitor is not 
some other local jeweler, but jewelers in the two nearby 
cities of Austin, which is thirty miles from San Marcos, 
and San Antonio, which is fifty miles away. “To meet 
this bigger city competition, we have to keep stocked 
with not only the usual items that the small town 
jewelry store carries, but also unusual pieces and gift 
items that are generally found only in the city stores. 





Since 1873 | 


INUM WORKS 


231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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In other words, we keep constantly in mind that it is 
not the local store we compete with, but the larger 
stores in the nearby bigger cities. Another thing, we 
try to keep our margin of profit smaller than the larger 
city stores except on nationally advertised priced prod- 
ucts — then we strictly adhere to those prices. We can 
afford a smaller margin of profit than the city stores as 
we have a lower over-head and less other expenses.”’ 

Mrs. Aiken has made many contacts with brides- 
to-be in her club work. Being a popular member of 
various women’s Clubs, she has a chance to make friends 
with these young people, and they in turn trade with 
the jeweler whose wife has been friendly toward them. 
It is a known fact that people of small towns prefer to 
trade with their friends. 

In July, 1947, because of his failing health, Dr. 
Aiken sold his optometric department to Dr. J. F. 
Ulery, who had been practicing in Waco for the past 
twenty years. Dr. Ulery remodeled the department and 
purchased new modern equipment for grinding lenses 
and doing other optical work. His son, J. F. Ulery, Jr., 
operates the optical shop. 

This department is an asset to the jewelry store for 
when people come into the store to have their eyes 
tested, they usually buy something for themselves or 
buy a gift for someone — very often, the gift is for a 
bride or a bride-to-be. 








"Diamond Wardrobe’”’ For Hollywood Star 


A “complete diamond wardrobe” is Frances Lang- 
ford’s current contribution to what she calls “intelligent 
styling.” 

“Most women expect diamond necklaces to lead lives 
almost as restricted as tiaras,” Miss Langford com- 
mented, explaining how she makes her newest acquisi- 
tion, a diamond palladium necklace, serve for a varied 
range of activities. 

Base of the necklace is a narrow band. On it are 
three large diamond clusters. Each cluster unclips and 
can be affixed to the neckline of a dinner dress, the side 
of a hat, or to the lapel of a suit or coat. Unadorned, the 
liquid diamond and palladium choker is perfect for 
cocktail suits and dinner clothes. 

So there you have it—a complete diamond ward- 
robe! 





Personalized Ads Win Customers 

There are three things different about the ads which 
Jim Smithel Jewelers, 314 Newburg Bldg., La Crosse, 
Wisconsin, are publishing quite regularly. 

In the first place the copy is written in a personalized 
tone, with the picture of Jim Smithel himself in each ad 
and with a personal quotation, one of which recently 
read, “‘Jim says: If your watch isn’t keeping good time, 
why don’t you stop in and let me check it?” 

The second point of difference is that the store’s 
location, in an office building is printed in each ad so 
that customers know where it is. 

The third point of difference is that the Smithel ad is 
always placed on the sport page of the local newspaper, 
and this location helps bring results. 

Through this forceful, distinctive advertising, Smithel 
is winning many new customers. 
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GIVE A LIFT 
TO YOUR NAME 


Your store and the motor car— 
there's much in common. The car 
with the reputation for leadership 
offers the unusual — in its lines, in 
its refinements and luxuries. To 
have an outstanding reputation 
your store, too, must offer the 
unordinary. Westminster Chimes, 
notable styling, exquisite crafts- 
manship, the unerring accuracy of 
the Telechron Motor set Revere 
Clocks apart. Send for catalog 
showing the Revere creations that 
allow you to impress the influen- 
tial with the excellence of your 
selections. 


THE REVERE CLOCK COMPANY 


CINCINNATI 6, OHIO 


Available through Revere 
Authorized Distributors 


MANTEL CLOCK is the R-941, 
The “new look’ in modern 
clock styling. Natural blond 
case of rare, cream colored 
Avodire wood. Westminster 
Chimes. Retails for $55 plus tax. 


FLOOR CLOCK is the 

popular "PILGRIM" 

Mahogany case, 80" high. 

Moon Dial. Westminster 

Chimes. Retails for $425 
plus tax, 





Despite much costlier manufacturing there is 
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NEW YORK OFFICE AND SHOWROOM: 37 West 
CHICAGO SHOWROOM: 1422 Merchandise 
SAN FRANCISCO SHOWROOM: 566 Western Mer 
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See the complete Keystoneware Line at: 


ATLANTIC CITY HOUSEWARES SHOW 
MAY 30—JUNE 4, 1948 


BOOTH 127-129 


SILVERPLATED HOLLOWARE 
CHROMEPLATED HOLLOWARE 
HAMMERED ALUMINUMWARE 
ELECTRICAL APPLIANCES 
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509 WEST 34th ST., NEW YORK 1, WN. 
SHOWROOMS 
NEW YORK 303 FIFTH AVE. © CHICAGO 209 S$. STATE ST. 
LOS ANGELES 712 S. OLIVE ST. 


SEATTLE. 2028 SECOND AVE 
VALLAS SANTE FE BUILDING 


»AN FRANCISCO-1355 MARKET ST 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 





Readers’ questions about window and inside-store display will be answered 
in this department each month by Miss Virginia Dixon, one of America’s re 
notch display experts whose talents have been brought toa focus on the jewelry field. 
Miss Dizon is already well known to JC-K readers as the author of man y stand. 
out articles on jewelry store display. 





———— 


a 


\ OULD liketo know where | can purchase some 
blue felt cloth such as that used in the showcases 
of various stores.— M.A.F. 

Answer — Regular felt fabric may be purchased from 
either of the following firms in New York: Continental 
Felt Co., 880 Broadway, or Adar Company, 39 West 
32nd Street, or Atlantic Cotton Felt Company, 238 
South Street, Newark, N. J. Felt comes in good colors 
and has an even smooth texture, but it is heavy and 
somewhat awkward to handle in small cases and is not 
generally used for this purpose. It seems to me that a 
fabric such as velvet, velveteen or duvetyn would serve 
your purpose better. Velvet or velveteen are the more 
expensive materials, but of course richer looking for 
jewelry display. Duvetyn is light in weight, easy to 
handle, very inexpensive and comes in many colors. It 
does fade quickly under exposure to sunlight, but for 
interior display cases, this should not be a problem. 
For small quantities, you can probably get these 
fabrics from a local department store. Or they may be 
ordered from almost any display supply house such as 
M. R. Weil, 145 Madison Avenue, James A. Cole 
Company, 235 Fourth Avenue, or Kaplan Textile and 
Products, Inc., 460 Fourth Avenue, all New York City. 





HAT type of cloth would be best to use as a 

sort of “pad”? which can be spread on the counter 
when showing hollowware to customers while transact- 
ing asale? Do any of the silver companies sell any 
such cloths? —A.M.F. 

Answer — Do not know of any such display pads as 
you mention supplied by the silver companies, but it 
would be simple to have some made up. If you want 
colorful pads, a heavy velour or velvet could be used 
with the edges bound with silk tape, or two thicknesses 
of a lighter fabric — rayon or silk bengaline or poplin, 
stitched together with narrow silk cord binding would 
make a reversible pad. Nice linen doilies — white or 
ecru — always kept crisply laundered — would also 
serve the purpose and have the advantage of showing 
the silver against the same background on which the 
pieces are to be used. Such pads or doilies would: be 
equally useful for showing flatware. 





AN you tell me where a small town jeweler can 

obtain seasonal background changes for his win- 
dows — something not too expensive which could be 
discarded after using once?—R. J. C. 

Answer — The monthly display service supplied by 
Coronet Displays, 104 Fifth Avenue, New York II, 
N. Y., might be the answer to your problem. This 
service includes for a quite nominal sum, two three- 
dimensional background units and an assortment of 
various size cards with suitable copy and a selection of 
price tickets. This service is designed particularly for 
the jeweler and is offered on a free trial basis for ten 
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davs. They also have a selection of colorf ul silk screened 
copy ribbons and merchandiser units for counter and 
window use. Both the Mautner Company, 20 West 
47th Street, New York, and Edwin Freed, 1233 Sixth 
Avenue, New York, offer the silk screened card and 
price ticket display services. These are the only jewelry 
displays I know of that are supplied on a regular 


monthly basis. 


SHOPPING NOTES 

Fiberglas seems to pop into the display picture in 
constantly new and amazing forms. Now it has been 
encased in clear plastic and molded into corrugated 
anels which are beautifully translucent, light in 
weight, strong, fireproof and can be easily cut, nailed, 
stapled, cemented and trimmed and are not expensive! 
This material is called Prest-Glass and has of course 
many applications for building and decorating as well 
as for display purposes. Since it is porous, it may be 
used for concealing radiators, lighting fixtures and for 
other purposes where air and warmth must be trans- 
mitted. It is rigid in one dimension, but can be rolled 
or bent in any fashion in the other dimension. Finishes 
are glossy or dull and it is available in twenty-four | 
colors. Like all spun glass products, it has a sparkling | 
lustrous effect when light is shone through it. Write to 
Prest-Glass, Inc., 8 East 12th Street, New York 3, 
N. Y., for further information. | 

A particularly neat and good looking set of price 
tickets for jewelry merchandise has just been called to 
my attention. They are made by Sutter Display 
Manufacturing, 315 West Fifth Street, Los Angeles 13, 
Califormia, of a durable plastic material with engraved 
numerals and letters. The only samples I’ve seen are 
black with white letters and narrow white beveled 
border — clear-cut and easy to read. The tickets have 
an adhesive backing so that they may be attached to 
ring pads, cards or actual pieces of merchandise or to 
tiny easels. They have a standard assortment or any 
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Instead of showing cigarette and cigar lighters as 
merely part of the men’s jewelry department, mixed in 
with costume jewelry, etc., as is commonplace in many 
jewelry stores, owner Fred C. Slater devotes one rear 
counter entirely to lighters. The case, although small, 
accommodates 50 models of leading nationally-adver- 
tised brands, in a 3-sided case opposite the service 
counter of the store, where it is certain that the largest 
number of people per day will see them. The lighters 
are arranged in a series of rows, including a 2-step 
pyramid at the rear, to contrast various types, gold and 
silver finishes, novelty styles, etc. 

“The day when merely placing popular lines of auto- 
matic lighters in the window was enough to sell them is 
gone,’ Mr. Slater smiled. “‘ Most of the customers who 
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EUREKA SILVER CON- 
TAINERS are lined with 
Pacific Silver Cloth, fa- 
mous because “it prevents 
tarnish.’’ No. 92 Chest 
(shown here) illustrates 
the quality of this com- 
plete, popularly-priced, 
best-selling line. 


Send for illustrated cata- 
logue and price list. 
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EUREKA ROLLS AND 
BAGS for Anti-Tarnish 
Protection—in sizes to hold 
every flat and holloware 
item —a wider range of 
attractive colors, smarter 
styles. But no higher- 
priced! 


Choose EUREKA ROLLS, 
in either Taunton or 
Standard styles, in your 
own colors. Use flannels in 
colors you select, as your 
store trademark for the 
silver you sell. 


Ask for samples, includ- 
ing Eureka Rolls of Pacific 
Silver Cloth in beaver 
brown. 








MEMBER 
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EUREKA MANUFACTURING CO. 


Taunton, Massachusetts 
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avidly demanded nationally-advertised cigarette lighters 
during the war have been able to get them during the 
past six months or so, and we believe that it requires 
promotional push to turn over this line just ag any 
other item in the store.” 

Therefore, the individual display case has been the 
answer. Here, the 50-odd models shown, range in price 
all the way from $3.50 to $200, the latter including such 
“plush” lighters as solid gold roller-operated and spring. 
operated models. Included with the pocket lighters = 
cigarette case-and-lighter combinations, desk-type 
lighters, pipe lighters, jet-flame styles for pipe smokers 
and monogrammed models, including those with the 
crest of popular men’s associations. 

When a customer is attracted by the mass display 
the first thing which Mr. Slater or any of his salespeople 
points out is that the store is equipped to competently 
repair any lighter under any conditions. This, he feels 
is a powerful selling tool, particularly where the custo. 
mer has experienced annoyingly long waits while 
lighters were sent to the factory and returned. The 
store carries a complete stock of springs, milled wheels, 
strikers, cases, etc., and can give as rapid service on 
cigarette lighters as on regular jewelry items. 

“One of the best ways of keeping cigarette lighter 
turnover up Is by keeping the stock in democratic price 
lines,’ Mr. Slater said. ** While the solid gold, executiye- 
type varieties have a lot of showmanship appeal, very 
few customers indeed will want to buy them. We have 
sold one $200 model, and one $150 lighter, but other. 
wise, we keep them down well within the popular price 
range.” 








MINNEAPOLIS COMBATS THE PEDDLERS 
(From page 270) 


regualrly. The first one will be run several times be- 
cause in it are all of the essential facts which, it is felt, 
will sink in through reiptition. 

Each firm runs its individual advertisements regu- 
larly, in addition to the cooperative ad. The Arosin 
Co. plans a full page advertisement in the rotogravure 
section of a Sunday issue of the leading newspaper of 
the city as a follow-up. In this, comparative price: 
will predominate. 

Consistent effort in the educational program should 
have good results is confidently expressed by the co 
operating firms. 





Movie Tells History of Silverplate 

Many jewelers have successfully stimulated local 
interest in silverware and in their stores by showing 
a beautifully-done color sound movie produced by The 
International Silver Company. 

Titled “America’s First Silverplate,” it tells the fas- 
cinating history of silverplate in this country. Men's 
and women’s groups, as well as schools, readily arrange 
showings. 

It is freely available to 1847 Rogers Bros. dealers 
who wish to show it in their community. For further 
information, or to reserve a film, retailers can write to 
the Advertising Department, The International Silver 
Company, Meriden, Connectict. 
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$50,000 in the first three months of our business. One 


TS MERCHANDISING MAKES STERLING NO. 1 SELLER 
he a after another, accounts fell in line, including watches, 
5 diamonds, and other national leaders in all phases of 
ly thousands of people in better income classes pass the jewelry manufacturing. Getting out and telling your 
‘aner window ot the store daily. This accounts for a story to the manufacturer in person is a method of 
r lot of our gift sales of sterling hollowware,” Mr. Slater procuring merchandise which cannot be over-em- 
be concluded. phasized.”’ 
h In front of the hollowware cases, In the most logical With a flow of sterling assured, Mr. and Mrs. Slater 
B- position, are two 8 foot “kneehole” sterling flatware then began working on their merchandising program. 
“ display cases, with c¢ mfortable chairs on both sides for With the spread on sterling limited to only 40 per cent 
j customer and salesperson. The upper shelving is built which many jewelers resented enough to de-emphasize 
‘ on an “over and under basis’. which makes it possible to it, the Slaters determined simply that it would be 
7 accommodate 48 patterns on two levels in the case top necessary to show a higher volume to compensate for 
_probably the largest number of flatware patterns in the difference. The store quite cheerfully expends 5 
f so small a space which your reporter has yet seen. per cent or more of its profit spread in beautiful 
e Stocking this large amount of display space was not packaging, flannel wrappers in every package, etc., as 
y an easy job, according to Mr. Slater. When he first an example of the extra length to which the Slater 
, began plans for the new store he found that no new Jewelry Company goes, “‘limited profit’? or not. 
P accounts had been opened by nationally-accepted “While we at first believed that the bridal market 
e sterling flatware and hollowware manufacturers for might be “overworked”, this turned out to be our 
e more than five years. However, undiscouraged, he richest promotional field,’ Mr. Slater said. ‘“Like other 
: hopped a train to New York and visited sterling manu- jewelers, we immediately laid in a stock of Bride Books, 
: facturers in their own offices, pointing out that his new and began making a regular check of newspapers for the 
store in downtown Miami is well above average size, names and addresses of prospective brides. Knowing 
' handsomely designed. He also mentioned his long that we would have to have something different to lure 
’ acquaintanceship with most of the lines involved. them in, we determined upon an unusually large 
: “T made a lot of friends by traveling in this way,” Mr. selection of patterns. Through arduous buying efforts, 
) Slater said, ““and got assistance in the form of a $6,000 I was able to achieve an inventory containing 59 
inventory of sterling flatware for the opening week. patterns of sterling flatware, a fact which we advertise 


Other sterling manufacturers followed suit, and we 
surprised everyone by doing a sterling volume of 


continuously, both in newspaper promotion, and in 
personal direct mail to our brides. This number of 
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Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
: IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


\\\ W. 2 solicit Youre FS, weepas °° 


Filings—Scrap Gold and 
Platinum—Metals 


Your Old Gold Shijaments 
WILL RECEIVE 


S 2 ecial (Attention 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. 
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The new Marsh Duo-Temp is certainly one of the outstanding 
sales successes of the year—or any year! So right now— 
while the added appeal of something new in indoor-outdoor 
thermometers is giving it extra sales power—is the time to 
cash in with Duo-Temp. 

We have developed a “package” that brings you six Duo- 
Temps, an attractive full color display for window or coun- 
ter showing an actual Duo-Temp in use, and a generous 
supply of descriptive circulars, also in color. 

Duo-Temp is the first and only fully mechanical indoor. 
outdoor thermometer. Outdoor temperature is shown on the 
top scale; indoor, on the bottom scale of Duo-Temp’s big, 
easy-to-read dial—a welcome change from the hard-to-read 
glass tube thermometer. It is attractively different to look at, 
handsomely styled for the finest interior. Because it is entirely 
mechanical, there are no glass tubes to break; none of the 
inaccuracies due to separated columns of mercury or spirits. 
Installation is a pleasant task anyone can perform in a 
few minutes. 

At the retail price of $6.75, Duo-Temp is a truly sensational 
value. Only the large-scale production through Marsh mass- 
precision methods in our new, ultra-modern plant makes 
this possible. 


Your jobber will show you the good profit margin for you in 
Duo-Temp—or write us direct. 


Duo-Temp measures 312 in. square, and is $ 715 
equipped with 5 ft. of capillary tubing. Retail 

price, complete with outside bulb, mounting 

bracket and tubing 
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patterns is far above average, we know, and it has 
proven the most efficacious attraction we could 
possibly develop.” 

The store scans all Miami and surrounding com. 
munity newspapers closely, sending out to all pro- 
spective brides mentioned an engraved invitation which 
reads: “An invitation to visit our beautiful store, We 
have many useful and lively items for the home, which 
we know will be of interest to a new bride. We would 
appreciate a visit from you.” This invitation is they 
signed with the store name. A few days later, a hand. 
some personal letter, on a store letterhead, goes out to 
each potential bride, reading; **So—you’re going to be 
married soon! Please accept our congratulations and 
very best wishes. May we take this opportunity to 
invite you and your many friends to visit our beautify] 
store. We have a wonderful selection of gifts for the 
‘bride-to-be’ that we know will thrill you.” Below are 
listed the names of prominent manufacturers whose 
stock are represented, the 59 patterns referred to above, 
and many special features such as cream ladles, salad 
sets, ice serving spoons, coffee spoons, cold meat forks, 
etc., which are available in most of the patterns. Also, 
of course, the letter invites the prospective bride to 
pick up her Bride Book. 

When the bride comes in, Mrs. Slater’s novel 
‘screening process” goes into effect. Recognizing the 
fact that the 59 patterns which are to be shown are 
likely to “confuse the issue”, Mrs. Slater has developed 
two purple velvet pads on which are shown 24 patterns 
of forks, all clipped onto the board side-by-side. When 
the bride begins on the job of selecting her sterling 
pattern, she is shown only forks at first, from which she 
chooses the pattern she likes best. Perhaps she cannot 
select the exact pattern without seeing knives, spoons, 
etc., also, but the forks serve the purpose of pinning her 
down to a general type of pattern. According to Mrs. 
Slater, “‘With the fork display we can determine 
whether she wants a plain or fancy pattern, and most of 
the brides-to-be who are put through this process 
appreciate the simplicity of the idea.” 

Occasionally, the fork ‘‘ pre-selector pads’ go into the 
Slater windows where they never fail to catch inter- 
ested attention. Perhaps the fact that the fork 1s the 
most used of table silver has a bearing on this. At any 
rate this simple idea gets results. 

Surprisingly, the huge bridal sales volume at Slater's 
has been accomplished entirely with sterling flatware 
and hollowware, the store carrying only a small stock 
of crystal glassware, and no china whatsoever. Later 
expansion plans call for inclusion of these two (im 
view of the store’s highly successful bridal merchan- 
dising program,) but it has been the sheer appeal of 
sterling flatware itself which has brought in most of the 
brides to date. 








Advertising With Direct Mail 


Direct mail consists merely of sending a message to 
your prospects through the mails. In this respect, at 
has some advantages over newspapers. By using i, 
you can be selective, picking only those people you wish 
to reach — people who are already interested in your 
merchandise. You can spend as little or as much as you 
choose, according to how elaborate you want your mail- 
ing piece to be, and the quantity you wish to mail. 
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This makes its use possible by any retail business how- 
ever small or large. 7 ee _ 

Probably the most simple mailing piece is the familiar 
government penny postcard. These can be mineo- 
graphed at low cost, and it is even possible to obtain a 
simple duplicating device to print them yourself with 
anv method you choose. 

If you want to be more elaborate, you can prepare a 
mineographed or multigraphed folder, using 81% x 11 
blank stationery, as many dealers are now doing. 
These can be mailed in envelopes or folded and mailed 
with the address right on the bulletin itself. 

Anything you put in an envelope, an ad reprint, a 
printed circular, a catalog, etc., is a direct mail piece. 

Many dealers start direct mail by using a bargain list, 
mimeographed on a penny postcard. Other dealers use 
the postcard method to announce arrival of new equip- 
ment just received in stock. When you start thinking 
about it, you’ll be able to figure out innumerable ways 
to use direct mail technique. 

One thing is of vital importance; your mailing list. 

The best names are your regular customers, people 
who regularly buy merchandise in your store. Perhaps 
you already have such a list. Many dealers keep a 
record of the names and addresses of those who buy. 
This is a good beginning. Others keep the same record 
of customers who are interested in particular items and 
still others make it a practice to record names and ad- 
dresses on all sales slips, whenever any merchandise is 
sold. 

Before you prepare any direct-mail material, con- 
sult local letter and multigraph shops, printers, etc. 


They will gladly show you samples of their work, and 
will help you decide what can be done for the amount 
you wish to spend. After all, you can mail 1,000 post- 
cards for only $10, and the mimeographing cost is ex- 
tremely moderate. 

Don't overlook direct mail. It can bring you many 
extra sales. 





Streamlines Credit Operations 

With an increasingly large amount of time-payment 
sales just over the horizon, Stone Bros., St. Louis 
jewelers, have set up a novel arrangement to make 
credit transactions swift, comfortable, and entirely 
private. 

As shown, instead of the usual chair-and-desk con- 
versation, Stone Bros. customers after selecting mer- 
chandise, walk to the right of the business offices, where 
three “‘stalls’’ side-by-side, are located. These, parti- 
tioned off in rich brown walnut, each contain a Formica- 
topped table, a comfortable chair and open directly into 
the credit office immediately behind.. Any of three girls 
on duty in the credit office need merely step to the 
opposite side of the stall, sit down, where a convenient 
list of credit investigation forms, contracts, ticket 
books, etc., are kept, and take the customer’s order. 
Due to the thickness of the partition, there is no likeli- 
hood of conversations being overheard, and the con- 
venience of the idea makes it unnecessary for customers 
to leave the sales floor, or for credit girls to leave the 
offices in order to carry out all transactions, according 
to Paul Stone, manager of the downtown store. 





-—_ — -- 








Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 





Or Anything in Used Silver, Flat or Hollowware? 


These are frozen assets and can readily be 


converted into CASH. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 
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1. Omega’s newest features a 17-jewel self-winding move- 
ment of unusually thin dimensions. 14K gold filled case 
retails for $71.50; 14K gold case with 14K gold applied 
figure dial retails for $175. Omega Watch Co., New York. 


2. This sterling silver spoon is suitable for either feed- 
ing Baby or for filling Mother's compact with powder. It 
is mounted on an appropriate card for either purpose and 
retails for about $1.50. Webster Co., No. Attleboro, Mass. 


3. New Mason carve fork with stainless steel prongs and 
English gadroon handle with guard is chromium plated to 
a high lustre. Retails for $2.95; in silver plate for 
$7.50. Available from L. E. Mason Co., Boston 36, Mass. 


4. Two new lighters from England. The smaller, in chrome, 
is hand engine-turned and retails for $6. The larger, in 
satin-finish silver retails for $20 and is also supplied 
in chrome, pigskin and morocco leather. Available from 
Calibri Lighters, Ltd., 288 Regent St., London, England. 


5. New safety catch featured on Flex-Let bands operates 
on new engineering principle opening with flick of the 
thumb and adjusting to any position, locking securely. 
Flex-Let Expansion Products, 20 West 47th St., N. Y. 19. 


6. Made in 1/20 12K gold filled with matching earrings 
the Emperor Waltz Epaulette was inspired by the Para- 
mount technicolor production starring Bing Crosby and 
Joan Fontaine. Retails for $18 plus tax. Manufactured 
by Louis Stern Company, 70 Elm Street, Providence, R. I. 
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PROFIT-BUILDING WITH PROFIT-SHARING 
(From page 278) 


loss-periods, and allocate a portion of the remainder to 
employes. Under this system, the reserve is tapped dur- 
ing loss-periods to eliminate the loss. 

Of course, if losses extend over a lengthy period and 
the reserve ties up, profit-sharing stops until profits re- 
turn to the fold. The reserve method is useful for short 
period losses, such as seasonal slumps, which occur to 
every business at one time or another. In all fairness, 
employes should participate in all losses, but because of 
the rantings of labor leaders, it is hard to make em- 
ployes see this, and we know of no cases where it is done. 
The reserve method is the nearest approach to loss-par- 
icipation by employes. 


COST REDUCTION FORMULA 


Costs are budgeted for a period and part of the sav- 
ings effected during that period is allotted to employes. 
Some employers pay from 25 to 65 per cent of the sav- 
ings to workers. 


THE OUTPUT FORMULA 
This is a wage-incentive, not a profit-sharing formula, 
and summarized here to give the reader an idea of its 
application. The repair department would be the only 
place it could be used if it were practicable for the retail 
jewelry trade—but it isn’t. This is the basic formula 
used by industrialists with variations. It has confused 


many retailers because they try to visualize its applica- | 


tion to the retail business and meet with no success. 
That’s because it isn’t applicable, even to watch re- 
pairing, the most likely place it would apply. 

To make this formula work, standards of production 
must be compiled from past operating records, time 
studies or test runs. A worker who is able to cut pro- 
duction time below standard hourage determined in ad- 
vance is paid on an efficiency basis. If a certain quantity 
of production is set at 100 standard hours and the work 
is done in 80 actual hours, divide 100 by 80, giving an 
efficiency rating of 125 per cent. If wages for 80 hours 
are $100, the worker with this efficiency rating receives 
$125. 

This is the formula stripped to its essentials. A busi- 

ness could lose money on production and yet pay a wage 
incentive, hence, it isn’t profit-sharing. Moreover, the 
compilation of standard rates, even if practicable to this 
field, requires considerable bookwork compared to the 
other formulas and standards are hard to compile. Dis- 
putes over wage incentives give industrialists many 
headaches because workers challenge the fairness of the 
standards. Manufacturing jewelers could use the wage 
incentive formula, but even they could compensate their 
production workers satisfactorily by using any of the 
other simpler formulas given under No. 10. 
_ Sooner than expected a buyer’s market may develop, 
in fact, it is already in process, and then the retailer must 
promote his wares with maximum aggressiveness. Profit- 
sharing is a big help to others in the attainment of maxi- 
mum profits and satisfactory employer-employe rela- 
honships. It is worth consideration by retail jewelers. 


FoR May, 1948 
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FIDDLE 
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This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, is being featured 
in national magazines. Ask our salesmen about coop- 
erative counter displays and literature. 


FRANK SMITH SILVERCOMPANY, GARDNER, MASS 




















BRAND-NEW GIFT IDEA 


Sterling Silver Deposit on Wedgwood Blue Bands 


Here's a line to bring brand-new sparkle to your counters — fine 
crystal table, bar and smoking accessories decorated with sprightly 


floral sprays in Non-Tarnishable Sterling Silver. And colorfully 
accented with silver-framed bands of purest Wedgwood blue. 


NATIONAL SILVER DEPOSIT 
WARE CO.. Ine. 


Executive Offices and Showrooms 
44 WEST 18th ST. NEW YORK, 11, N. Y. 


BRANCH SHOWROOMS 


Chicago: 1555 Merchandise Mart Los Angeles: 527 W. Seventh St. 
Boston: Parker House, 44 School St. Portland, Ore.: 401 Guardian Bldg. 
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1. This Tru-Lock safety fastener slides open with finger 
tip touch; automatic lock sets tighter as it is pulled. 
Foxtail design in 12K 1/20 gold filled, $4.50 retail. By 
Duchess Jewelry Mfg. Corp., 87 Maiden Lane, New York. 


2. Circlette, new women's watch bracelet, made by Jacques 
Kreisler, North Bergen, N. J. They are available in seven 
different styles, finished in colors of yellow, pink, and 
white gold, retailing from $8.95 to $22.50, tax included. 


3. New type silverplated baby cup is made without usual 
handle and it is claimed it reduces tipping, spilling and 
the usual awkwardness to a minimum. From St. Louis Metal- 
crafts, 1415 Pine St., St. Lovis 3, Mo., to retail at $4. 


4. Mantle size grandfather clock, 15% inches high, comes 
in either mahogany ,or antique ivory finish, has a Hansen 
Synchron self-starting electric movement. About $30, re- 
tail, plus tax. Boyco, Inc., 1589 Merch. Mart, Chicago. 


5. This automatic watch in rectangular dress style is by 
Ollendorf Watch Co., 20 W. 47th St., N. Y. Shock resist- 
ant and anti-magnetic, the Gothamafic in 14K yellow gold 
retails for $195, including tax, and in gold fill at $95. 


6. This right angle baby spoon from Rhea McAllaster, 113 
E. 39th St., N. Y., is said to facilitate self-feeding on 
the part of infants and prevents changing over to other 
hand. Of sterling, spoon retails for $7, tax included. 
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Tilden-Thurber Institutes Silver Club 

A new day has dawned at the Tilden-Thurber store 
in Providence, R. I. 

This dignified jewelry retailer in the heart of the 
jewelry city — with its background of service to the 
so-called ‘‘carriage trade” from the wealthy Providence 
east side — has recently established a 50-cent silver 
club. 

The club was designed to serve two purposes: (1) to 
combat the house-to-house sellers of silverware that 
have been plaguing the retailer, and (2) attract new 
customers to the Tilden-Thurber establishment. 

Executives report that both objectives have been 
realized. The club has been highly successful, they 
report. ° 

Advertisements in newspapers of the area in and 
around Providence, together with radio announcements, 
called the attention of “‘ Mr. & Mrs. New England”’ to 
the new departure for this Providence jeweler. 

“This announcement of the Sterling Silver Club 
means that now you may own your sterling silver flat- 
ware — something you have wished for — that you will 
use throughout your life,” the ads read. ‘‘Our plan re- 
quires an investment of only 50 cents a week — little 
money for a prized possession of a lifetime. 

“This club plan is approved by the Silversmiths 
Guild of America, and the Rhode Island Silver Club has 
arranged for Tilden-Thurber to sponsor it in this state. 

“Just 50 cents a week — not a penny extra for the 
convenience of the plan. The greatest names in sterling 
(solid) and plated silver, combined with the reputation 
of Tilden-Thurber, is your protection in pattern, quality 
and price. 

“This is your invitation to join the Silver Club —. 
Please stop in and let us explain more of its advantages 
to you. Initial purchases in the club are limited to one 
month.” 

The store has adhered strictly to the one-month 





"Television Front’ for New Store 





Jesse Selter has opened a new jewelry and silverware story known as “The 

Giftorium” at 173 Canal Street, New York City. The store, which was designed 

by Norman Tress, features the “television front” affording an unbroken view 

of the entire store, which is thus made to serve as a “show case” for the mer- 

chandise which is effectively arranged for maximum eye-appeal and sales- 

appeal. “The Giftorium” exemplifies the most modern conceptions in every 
detail of its design and equipment including air-conditioning. 
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MMR AEA ALLL NELLA 


MERTON’S 
“Treasure Brite’ 
SILVER POLISH 


Used, Sold, and Recommended 
By 1100 of America’s 


Finest Stores 


* w 
Established 1931 
Ww Ww 





Haserodt Jewelry Company, Ine. 


505 Broad Street, Elyria, Ohio 


“We have been ardent users of MERTON’S 
TREASURE-BRITE SILVER POLISH for 
a great many years. We nol only sell this to our 
customers, but we use u ourselves in our store 
and our customers constanlly remark how beau- 
liful and bright our store of silver is. Also, we 
like MERTON’S because il is so easy lo apply 
and does a real job, satisfactorily.” 


DEALER’S PRICE LIST 


Large Economical (8 oz.) size, retail price ....... $ .50 
Cs. 2+6600643ke bs 6kSbhedseeadebachanwatan $37.50 
Ns 5060 cenkhidekeveneraeteebesaesxiess $19.00 
Ee ee re eee $3.25 


Packed 2 dozen to carton, prices F.O.B. Peoria 4, Ill., 14 
the freight paid or orders for !/o gross or more on initial order:. 


Labels imprinted with your firm name on orders for 1, 
gross or more. 


WRITE AT ONCE FOR ADDRESS OF WHOLESALE 
DISTRIBUTOR IN YOUR TERRITORY AND FOR FREE 
SAMPLE OF THIS REVOLUTIONARY POLISH 


R. M. NEVINS CO. 


209 CENTRAL AVENUE ~ PEORIA 4, ILL. 


AHLALIOOUTSNAUONNSSVOULAETOOOEETOATOORUOROGNOD NOONE A TOE UEYENEY LAER OO OPOEPOOONPROSURSAE HARTY EET STARA dv NPT 








291 





1. Innovation in watch straps is the new Ziploc, made by 
the Ziploc Co., 537 Fifth Ave., New York, which expands 
to fit over any size hand and zips close and locks to fit 
the wrist. $2.50 retail in either calfskin or pigskin. 


2. 14K gold key chain-watch combination includes a mono- 
gran tag of 14K gold and 17-jewel Swiss, shock absorbent, 
water repellent, anti-magnetic movement. Retails for $325. 
From Gold Bros., 7 W. 45th St., New York. Other designs 
of chain are available from one shown; also radium dial. 


3. New package for baby Carmen bracelet of Briggs, Bates, 
& Bacon, Attleboro, Mass., in form of tiny cradle, shows 
jewelry in novel manner and serves as a toy for children. 


4. Wreath-of-roses brooch by Frigerio Diamond Tool Co., 
93 Lafayette St., Newark, N. J., is of genuine marcasite, 
hand set in a sterling silver, rhodium plated mounting. 


5. These donkey and elephant pins, representing the two 
major political parties, are appropriate motifs for 1948. 
Of sterling, set with marcasites, they retail about $4.50. 
From Bertram B. Wallen, Washington Square Bidg., Phila. 


6. This water- and shock-resistant Incabloc Certina Calen- 
dar watch is steel cased and the dial, on black or white 
background, is luminous. It retails for $51, federal tax 
included. From Certina Watch Corp., 350 Fifth Ave., N. Y. 
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purchase plan. During that: time new club members 

were able to purchase a six-piece unit and start paying 
rate. 

eae patterns of Gorham International, Wat- 

son, Frank Smith, F’. M. Whiting, R. Blackinton, Towle, 

Lunt, Wallace, and Reed & Barton were pictured in the 

advertisements, keyed to a list of the pattern names. 

All club members will have the privilege of making 
additional purchases upon completion of their original 
club contracts, but no club members will be added 
after the end of April. 

Executives report considering hard and long the 
desirability of embarking on a silver club campaign. 
They report that they are greatly pleased with the 
results. 

Similar clubs have been conducted by other stores in 
the Providence area but it was a brand new, revolution- 
ary step for the Tilden-Thurber organization. 





Sun Shades Protect Window Displays 

While transparent sun shades for protection of win- 
dow displays are of comparatively recent origin, they 
have proved so effective that they are now being used 
in hundreds of thousands of store windows. 

Their advantage to jewelry and other retail stores is 
two-fold. Sun shades allow an unobstructed view of 
merchandise even during sunny hours, and at the same 
time filter out sun rays that fade and discolor materials. 
Losses on damaged merchandise are largely eliminated. 
Attractiveness of displays is left untouched. 





Transparent window shades eliminate harmful sun rays. 


One of the most popular shades used today are made 


of sheets of transparent plastic (acetate cellulose) im- 
pregnated with a patented substance to filter out the 
ultra-violet (actinic) rays of the sun. They are cut to 
specific measurements for individual windows and oper- 
ate on a simple overhead roller principle. Edges are 
bound with plastic binding to eliminate tearing. The 
amber color is imparted by an imported dye which does 
not fade during use. Shades must be strong enough to 
withstand the strain of repeated rolling and unrolling, 
and the pins on which they roll are made of special 
hardened steel that is practically indestructible. 

_ Continual improvements are being made in the plas- 
lic sun shade material as new discoveries or methods of 
manufacture are made. 
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MANUFACTURERS— RETAILERS: 
WE WILL PAY | 











For Your Current or 











a4 





Discontinued Inventories of | 

















Nothing too large. Nothing too small. We 


will buy anything from a small lot to an 
entire factory output. It will PAY YOU to get 
our estimate. Our bid is ALWAYS backed 


with ready cash. 

















Wire, write or phone 


SELBRA ENTERPRISES 





JESSE SELTER, President 
181 Canal St., N. ¥.13,N.Y¥)} CAnal 6-3766 


| Banking References on Request 
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Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


ae YOu can apply the C. & G. 





Dual Ring Clasp to any 
wedding and engagement 
rings, locking them to- 
gether. 
Easily Applied 
Just Clamps On 
No Soldering 


@ Holds Engagement and 

Wedding Rings Side by 

Side in Upright Position 

Comfortable — No 

Rough Edges 

Prevents Rings From 

Turning on Finger 

@ Prevents Wear Be- 
tween Rings 

Guaranteed against 

Breaking or Cracking 


RETAIL PRICE $2.75 
(Attractive Dealer 
Discounts) 

Order Through Your 


Material House 








Patent No. 2281231 


Newspaper mat of the C. & G. 
Dual Ring Clasp (as shown) 
finished free. 


Manufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor: 
M. J. LAMPERT & SONS, INC. 37 Maiden Lane, New York 7, N.Y. 























FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


PLATINUM 








GOLD 
JOSEPH B. COOPER & SON 





Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 
BROOKLYN, N. Y. NEW YORK CITY 
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Doorway Display Shows Secondary Lines 


The problem of how to display “*secondary lines” such 
as small appliances, china, novelties, gifts, etc., effec. 
tively without sacrificing valuable window-space needed 
for diamonds, watches, sterling, etc., has been solved by 
‘entranceway displays” at Duval’s Jewelry Company 
Maimi, Florida. “a 

The Duval store had an unusually wide entranceway 
installed when the new building was built in 1947, Foy; 
‘frameless”’ all-glass doors extend across the front 
creating a space more than 14-feet in width. , 

Duval’s utilizes this space for specialized “night-time” 
displays, in which merchandise which rates plenty of 
display attention, but which is not important enough 
for regular schedules in the main display windows, js 
shown. , 

“Many items in our inventory which get absolutely 
no attention from sidewalk passersby now profit from 
this system,’ the management pointed out, ‘‘and we 
feel that converting the entranceway into a display 
window each night, gives the customer a broader knowl- 
edge of the scope of our stock, in addition to keeping the 
store front interesting at all hours of the night — when, 
of-course, high intrinsic value merchandise has been 
removed from the regular display windows.” 

These special the night-time entrance way displays at 
Duval Jewelry Company consist of irons,  toast- 
ers, waffle-irons, sandwich grills, small radios, 
chaste aluminum cooking utensils, alarm clocks, handy 
kitchen gadgets, etc. Many people coming into the 
store during the daylight hours remark, “I saw it in 
your doorway last night”’ when requesting one of these 
more utilitarian items. Thus, what ordinarily would be 
dead space, has been put to practical selling use. 





Quiz Program Builds Good Will for Jeweler 


The S. A. Meyer Company, Jeweler’s, Washington, 
Pennsylvania, put on an interesting program, named 
‘“Tele-Quiz’’, each week, Monday through Friday over 
WJPA. 

It is a clever fifteen-minute program in which the 
master of ceremonies makes three telephone calls to 
numbers selected by a selector and asks a question. If 
the one who answers the phone can give the correct 
answer he gets two dollars and if not is awarded a mer- 
chandise certificate, good at any of the three Meyer's 
stores as a consolation prize. The next call is worth 
four dollars, the next six, and so on until the correct 
answer is given. It sometimes builds up to quite a nice 
sum. 

When answered the announcer gives a new question, 
starting with two dollars again. The selector is a differ- 
ent young boy or girl each night. 

In addition to this they have each week a.“‘ Jackpot 
Question” which is announced each night during the 
week. For the correct answer to this, accompanied by 
the best letter of explanation a prize is awarded on the 
following Monday night. These prizes are nice little 
gifts, usually table model radios or record players. 

During the entire program the announcer keeps up 4 
running-fire line of chatter between calls. He jokes 
with the selector, and his telephone calls are witty and 
quite informal. All in all it is fifteen minutes of good 
clean fun and has built plenty of good-will for the store. 
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quieter operation. GRANDFATHER AND BANJO in Mahogany or Ivory Finish, now only 
Keystone list $15.54 — Retail Price, $12.95. 











GRANDFATHER CLOCK 


THE ORIGINATORS OF SWING IN CLOCKS 


creased production and facilities have made possible a new lower price with improved 


Synchronized swinging pendulum. 
Guaranteed precision movement. 
All electric self starting. 


Operates on 110 volts 60 cycle A. C. cur- 
rent. 


THE GRANDFATHER: This authentic 
miniature adds a new touch of charm to 
any home and will be a lifetime treasure. 
Size 1334” high, 6” wide, 27%” deep at 
base. : 


THE PIN-UP BANJO: The popular pin- 
up wall clock of the French Renaissance 
trend. Size 14” high, 544” wide, 214” 
deep. 


Both Grandfather and Banjo Clocks have 
beautifully molded cases with harmonizing 
dials, Roman numerals and hands under 
convex glass. Available in metalized gold 
at Keystone list $17.34 — Retail Price, 


BANJO CLOCK $14.45. 











A NEW MEMBER 


THE CUCKOO DESIGN 
CLOCK: An authentic repro- 
duction of the famous Cuckoo 
design wall clock. Dimensions 
excluding pendulum and 
chain are height 12”, width 
834", depth 4”. Walnut fin- 
ish only. Keystone List Price 
$17.94 — Retail Price, $14.95. 


See your jobber or write di- 
rect. 


SWING CLOCK MANUFACTURING COMPANY e 2010-18 SOUTH HALSTED © CHICAGO 8, ILLINOIS 
















y» ALSO LARGE VARIETY OF 











English plate 
cruet with 
four hand cut 
glass bottles. 


English plate 
sugar and 
creamer on 
stand. 





MADE IN ENGLAND 
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|. FREEMAN £& SON. 
12 E. 52nd St., New York, N.Y. 


PLaza 9-6900 
18 Leather Lane, London E.C.I. 


| Chatie. Seems from _— CS, _ 
Selection of. 


tt ENGLISH 




















REPRODUCTIONS 





OLD SHEFFIELD 
VICTORIAN PLATE 
GEORGIAN SILVER 
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CKS Brings You Something NEW 
In Hand Carved Costume Jewelry 
























BEAUTIFUL 


“Rose Des igus 


EMBEDDED iN 
SPARKLING ICE CLEAR 


Lucite 


Women will know these 
smartly sentimental 
pins, earrings, chat- 
elaines, and lavalieres 
are the perfect accent 
for the feminine New 
Look. Hand carved 
with matchless artistry, 
each piece has beauty, 
charm, and individual- 
ity. Choice of red, pink, 
yellow, or blue design. 
Chatelaines and la- 
valieres‘hove sterling 
silver chains. 


Send For Catalog 
Sheet And Prices 


George hoch Sons. in 


Frvansville.indiana 



















1. Among serving pieces in Buenilum — lustrous hammered al- 
uminum — are this covered, divided vegetable dish to retail 
at $11.50; and solid dressing service with ladle, to retail 
at $6. From Breslaver-Underberg, 225 Fifth Ave., New York. 









2. New “Tempo” dinnerware, shown here in undecorated white, 
is characterized by flattened curves, flat-topped knobs and 
handles. Manufactured by the Salem China Co., Salem, Ohio. 











3. Beautifully dressed, lifelike doll, especially suitable 
for displays, is 17” in height ond is priced at $18.50. By 
the Monica Studio, 8025 Santa Monica Blvd., Hollywood, Cal. 












4. Breakfast set in Arabia Faience from Finland — Blue Rose 
underglaze, handpainted pattern, 23 pc. set retail $30; 17 pc. 
set for one, $25. Also dinnerware — all on immediate deliv- 
ery. From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 















5. Simplicity and delicacy of line combine with sturdiness 
in this Marvel line of glass from the U. S. Zone of Bavaria. 
Goblet retails at about $15 a dozen. Carried in full stock 
by Paul A. Straub & Co., Inc., 19 East 26th St., New York. 


6. Reproductions of antique cups and saucers in Stafford 


China, wide range of designs to retail from $5.50 to $10. 
Catalogue on request. From Rubel & Co., 225 5th Ave., N. Y. 
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SEE-THROUGH Cases... 











Open showcases are featured at 
Fostoria’s New Service Showroom... 
1567 Merchandise Mart, Chicago, 
INinois. Designed by Harper Richards 














Fostoria’s Service Showroom Suggests 
New Ideas for Practical Selling Display 


Since the opening of Fostoria’s new Service Showroom, delicate details of etchings or cuttings. 


merchants have been especially interested in the open ¢ The vertical open case, as compared to table-top 
di > cases. Thes xible, see-th S S : 
rage! — hese flexible see-through cases suggest display, shows more merchandise per square foot 
the following merchandising advantages: of floor space. 
e Since customers can stand on both sides, twice e These see-through cases, even when used in the 
as many can see and handle your merchandise. center of a floor, will not block your customers’ 
¢ Glassware, at eye level, appears to be suspended view of the department. 
i Ns 4 ; » a6 . } SI J ; , 
> Pes. eS OS illusion which attracts You are invited to see the open showcases. They will sug- 
customers’ 10n. 
mers attention gest other ideas for practical displays as well as many mer- 
¢ The open case has no background to absorb the chandising opportunities to help you at the point of sale. 


WATCH THIS SPACE FOR 
OTHER DISPLAY SUGGESTIONS - 


(;OStOra 
FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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1. One-pound-size candy boxes in Concorde china decorated 
with either “Dogwood” or “Autumn” designs — may retail for 
$9 each. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


2. “Forest Vine” pattern in “Royal Vienna” Augarten China — 
«china whose history dates back to 1718. One of a diversi- 
fied collection of decorations in this line, imported by the 
Hudson Commercial Co., Inc., 115 West 23rd Street, New York. 


3. Cocktails and cordials from Portugal, made in 8 differ- 
ent shapes and in 8 pastel colors, all with twisted crystal 
stems. Imported by Blefeld & Co., 1107 Broadway, New York. 


4. A delicately drawn border of gay-colored flowers from the 
English countryside in this Hazel Dell pattern in Spode din- 
nerware, done on the embossed rim of the Chelsea Wicker 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


5. “Ring for a Drink” cocktail and jigger glasses, bowls in 
clear plastic, bells and clappers of plated chrome. Retail 
$1. From Distinctive Creations, 10 West 47th St., N. Y. 


6. This English plate cruet with its four hand-cut crystal 
glass bottles is a new item recently placed on display in 
their showrooms by I. Freeman & Son, 12 East 52nd St., N. Y. 
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RR. Doulton figurines are today — for the 
first time since before the war — available for prompt 
delivery. 
They present a distinct opportunity to add a line of 


truly distinguished gifts to your wares. Over and above 











the universal acceptance of figurines, these pieces possess 
definite appeal as collectors’ items. They bring to the 


shelves of smart stores the attraction of romantic Eng- 





land as well as the assurance of authenticity which the 
Doulton name warrants. 
In addition to the pieces illustrated, there are 


many more subjects available. Please write 





if you wish further information. 





ae 





DOULTON AND Co., Inc. 


212 FIFTH AVENUE, NEW YORK 10 
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1. Five-part vegetable dish with lock handle, twin liners 
with covers. “Olde English” reproduction silverplate, re- 
tail $67.50. From Geo. F. Bassett & Co., 225 5th Ave., N. Y. 


2. These floral dinnerware patterns are (left) “Roseland,” 
finished with coin gold band and line; and “Bell Flowers,” 
with gold lace frame and either a red or a blue band. From 
the Atlas China Company, 27 West 20th Street, New York 11. 


3. “St. Francis” vase in heavy Tiffin crystal glass with 


optic lines curved upward from a round foot. Vase stands 
11” tall, is made by United States Glass Co., Tiffin, Ohio. 


4. New Winpro 35 “Synchro-Flash” camera with provision for 
synchronized flash in shutter, three lens openings at f: 8, 
f: 11, €: 16; retail $12.95 including tax. Flash unit, $3.95. 
By the Webster Industries, Inc., Box 370, Rochester 2, N. Y. 


5. Graceful gull in flight fashioned of satiny aluminum is 
base of this 27” lamp with silver-bound shade; retail, $25. 
A creation of the Garret Thew Studios, of Westport, Conn. 


6. Swan-handled, hand-painted urns in Bethwood Royal China 
with reproduction of antique Capo di Monte decoration done 
in fuchsia, green and brown on ivory, highlighted in coin 
gold. From Beth Weissman, Inc., 49 West 23rd St., New York. 
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rom FINLAND 


Faience after-dinners for coffee or tea in ample 4 ounce 
size make delightful liqueur sets with KARHULA CRYSTAL 
Glasses in colors —seagreen, azure, smoke and straw. 
Cups/Saucers and Liqueurs are also available separately. 


VERNA 
Top Left: SERVICE FOR EIGHT 


8 cups/saucers—8 seagreen liqueurs 
DK 3476 cups/saucers—floral 
VALA seagreen liqueurs 


GLORIA 
Lower Left: SERVICE FOR EIGHT 


8 cups/saucers—azure liqueurs . . 7.60 


EP2/4611 cups/saucers—blue . . 5.40 dz. 
2057/3 azure liqueurs . . . . . 6.00 dz. 


JULIA 
Top Rreht: SERVICE FOR EIGHT 
8 cups/saucers—8 straw liqueurs . 12.00 
RD/floral cups/saucers. . . . . 4,80 az. 
2067/3 straw liqueurs . . . . . 13.20 dz. 


, 


ALIDA 
Lower Right: SERVICE FOR EIGHT 


8 cups/saucers—smoke liqueurs. . 6.80 
EP2/S60 cups/saucers—red or blue 5.40 dz. 
SILJA smoke liqueurs . . . . . 4,80 dz. 
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FINLAND CERAMICS & GLASS CORPORATION 


225 FIFTH AVENUE 


NEW YORK 10; Ne ¥. 
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Bathwood Royal China 


Qn 
Demi —lasee. 
Sats” 


On Askta s ama 
Ciganclle Boxer 


Dn Bamboo Flower Vooe 
an Cache Ryt— 


These anc | ta feu of the mamy new 
toms ie the duped aie stat of 
Bethwood Royall Chima Giftamne. 
Beth Weissman Inc.49 WeotZ3nd S trect; New Your 











by MADELINE LOVE 


O TYPE of merchant has a better chance than the 
jeweler to bring together, in more or less clog 
proximity, the most precious elements of the well-se 
table. The department store all too often places jt 
silverware department entirely apart from the china and 
glass section, frequently on another floor altogether 
And the gift shop or the china and glass specialty shop 
usually carries no flat silver. But the jeweler has all of 
them — plus the prestige of the jewelry-store name— 
and because his store is compact he has the pricelgg 
merchandising opportunity for co-ordinating them not 
only in table settings but in adjoming displays. 

This is no new idea, certainly. But it cannot be 
stressed too often or too strongly, considering the num- 
ber of tableware sales which slip away from the jewelry 
store to the department or specialty store. And it is 
particularly important during the peak months for 
weddings. The bride who, naturally, goes to the jeweler 
to choose her silver, may not, without a gentle hint, 
think first of the jeweler in selecting her china, glass. 
ware, and table accessories. She should, of course— 
but she may not. 

Your newspaper advertising is one hint. Another is 
an invitation, formal or informal, sent directly to the 
prospective bride asking her to come to the store and 
see the merchandise. Considerably more subtle is the 
hint conveyed by the manner in which the co-ordinated 
wares are presented for her attention. If suitable pat- 
terns of china and glass are introduced into the picture 
at the same time as the silverware, three sales — or, at 
least, projected sales — are made instead of one. Re. 
member — she trusts your judgment as a jeweler, used 
to dealing in articles of beauty and high quality. 

* * * 

ILS STERNER, president of the Upsala-Ekeby 

potteries in Sweden, together with Kurt Merkel 
bach, superintendent of the potteries, and Ake Roos, 
manager for the company’s porcelain factories, sailed 
back to Sweden on the Queen Mary on April 21 afte 
spending several weeks in this country. They visited 
a number of American potteries and spent some time 
conferring with their American representatives, Gart 
son Products Inc. of New York. Garrison is handling 
the dinnerware lines and another agency is being selected 
for the artware. Upsala-Ekeby manufactures artwat 
and subsidiary companies are Gefle, which makes sem 
porcelain dinnerware and artware; and Karlskrona, 
making translucent china dinnerware. 

* * * 

SPECIAL exhibit of Lenox china was held during 

March in the Arthur A. Everts Co. jewelry stor 
in Dallas, Tex. Historic plates and samples of services 
made especially for the White House were included i 
the display, as well as many other examples of th 
potter’s art. The process of making and decoratili 
both dinnerware and figurines was shown, from artist 
drawing to finished piece. Plans are being made WE 
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HIS group, our newest designs treated 
seller at the New York Gift Show. 


Concorde Gine Ching — CIGARETTE SETS 





with best mat gold, was our most successful 
Correctly priced for today’s market, their 


noteworthiness assures immediate sales. 





Top Row—Left to Right: 
NOSEGAY IRIS No. 817 No. 820 
$4.00 Set $4.00 Set $5.00 Set $4.50 Set 


Bottom Row—Left to Right: 
DOLLY VARDEN COLONIAL DOGWOOD TOSCA 
$2.75 Set $2.75 Set $2.75 Set $2.75 Set 


39-41 West 23rd Street HERMAN C. KUP PER. Ine. New York 10, N. Y. 



































pode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


e., . 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 
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SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 





is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 




















Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 








PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in Los 
Angeles, San Francisco and Chicago. 


401 East 6th St., los Angeles 14, Calif. 
DODGE INC 706 North Hudson Street, Chicago, Ill. 
e 126 South Street, Newark, New Jersey 


303 











take the exhibit to other cities for display. 


Awards for Champions oe 


HE pattern for the fall gift shows is taking shape 
with the addition of several more dates. Dallas 
Texas, will be the show center from September 5 to 9 
when the Allied Exhibitors, Inc., will hold its show at the 
Hotel Adolphus and the Southwestern Merchandig 
Exhibitors, Inc., will sponsor its show at the Hotel 
Baker, the Santa Fe Building, and other downtowy 
permanent showrooms. The Allied group will hold its 
Denver, Colo., show from September 19 to 22 at the 
Hotel Albany, but its Oklahoma show has been cap. 
celled. The Denver show takes in both gifts and jewelry, 
The Southwestern group is to stage its Kansas City 
show from July 25 to 29 in the Hotels Muehlebach and 
Phillips, while in Memphis, Tenn., the Mid-South Gif; 
and Jewelry Show and Variety Show is set for August 
29 to September 2 in the King Cotton Hotel. 


* * * 


ILLIAM D. CARMEN, of the Federal Glass 

Co. showrooms in the Chicago Merchandise 
Mart, has been elected president of the Chicago Glass 
and Pottery Association. Ralph D. Higgins, head of 
the company of that name, was named vice president: 
R. M. Aylesworth, of Pitman-Drietzer & Co., treasurer: 
and Warren Hill, of the Martin M. Simpson & Co, 
secretary. 





* * * 
FTER a lapse of some twenty years, one of Chi- 
cago’s — one of the country’s — oldest and finest 
jewelry stores, C. D. Peacock, Inc., has a regular china 
and glassware department again. During the interim, 
the store has carried short lines, such as teasets, dessert 
plates, after-dinner coffees, and the like, but has had no 
open stock dinnerware or stemware. Both are being 
| carried now, in the upper-bracket qualities, and they 
_ will be coordinated with the silverware lines in displays 
' and in sales. The store has made a feature of selling 
| silverware in place settings, and expects to continue 
| the same program with the china and glass patterns. 

* * * 
oldscheider, Inc., of Trenton, N. J., has appointed 
Marks & Rosenfeld, Inc., 147 Fifth Avenue, New 
York, as exclusive representatives in this country for its 
line of china figurines; and ,William Van Cleff, lamp 
manufacturer of 36 West 25th Street, New York, a 
exclusive outlet for lamp bases. Both lines, consisting of 
entirely new creations, will be shown by these firms next 

fall at the gift and lamp shows. 
* * * 


erg ees R. F. Brodegaard & Co., Inc., New 
York, have added stemware pieces to three pat 
terns in their American-made cut glass drinking acce+ 
sories line... Miss Mildred Cheshire, who has long 
been associated with the firm of Lenart Import, Ltd, 
New York, has been elected vice president and sale 
manager... Early in June, the Kwan Lee Co., Ine.,d 
New York, will move its showrooms from 225 Fifth 
Avenue and its factory from 21st Street, to new quartels 
at 30-34 West 33rd street ...Feika Imports, of the 


T ae be -_ Cc ra $+ O-« Merchandise Mart, Chicago, now has representation i 
Pp » the Hawaiian Islands, its line of pictures and decorativt 

wall accessories being carried by Hamilton of Hawall 

with showrooms in the Honolulu Merchandise Mart. 











SPORT TROPHIES ... a complete line 
in brilliant “Goltone” metal (resembling 18k 
gold) throughout. 


Top center wee WA" high.... 4.50 retailer 
Top right / ...-11%” high.... 5.20 retailer 
...-13%” high.... 8.10 retailer 

122” high. ... 7.20 retailer 

..-- 10%” high. 6.30 retailer 


Many new trophies have been added to our line. 


WRITE FOR NEW CATALOG 
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LAVAI-AHACOUL LAVAID-“-AHAdOAL LAVAD-AHdOUL LAdVAD-AHAdOAL 


249 N. Reno Street, Los Angeles 26, California 
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THE JEWELRY 
REPAIRERS HANDBOOK 


by J. G. KEPLINGER 


Written mainly for that large class of workmen who have 
learned their trade in stores and who desire to know the 
best as well as the latest methods employed in large 
jewelry repair shops. 


Price $1.25 Postpaid 
THE JEWELERS CIRCULAR - KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 


Remittance must accompany all orders. 
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DIAMONDS ror EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO), 1310) anon 


CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano -AMSTERDAM 
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DIRECT 
AND SAVE 


Jewelry shown 

made in_ gold 
filled and all 
precious metals. 
Write for new cata- 
logue showing com- 
plete line of personal- 
ized, distinctive jewelry 
for men and women. 


Designcraft Jewelry 


Manufacturers of Distinctive Jewelry 
249 E. 43rd St., New York 17, N. Y. 
Murray Hill 7-2867 
Member of Jewelers Board of Trade 
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2 PLASTIC BEADS 


FOR EVERY PURPOSE! 


TELL Plastic Beads are preferred by 
leading jewelry manufacturers from coast to 
coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 
a variety of spheres and shapes. 


TELL Plastic Beads are available in the 
following colors and finishes: 





® Alabaster base for pearlizing. 

® Chalk white, pink, or blue with waxed finish. 
® Gold, silver or rhodium plated. 

® Manufactured according to specifications. 


Sizes: 214 -3- 314 -4-414-5-5I2-6- 
7-8-9-10-12- 14- 15 - 18 mms. may be 
ordered with or without holes. Submit your 
specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC. 


33 Fulton Street * Newark 2, N. J. 
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ANRJA Conducts Research 
On Silver Department Costs 


The 1947 ANRJA convention consid- 
ered, as part of its agenda, proposals to 
resume annual surveys of jewelry store 
operations similar to the compilations pre- 
pared for some years by the Harvard 
School of Business Research, and discon- 
tinued in the late 1920’s. Following the 
address of Professor Tom Lilley of Harvard 
at one of the convention sessions, a Re- 
search Committee was appointed, headed 
by H. Victor Paul, vice president of Wiss 
Sons, Inc., Newark, N. J., with the follow- 
ing members: Allan Davidson, Thomas 
Long Co., Boston; Myron Everts, Arthur 
A. Everts Co., Dallas; Leo Henebry, 
Henebry & Son, Roanoke; Wilson A. 
Streeter, Bailey, Banks & Biddle Co., 
Philadelphia, and W. G. Thurber, Tilden- 
Thurber, Inc., Providence. 

After an intensive study by the Com- 
mittee, the firm of Alderson & Sessions, 
Philadelphia Research Organization, was 
consulted and after a number of prelimin- 
ary meetings, a report was submitted to 
the Executive Committee of the ANRJA, 
outlining the project. 

Because of the wide spread interest on 
the part of jewelers throughout the country 
in Silver Department Costs, a group of 
leading silver manufacturers were ap- 
proached by the Committee with the 
request that they underwrite a substantial 
portion of the 1948 survey. All of the 
manufacturers approached indicated their 
willingness to help the retail jewelers by 
making possible the proposed survey. 
Contributions have already been received 
from the following firms, and the total 
received to date exceeds the $10,000 re- 
quested: The Gorham Co., Providence, 
R. I.; International Silver Co., Meriden, 
Conn.; Kirk Silversmiths, Baltimore, Md.; 
Lunt Silversmiths, Greenfield, Mass.; 
Oneida Community, Oneida, N. Y.; Reed 
& Barton, Taunton, Mass.; Towle Mfg. 
Co., Newburyport, Mass., and R. Wallace 
& Sons Mfg. Co., Wallingford, Conn. 

The initial survey will consist of both a 
mailed questionnaire to a large number of 
retailers throughout the country, and a 
detailed on-the-premises analysis of a 
selected small group of jewelry stores. 

Jewelers are requested to cooperate 
with their Association and, in their own 
interest, fill out and return the question- 
naire promptly. 
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Manufacturers Will Benefit By Two New Laws 


Proposed Amernments to Rhode Island Homework Statute Would Permit 
Better Enforcement of State, National Law; Legislative Measure in the 
District of Columbia Will Aid Jewelry Salesmen 


The New England Manufacturing Jew- 
ers’ & Silversmiths’ Association has given 
its approval to two legislative measures 
that hold promise of benefiting the jewelry 
producing industry. 

One is the group of proposed amend- 
ments to the Rhode Island industrial 
homework statute and the other concerns 
proposed changes in the District of 
Columbia income and franchise act of 1947 
now before a House sub-committee. 

In a letter to Mrs. Margaret F. Ackroyd, 
chief of the division of women and children 
of the R. I. Department of Labor, G. R. 
Frankovich, executive secretary of NEMJ& 
SA points out that the jewelers’ association 
in the past has established as an association 
policy a stand that the abuses of homework 
in the jewelry industry particularly far 
outweigh the advantages that are derived 
therefrom. 

‘‘Pursuant to this previously established 
policy, this association desires to record its 
approval of the amendment to the Rhode 
Island law. It appears that these amend- 
ments would clarify existing regulations 
and, at the same time, permit a better 
enforcement of the provisions of both 
state and national law, ”’ he stated. 

“It is felt,” he continued, “that this 
strengthening and an active policy of en- 
forcement by the state authorities would 
not only stamp out the social evils of 
industrial homework but would also do 
away with unfair competition in the trade 
and work to the betterment of the legiti- 
mate manufacturers and therefore the 
industry.” 


NEMJ&SA FAVORS PROPOSED CHANGES 


This stand extends the association’s 
efforts to outlaw jewelry homework in 
general. NEMJ&SA and its former execu- 
tive secretary, Edward O. Otis, Jr., were 
prominent 11 years ago in the move that 
resulted in the drafting of a Rhode Island 
minimum wage law which carried a 
mandatory order barring homework by 
industry, with the exception of isolated 
cases where handicapped persons were 
involved. 

Mr. Otis was also particularly active in 
1941 in working on behalf of the associa- 
tion on the national minimum wage stat- 
ute, a part of which barred homework by 








the jewelry industry. It was this statute 
that raised the minimum hourly wage of 
the jewelry ‘industry from 32 cents to 46 
cents an hour. 

It is the opinion of the association, 
Frankovich states, that homework of the 
jewelry type recently uncovered in Rhode 
Island is not being done by legitimate 
jewelry manufacturers nor is it in the best. 
interests of the industry. It is further con- 
tended that the practice actually hurts the: 
employes of the legitimate jewelry manu- 
facturer by giving rise to unfair price 
competition. 

Frankovich claims that the homework 
that has been going on has been involving 
individuals who get together and buy 
semi-finished jewelry. It needs some proc- 
essing before it can be marketed. This 
processing is done in homes. Such proc- 
essing, he says, is illicit and illegal. 


AMENDMENTS WOULD STRENGTHEN LAW 


The amendments, it is contended, would 
strengthen the law and allow the director of 
labor to correct some of the homework 
abuses in the jewelry industry which it has 
not been able to do under the existing pro- 
visions. 

By amending the definition of “em- 
ployer” and “industrial homework” to. 
include “the home of the employer”’ it is: 
believed that it would be possible to outlaw 
the tenement shops where the employer is 
using workers in his home to process 
materials he owns. At present, tenement 
shops are against the law only when the 
materials being processed are owned by 
another manufacturer and the home shop 
is doing contract work on these articles and 
returning them to the owner after proc- 
essing. 

Powers and duties of the director of 
labor—as proposed—would include in the 
law itself the limitations on the issuance 
of homework licenses. These limitations 
include the requirement that an employer 
must maintain a legitimate place of busi- 
ness in Rhode Island where the processes 
which the employer proposes to distribute 
as industrial homework, or at least proc- 
esses similar to them, are done. 

This is to prevent anyone from getting a 
license and sending out all of a certain type. 


(Please turn to page 308) 
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Kant Elected President 
Of Hamilton Watch Co. 


Rudolph M. Kant, Vice President in 
Charge of Public Relations, was elected 
President of the Hamilton Watch Com- 
pany at the annual reorganization meeting 
of the Hamilton Directors held on April 
13th. Calvin M. Kendig, retiring Presi- 
dent, was made Chairman of the Board, 
succeeding Frank C. Beckwith, who was 
retired from an active part in manage- 
ment, but reelected as a company director. 

All of the Hamilton Board were re- 
elected Directors at the Annual Meeting of 
Shareholders held April 13th at the Com- 
pany’s executive offices, as follows: W. R. 
Atkinson, C. J. Backstrand, J. W. B. 
Bausman, Jr., Frank C. Beckwith, R. M. 
Kant, Calvin M. Kendig, George P. 
Luckey, Frank K. Sener, William Shand, 
Charles C. Smith, J. Hale Steinman and 
Charles G. Watt. 

In the Board reorganization meeting 
which followed, these Officers were elected: 
Calvin M. Kendig, Chairman of the 
Board; Rudolph M. Kant, President; W. 
Ross Atkinson, Vice President in Charge 
of Sales; George P. Luckey, Vice President 
in Charge of Manufacturing; Charles C. 
Smith, Vice President in Charge of 
Finance, and Secretary; Harry R. Lawrence, 
Treasurer, and Robert B. Thompson, 
Comptroller. 


RUDOLPH M. KANT 





Mr. Kant, Hamilton’s new President, 
was born in Lancaster April 28, 1902. His 
father, the late Edward R. Kant, a jeweler 
and watchmaker, came to Lancaster from 
Cleveland, Ohio, after joining the sales 
force of the Non-Retailing Company, local 
wholesale distributors of Hamilton 
Watches. + 
, Hamilton’s new President got his first 
part-time job at Hamilton in 1916 in the 
Escape Department, after he’d entered 
high school, and continued at it during his 
student days at Franklin & Marshall 
College. In 1921 he took a full-time job at 
Hamilton, where he has since been con- 
tinuously employed. 

The first five years he worked in the 
Finishing and Service Departments, be- 
coming proficient as an experienced fac- 
tory watchmaker. 

In 1926, Mr. Kant applied for a transfer 
to the Sales Department and that year 
joined the Company’s staff of field repre- 

sentatives. After several years of travel- 
ling and contacting retail jewelers over the 
country, he was advanced to Assistant 
Sales Manager, and in 1935 was again 
advanced to Sales Manager. 
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During World War II Mr. Kant spent 
much time in Washington, D. C., super- 
vising contracts between his Company and 
various Governmental agencies and bur- 
eaus. These contracts for the Company’s 
war-time production of precision timing 
instruments totalled over $31,000,000 of 
sales. 

On January Ist of last year, Mr. Kant 
was elected Vice President of the Com- 
pany, in Charge of Public Relations, and 
at the April, 1917, Annual Meeting, was 
elected to the Hamilton Board of Directors. 

In commenting on the choice of his 
successor to the Hamilton Presidency, Mr. 
Kendig said: 

“I am delighted. After 56 years of cor- 
porate life, here, for the first time, Hamil- 
ton is headed by a President who is both a 
watchmaker and a salesman. It isn’t often 
that a company can boast of a new chief 
executive who, while still young in years, is 
a bona fide ‘Old Timer’ in point of Com- 
pany service. ‘Rudy’ Kant is thoroughly 
qualified for his new _ responsibilities 
through 32 years of widely diversified 
training and proven administrative ability. 
I know he will have the hearty cooperation 
of the entire Hamilton organization.” 

Mr. Kant, the newly elected president of 
Hamilton Watch Company, stated: ‘Phe 
Hamilton Watch Company has earned an 
enviable reputation in the American watch 
industry over a period of 56 years. Our 
future effort will be devoted, as in the past, 
toward the production and distribution of 
a quality product that will continue to earn 
the support of our friends throughout the 
jewelry trade.”’ 


MFRS. TO BENEFIT BY NEW LAWS 
(From page 307) 

of work, thus giving no comparative basis 

for determining the proper rate of pay for 

the worker in the home or the number of 

hours required to do the work. 

The proposed amendments also increase 
the penalty for violation. Now the penalty 
is a maximum of $50. The proposed 
penalty is a minimum of $100 and a 
maximum of $300. The license fees were 
increased in 1946 and are now set at $200 
for the first year with renewal fees ranging 
from $25 to $200, depending on the num- 
ber of workers. The present penalty of 
$50 makes it cheaper to distribute without 
a license and to pay the fine if caught. 

The District of Columbia franchise bill 
changes, it is expected, will open up 
jewelry business in that area which would 
benefit its many jewelry producing plants. 

These changes are contained in a bill— 
HR5317— introduced in Congress by Rep. 
Howard W. Smith of Virginia. 

The act now provides that the District 
of Columbia Commission can levy a sales 
tax on all items sold within the District, 
the tax ranging from 2% to 5 per cent, 
depending upon the type of business 
establishment. 

In addition, it enables the commission 
to require a license to be purchased at a 
cost of $10 before a person can do any 
business in the District of Columbia. 
There are many voluminous forms to be 
filled out in order to obtain the license. | 

It is quite generally felt, Frankovich 
reports, that Congress intended the act 
to apply to legitimate businesses operating 
principally or solely within the District of 




















Columbia, including both retail stores and 
manufacturing plants. 

It is interpreted by the commission 
however, to include all persons who go into 
the District, even salesmen who make onl 
one trip a year to procure a single i 
maintaining no stock and working out of , 
home office outside the District. 

In the past, Frankovich reports, Several 
states have applied for similar legislation 
but such legislation has been declared yp. 
constitutional as in restraint of trade and 
has so been declared under the Interstate 
Commerce Act. Since the District is not g 
state, provisions that regulate trade be. 
tween states do not apply to it. 

The principal provision of the new bill 
would restrict the commission’s applica. 
tion of the act to only those businesses 
which are operating within the District 
which carry supplies or stock within the 
District or have home offices there. 

The old act is felt to be highly restrictiye 
not only to those industries that do busi- 
ness there by means of sales representa- 
tives, but also to those within the District, 
because it tends to raise the cost of living 
and discourages small business men who 
cannot undertake the paper work necesgi- 
tated by the licensing procedure. 

Passage of the amendments, it is con- 
tended, will encourage sales efforts within 
the district and result in more business 
for those making the successful bid for the 
District’s consumer dollar. 





TALKING IT OVER 





Alan K. Ruvelson, assistant director of the Ameri- 
can Diamond Guild, St. Paul, Minn., and Mrs. 
Myrtle Kalmen, office manager, talk over Guild 
membership advantages with a member, Clem 
Hillig, seated, of Clem’s Jewelry & Gifts, Redwood 
Falls, Minn., in the American Diamond Guild booth 
at the recent Northwest Trade Show of the Minne- 
apolis Retail Jewelers convention in Minneapolis. 
The Guild, an honorary professional organization, 
selects leading jewelers of each community for 
membership. Organized to maintain high stand- 
ards and ethics in the retail jewelry trade, and to 
assist in merchandising problems, the Guild now 
has several hundred members located throughout 
the country. 





Jeweler Arouses Customer Interest 
By Dramatizing Diamond Polishing 
The A. E. Roger’s jewelry store of Scran- 
ton, Pa., dramatized the polishing of dis 
monds and capitalized on interest in these 
gems by bringing a New York diamond 
polisher to its store for a six-day period. 
Max Baruch of New York explained 
the marking, sawing and girdling of rough 
stones, also the tools and equipment used 
in the polishing process. 


THE JEWELERS’ CircuLAR-KEYSTONE 
































| 





Sydney Ball Sees Bright Future For Diamonds 
At Annual Conclave of American Gem Society 


World production of rough gem dia- 
monds was estimated at 2,500,000 carats 
annually by Sydney H. Ball, diamond 
mining authority and diamond consultant 
for JC-K, in a speech before the 13th 
annual conclave of the American Gem 
Society which was held at the Hotel 
Statler, Washington, D. C., on March 21, 
22, and 23. 

Mr. Ball, author of the annual review of 
the diamond industry, said that: total 
diamond production ranges from nine to 
fourteen million carats, of which about 
two and a half million carats, or about 
1,209 pounds, is of gem grade. _ 

Pointing out that diamond mining 1s 
2,500 years old and now employs some 
125,000 men, Mr. Ball said, rhe all-time 
production has been a little over 78 tons. 
This would form a cube nine feet on a side, 
but cut gem stones of one carat or more of 
good quality would form a cube but two 
and a half feet to a side. Therefore, the 
woman who wears a one-carat or larger 
solitaire owns one of the world’s most 
precious commodities. To get a unit of 
diamonds, we mine and mill from 20,000,- 
000 to 60,000,000 rock units. The average 
hard-working miner, with luck, may pro- 
duce a grain, (one-fourth of a carat) a 
day.” 

In his address Mr. Ball pointed out that 
research men were using diamonds to 
discover where radio-activity was present. 
Diamonds were much more sensitive to 
the rays than anything heretofore used. 


PROMINENT SPEAKERS PRESENT 


Many prominent speakers of the jewelry 
industry were present at the three day 
session. Ralph Holmes, Ph.D. of Columbia 
University, New York, who gave several 
review lectures each day on the funda- 
mental course, #012, of the Gemological 
Institute, also explained how he believed 
the new synthetic star stones were made 
by Linde Air Products. In appreciatton 
of the many fine lectures that Dr. Holmes 
gave the membership, they presented him 
with a 14 karat gold wrist watch. 

Chester B. Slawson, Ph.D. of the 
University of Michigan and co-author 
with Edward H. Kraus, Ph.D. of ‘‘Gems 
and Gem Materials” gave a very inter- 
esting talk, accompanied by slides, on 
“The Effect of Inclusions and Flaws on 
Diamond Cutting’’. 

A. E. Alexander, Ph.D., director of the 
Gem Trade Laboratory in New York 
showed motion pictures illustrating the 
recovery of pearls from the Persian Gulf. 

The new synthetic rutile which Linde 
Air Products has announced will soon be 
available to the jewelry trade, was dis- 
cussed by Richard T. Liddicoat, M. S., 
C. G., director of education of the Gemo- 
logical Institute of America. 

The conclave was not devoted entirely 
to scientific and laboratory _ sessions. 
Various committees of the American Gem 
Society were presented with problems 
which had arisen during the past year, 
and recommendations by the membership 


For May, 1948 








at large. These committees, after having dis- 
cussed these problems among themselves, 
arrived at certain conclusions which were 
presented to members present at the 
conclave. In cases where the _ entire 
membership felt these recommendations 
were worthwhile and correct it was 
voted that they be sent by mail from 
Headquarters in Los Angeles to the entire 
AGS membership to be voted upon. 





At the arinual conclave of the American Gem 
Society a collection of jewels valued at $250,000 
were displayed. The young lady shown above is 
wearing some of the gems that were on display. 


One of the most interesting committee 
discussions was held by the Nomenclature 
Committee who presented for the first 
time their suggestion for names to be 
applied to diamend grades which would 
coincide with the AGS Diamond Coloime- 
ter symbols. Although the membership 
present did not approve the suggested 
names the Nomenclature Committee sub- 
mitted, it was agreed that this committee 
should pursue the matter further and 
present a new list of names at the next 
conclave. 








As a solution to the problem jewelers have in des- 

scribing to customers how various gems may occur 

in different colors, John S. Kennard of Kennard & 

Co., Boston, Mass., presented the Color-Graph 

pictured above to members of the American Gem 
Society at their annual conclave. 


As a solution to the problem confronting 
jewelers in describing to customers how 
various gems may occur in different colors, 
John 8S. Kennard, C. G., R. J., of Kennard 
& Co., Boston, Mass., presented to 




















members of the American Gem Society his 
latest window display—the Color-Graph. 
This display shows six varieties of gems 
which include ruby and sapphire, topaz, 
tourmaline, garnet, emerald and aqua- 
marine. Each color in which these various 
stones appear is shown in the display by 
the use of an actual gem. The display will 
soon appear in the windows of AGS mem- 
bers throughout the United States. 

Of prime importance to the members 
was the recommendation of one committee 
to establish a ruling eliminating the term 
“semi-precious” since all the members 
agreed that many rare and beautiful gems 
were handicapped by this term. Another 
recommended ruling of interest to all 
members was to use the term ‘‘flawless”’ in 
place of the term “‘perfect”’. 

James G. Donovan, Jr., R. J., AGS, 
Donovan & Seamans Co., Los Angeles, was 
again nominated Chairman of the Inter- 
national Committee and President of the 
American Gem Society and was unani- 
mously re-elected. 

Although the conclave is of a serious 
nature with members studying new 
methods of stone identification in labora- 
tory sessions and listening to prominent 
speakers in the jewelry trade, it can not 
be overlooked that these sessions were 
made all the more enjoyable by the efforts 
of the Society’s most capable and amusing 
master of ceremonies who lightened the 
mood of each session with his inimitable 
wit, H. Paul Juergens, C. G., R. J., of 
Juergens & Andersen, Chicago, II. 





Early June Set For Distribution 
Of Overseas Campaign Medals 

Medals for overseas service in World 
War II will shortly become available to 
eligible servicemen and _ veterans, the 
armed forces stated recently in a joint 
announcement. 

Limited distribution by the Army was 
made on Army Day, April 6, and by the 
Navy to members of the Naval services 
on April 30, sesquicentennial of the 
founding of the Navy. Medals in sufficient 
quantities for general distribution will be 
available by June 1. 

The medals are the counterparts of the 
three “theater ribbons” which were 
issued during the war covering service in 
the American, Asiatic-Pacific and Euro- 
pean-African-Middle Eastern theaters. 
The metal portion of each medal has its 
own distinctive design, and the ribbon 
part is of the same color and pattern as the 
service ribbon—predominantly blue for 
American, yellow for Asiatic, and green 
and brown for European. 

Battle stars indicating combat partici- 
pation and arrowheads indicating amphib- 
ious or airborne spearhead action will be 
issued with the medals on the basis of the 
individual’s actual eligibility. This in- 
formation is contained in the discharge 
paper given the individual at the time of 
his separation from service. 





Change of Ownership Announced 

Fred Linder has acquired control of 
Helfand Jewelry, 1304 State St., Erie, Pa., 
and will operate the business at its present 
location under the name of Fredericks 
Credit Jewelers. 


309 








James G. Shennan Heads 
Elgin National Watch Co. 


T. Albert Potter, president of the Elgin 
National Watch Co. for the past 16 years, 
was elected to the newly-created post of 
chairman of the Board of Directors at the 
annual meeting of the board in Elgin, Ill., 
March 24th. He was succeeded as presi- 
dent by James G. Shennan, former execu- 
tive vice-president, who also was elected a 
director of the company. 

Mr. Potter, who was Elgin’s fifth presi- 
dent, was formerly vice-president of the 
Quaker Oats Co. He began work with that 
corporation following his graduation from 
Princeton University. While with Quaker 
Oats, he supervised a company mill install- 
ation in Hamburg, Germany, and later 
served as supervisor of Canadian flour 
sales in Scandinavian countries. 

In 1912, after three and one-half years 
in Germany, he assisted in the installation 
of a mill in Saskatchewan, where he sub- 
sequently was named general manager of 
Quaker Oats for Western Canada. 

Mr. Potter was transferred to the 
general offices of the company in Chicago 
in 1918. He became a vice-president in 
1929, a position he retained until 1932 
when he was elected president of the Elgin 
National Watch Co. 

He is a director of Bell & Howell Co., 
Industrial National Bank of Chicago, 
Public Service of Northern Illinois, Con- 
tinental Casualty and Continental Assur- 
ance Co. of Chicago. 

Mr. Shennan, who has been executive 





vice-president of Elgin since June, 1947, 
has been with Elgin since 1932 when he 
began work in the time study department. 
In 1938 he became factory superintendent 
and assistant to the vice-president in 
charge of manufacturing. He was elected 
second vice-president in the manufacturing 
division in October, 1942. 


JAMES G. SHENNAN 





Mr. Shennan went to Germany as a 
member of the Technical Industrial In- 
telligence Committee of Foreign Economic 
Administration in the summer of 1945. 
This mission was to survey and report on 
the industrial condition of Germany. 

In April, 1946, Mr. Shennan was named 
vice-president in charge of manufactur- 
ing. The new Elgin president was born 
and raised in Hazleton, Pa. 

The election of Mr. Shennan to the 
Board of Directors increases the number 
of directors to ten. At the annual meeting 
all former members of the board were re- 
elected to serve for a term of one year. 





Manufacturers Look Forward To Fall Business, 
Many Bolstering Their Lines With New Items 


_ The manufacturing jewelry industry in 
Rhode Island and nearby Attleboro, 
Mass., hasn’t been having smooth sailing 
during recent weeks. It has been riding 
out a storm. 

There have been some casualties in the 
form of displaced persons as factories have 
endeavored to match their working forces 
with the orders at hand and in prospect. 
This laying off of help, magnified many 
times over as it has been discussed, has 
made the industry appear to be in a bad 
way. 

The fact of the matter is that the storm 
the industry encountered was not preceded 
by darkening skies and the formation of 
warning clouds, but descended with sud- 
denness at a time when the jewelry pro- 
ducers anticipated good business was al- 
most a certainty. 

It was somewhat of a freak storm, too, 
affecting some jewelry factories and miss- 
ing others. It brought to mind New Eng- 
land rain storms that not too infrequently 
soak one side of the street while the sun 
continues to shine on the other side. 

Affected most were the manufacturers 
of costume jewelry, and not all of them 
were hit either. Some in this group had 
items in their line that had taken hold and 
were bringing in considerable business. 
Others were attracting business for their 
lines through the medium of clever adver- 
tising programs, linking their products in a 
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novel way with Mother’s Day, Father’s 
Day, and the like. 


THE SITUATION IS SPOTTY 


But those reporting good business are in 
the minority. The situation is spotty, be- 
ing felt more severely in some quarters 
than in others. Contributing causes for the 
spotty let-down were rather numerous. 

The severe winter weather had kept 
jewelry retailing at a slow pace. As a re- 
sult the retailers were left with inventories 
far larger than they liked. 

The passing of the bad weather came 
much too close to Easter to do retailing 
any good. What little time was left for 
shopping had to be spent, generally speak- 
ing, procuring clothes and bonnets for the 
Easter parade. 

These two factors have caused jewelry 
buyers for the trade to be almost inactive. 
There have been day after day when no 
buyers were known to be in the Providence 
area. Retailers were not buying until 
their inventories started to show signs of 
shrinking. 

Income tax payments coming due so 
close to Easter had another dampening 
effect upon business. The 20 per cent 
jewelry excise tax continued to be an in- 
surmountable barrier to many. People 
have been known to immediately change 
their minds about jewelry buying upon 









realizing that 20 per cent would hay 

be added to the purchasing price to aa 
the government. On a $500 engneai 7 
ring the excise necessitates adding $100 4, 
the bill. It was often just too much for “ 
customer in many instances. : 

Regardless of these buying obsta 
there has been good business in the aide 
lines. Men’s jewelry has been doing 
The cigarette and cosmetic case businesg . 
continuing strong. 

Chain manufacturers have found busi 
ness spotty. There has been little or ms 
curtailment by this segment of the induys. 
try, however. Working on inventory 
building in preparation for an expected bi, 
Fall business has kept working forces bus 

What layoffs have occurred throughs 
the industry have not been too Severe. In 
one case there was a 30 per cent drop in 
employment, but in most cases the lay- 
offs have been small. Quite generally 
normal working forces have been kept 
intact. It was additional help, hired for 
the busy season, that was affected mostly. 

This is borne out by the latest figures of 
the Rhode Island State Department of 
Labor. They cover the month of March. 
Employment is reported as 18,188, of 
which 15,740 are production workers, 
This represents a 5.3 per cent drop from 
February and a 1.7 per cent decline from a 
year ago. 


PAYROLLS HIGHER THAN 1947 


Payroll disbursements were 9 per cent 
ahead of a year ago but 6.2 per cent lower 
than February, indicating that there was 
a general abandonment of the overtime 
operation of jewelry plants. Weekly pay- 
rolls in March were $728,523. 

Weekly manhours were reported as 
676,024, a figure 4.9 per cent under Febru- 
ary but 1.7 per cent ahead of a year ago. 

Average weekly earnings of $46.28 were 
1.0 per cent under February but 10.8 per 
cent higher than March of last year. 

There is a general feeling that the com- 
ing month will bring better business condi- 
tions to the industry as a whole. Plants 
that have been hardest hit have been 
boistering their lines with new items. 

Additional activity in the new design 
field has been focused on the jewelry 
show to be held at Atlantic City in June. 
Many of the local factories will be repre- 
sented. 


There are reports that business in the 
first half of April showed an improvement 
over the previous month, particularly its 
latter part. One manufacturer described 
the March slump as a jittery experience. 
The industry has been in the habit of hav- 
ing sizeable backlogs of orders. When fac- 
tories started to reduce these backlogs 
almost to the vanishing point in March 
they became scared, he said. They were 
described as not being used to operating 
their factories on a day to day basis. 

The fact that many factories have been 
producing inventory during this period 
indicates that the case of jitters was not 
too prevalent. 

There is no spirit of abject pessimism 
abroad. Instead the industry is looking 
forward to big business in the fall, sizable 
enough to keep factories in the Rhode 
Island-Attleboro section humming. 
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Prominent Speakers Will Feature 
28th Annual Meeting of the HIA 

Subjects of vital importance to “ 
watchmaker will be discussed at t : 
98th annual meeting of the ge 
Institute of America to be held at r: e 
Roger Smith “—" in Washington, D. C., 

av 23 and <4. 

age! planned program will feature this 
year’s meeting and those who attend will 
have sufficient free time to get outdoors 
and view the sights around Washington. 
Among the prominent speakers who have 
been scheduled to address the forums are 
Paul E. Morrison, vice president, Central 
Region, American National Retail Jewelers 
Association, and V. S. Van Hoesen of 
Memphis, Tenn. Robert Franks, president 
of the American Association of Watch and 
Clock Collectors, will address the gathering 
on “David Rittenhouse”, and E. W. 
Drescher, Superintendent — of Product 
Design, Hamilton Watch Co., will speak 
on “Approach to Modern Watch Move- 
ment Design’’. 

On Monday, May 24, the second and 
last day of the meeting, officers for the 
coming year will be elected. A banquet 
that evening will mark the official closing 
of the meeting. 





WINNER’S TROPHIES 
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The Joseh Bulova Memorial Trophies which were 
presented at Madison Suare Garden, New York, 
on March 31st to the Phillips Oilers, of Bartles- 
ville, Okla., winners of the Olympic basketball 
eliminations, and the University of Kentucky, at 
Lexington, runners-up. The Oilers, national 
Amateur Athletic Union basketball champions for 
the past six years, together with the University of 
Kentucky five, will defend the U. S. Olympic basket- 
ball title at the London games this summer. 





J, Rubin Electroplating Corp. 
Begins 28th Year in Business 


From a modest two-man shop, Joseph 
Rubin, founder and president of the 
Joseph Rubin Electroplating Corp., 106 
Fulton St., New York, has developed an 
organization which in its 28th year is 
capable of producing great quantities of 
polishing and plating work. 

Mr. Rubin’s firm is a “‘job-shop” which 
caters to the plating and polishing needs 
of costume jewelry, novelty and industrial 
manufacturers. Recently, it has perfected 
amethod of gold plating on aluminum 
and slush metal. 
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This beats a magic carpet! 








Air Express can bring you supplies and equipment from 
any U.S. point—overnight. And that’s better than old- 
style magic! Air Express is the fastest way you can find 
to ship or receive. No delays, because shipments go on 
every flight of the Scheduled Airlines. 

What’s more you get special door-to-door service at no 
extra cost. With low Air Express rates, you can use this 
fastest service as a regular procedure. Let Air Express 
keep your business running fast—and smoothly. 





Specity Air Express-Worlds fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. 


® Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. 


| True case history: Rubber equipment users regularly get replacement 
| parts by Air Express so machines won’t stand idle. Recent shipment: 
| 102-lb. carton picked up 5 p.m. the 18th in Noblesville, Ind. Air-rail 
| to Dallas, delivered 9 a.m. following day. 799 miles, total cost only 
| $26.78. Any distance inexpensive, too. Phone local Air Express 
Division, Railway Express Agency, for fast shipping action. 


C LAFRESS 


LXPRISS 
GETS THERE FIRST 















Rates include pick-up and delivery door 
to door in all principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Current Problems Affecting Jewelry Industry 


Are Discussed at Annual Meeting of the JVC 


At the annual meeting of the Jewelers 
Vigilance Committee held on April 6 at 
the offices of the 24 Karat Club of New 
York, 608 Fifth Ave., Chairman G. H. 
Niemeyer, in his report, dealt with the 
increased number of complaints the Com- 
mittee has received concerning inaccurate 
quality marking, false advertising and 
misrepresentation of merchandise. 

Due to the number of complaints re- 
ceived with regard to gold filled and rolled 
gold plate articles, Mr. Niemeyer stated, 
a careful survey, including assays, was 
made. It was found that some of the 
larger manufacturers had become careless 
but that they had cooperated fully in cor- 





recting the shortcomings. Others who 
had not been accurate required more 
forceful handling, and in addition there 
were a number of cases where the produc- 
tion was simply disgraceful and in some 
cases prosecution was necessary. 

Walter N. Kahn, chairman of the 
Jewelry Industry Tax Committee, reported 
on current prospects for the elimination 
of the excise tax on jewelry. In discussing 
future possibilities on the situation, Mr. 
Kahn said the House Ways and Means 
Committee might report out a tax revision 
bill which would probably deal with tech- 
nical problems, ironing out inequities in 
business taxation. Although this com- 
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Another Gibson ‘‘Original’’—new, com- 
prehensive and, tothe bride-to-be, indispensible! 

In 150 well-planned pages it gives authentic 
information the bride should have. Highlights 
are listed in panel below. 

In addition, the Bride’s Work Book provides 
for a record of gifts and givers, the bride’s 
month, home furnishings, telephone numbers 
—and much more. 

Thoroughly practical, this Gibson Book fills 
a real need. Its warm welcome is assured. 

The cover is white leatherette, stamped 


in gold. The number—W-1202. The size— 


10144 x 81%” A fair and profitable retail price. 
$5.00 


In individual gift box, of course. 


Include W-1202 in an Open Order for $50 to 
$100 Assortment of Gibson Wedding Books to 


retail from $1 to $10. 


Camwe ) Moreen 








The Gibson BABY MEMORY Books 
make perfect gifts for new babies and their 
mothers. About 100 grand numbers—re- 
tail $1. to $10. Ask us to tell you about 
them. ... 





Some Subjects Covered in 
THE BRIDE’S WORK BOOK 
Bride & Groom 
Wedding Procedure 
Wedding Attendants 
Wedding Attire 
Wedding Plans @ Trousseau Notes 
Entertainment for the Bride 
Gifts @ Silver Service 
Crystal & Glassware 
China — Linens 
Invitations & Announcements 
. . and so on. 














NORWALK 





C. R. GIBSON & COMPANY 


Publishers for more than 75 Years 


NEW YORK DISPLAY 200 FIFTH AVENUE © 


Mail Orders to Norwalk 


CONNECTICUT 

















mittée bill might not touch on 
once it is reported out it could be a 
on the floor, or later, in the Se 
include excise tax reductions to the 194] 


EXCises, 
mended 
nate, to 


level. There Seems to be considerable 
favorable sentiment in both houses toward 
this reduction, Mr. Kahn Stated, and it 
would furthermore appear that the sup. 
plus for the fiscal year is far larger than 
is generally known. There is a Chance 
therefore, that such a bill might be enacted. 
On the other hand, there is no definite 
assurance that, if this bill is passed, the 
tax on jewelry will be reduced with the 
other rates. 

In conclusion, Mr. Kahn said excise tay 
returns and reports from the industry 
indicate a reduced volume in the jewelry 
field, and jewelers may be assured that 
the trend is not being lost sight of, in the 
endeavors to secure tax relief. The Com- 
mittee and counsel are carefully watching 
the developments and will leave no stone 
unturned in their efforts to accomplish the 
major purpose for which the Tax Com- 
mittee is striving. 

Byron L. Shinn, of Lipper, Shinn & 
Keeley, Counsel for JVC, discussed the 
number of cases of misbranding and mis- 
representation that have come to the 
notice of the Committee during the year 
and the steps that were taken to rectify 
them. Of the 309 cases that were handled 
during the last year, as compared with 255 
during the year ending March 31, 1947, 
229 were satisfactorily closed, 193 through 
direct negotiations with the manufac- 
turer, wholesaler or retailer, involved, four 
through corrective action by the Federal 
Trade Commission and 11 through court 
action. 

After the activities of the various com- 
mittees were reported on, P. Irving Grin- 
berg, executive vice-chairman, read a diary 
of his last trip to Washington, D. C., 
which illustrated the important work done 
by the JVC in maintaining close contacts 
with governmental agencies in matters 
affecting the jewelry trade. 


ELECTION OF OFFICERS 


Officers elected for the ensuing year at 
the meeting include: G. H. Niemeyer, 
chairman (president); Walter N. Kahn, 
vice-chairman (vice-president), and Sig- 
mund Cohn, treasurer. 

Elected to serve on the board of direc- 
tors for the coming year were: Edgar E. 
Baker, NEMJ&SA, Providence, R. IL; 
Herman L. Baskin, president of the 
Jewelry Crafts Association, New York; 
Thomas H. Benedict, president of the 
American Stone Importers Association, 
New York; John M. Biggins, president of 
the Chicago Jewelers Association, Elgin, 
lll.; Walter H. Butler, E. W. Reynolds 
Co., Los Angeles; A. Carnow, president of 
the American Watch Assemblers’ Associa- 
tion, New York; Charles H. Church, 
Church & Co., Newark, N. J.; Sigmund 
Cohn, treasurer of the JVC, New York; 
Allen Davidson, ANRJA, Boston, Mass.; 
Fred B. Dreifus, NACJ, Memphis, Tenn.; 
Leon Engel, NWJA, Baltimore, Md.; H. A. 
Goldberg, president of NACJ, Ports- 
mouth, Va.; James H. Hetzel, Eisenstadt 
Mfg. Co., St. Louis, Mo.; Eliot P. Hirsch- 
berg, Finlay Straus, New York, and 
Walter N. Kahn, vice chairman of the 


JWC, New York. 
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Also, Cecil D. Kaufmann, chairman of 
the JIC, Washington, D. C.; C. M. Ken- 
dig, president of the: American Jeweled 
Watch Mfrs. Association, Lancaster, Pa.; 
Victor A. Lambert, JSA, New York; 
William F. McChesney, | Sterling Silver- 
smiths’ Guild of America, Providence, 
R. L; Jacob Mehrlust, president of 
Platinumsmiths’ Association, New York; 
Frank Milhening, J. Milhening, Inc., Chi- 
cago, Ill.; G. H. Niemeyer, chairman of the 
JVC, New York; Harley H. Noyes, Oneida 
Ltd., Oneida, N. Y.: William B. Ogush, 
William B. Ogush, Inc., New York; A. O. 
Packer, Educational Jewelry . Manufac- 
turers Assn., New York; H. Victor Paul, 
ANRJA, Newark, N. J.; Henry 
Peterson, president of Associate Jewelers, 
Inc., New York; W. Waters Schwab, J. R. 
Wood & Sons, Inc., New York; Wilson A. 
Streeter, Bailey, Banks & Biddle Co., 
Philadelphia, Pa., and Raymond L. Wells, 
president of NEMJ&SA, Attleboro, Mass. 


Jewelers Board of Trade 
Issues Quarterly Report 


While the number of financial embar- 
rassments in the jewlery industry during 
the first quarter of this year is one more 
than in the same period of last year the 
amount of liabilities is considerably small- 
er, the Jewelers Board of Trade reports. 

The 43 failures so far in 1948 compare 
with 42 in the first quarter of last year, 
but the liabilities involved this year 
amount to $1,430,000 as compared to 

2,788,000 last year. 

The decrease in liabilities, it is pointed 
out, is accounted for mainly by the fact 
that in 1947 there were 15 wholesalers in 
difficulties, with liabilities totaling $2,016,- 
000, and in 1948 there was only one with 
liabilities of $60,000. 

Offsetting the better record of whole- 
salers this year is a substantial increase in 
the number and liabilities of retail outlets 
and an increase in the liabilities of manu- 
facturers. 

The breakdown of the failures shows 
that 34 of the total were retail cash jewel- 
ers, three retail installment jewelers, one 
a repairer, one a wholesaler of costume 
jewelry and four manufacturers of jewelry. 

The retail cash jewelers represented 
$710,000 of the total liabilities, the retail 
installment jewelers, $36,000; the repairer, 
$5,000; the wholesaler of costume jewelry, 
$60,000, and the jewelry manufacturers, 
$619,000. 


CJA Honors Members of the Trade 
On International Day at Convention 

Four leading members of the jewelry in- 
dustry from the United States joined 
Canadian jewelers at their 30th annual 
convention in Vancouver, B. C., on April 
27th which was appropriately called 
“International Day”. A special luncheon 
honored the American visitors who pre- 
pared the program of the day. 

The visitors from the United States, 
who delivered addresses on matters of 
vital concern to every jeweler, are as 
follows: R. A. Bloom of Oneida, Ltd., who 
delivered an address on marketing; G. H. 
Niemeyer, president of Handy & Harman 
who described in detail the work of the 
Jewelry Industry Council; Leo Weisfield, 
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former president of the National Assovia- 
tion of Credit Jewelers discussed modern 
merchandising, and P. M. Fahrendorf, 
president of THE JEWELERS’ CIRCULAR- 
KEYSTONE and also president of the 24 
Karat Club of the City of New York. who 
told retail jewelers present how to get the 
most out of their advertising dollar. 





Westchester Ass'n. of Jewelers°® 
Installs Wilson as President 


At a dinner meeting of the Westchester 
Association of Jewelers held on Tuesday 
evening, March 30th, Meyer Wilson of 
Scarsdale was installed as president of that 
organization. 

Other officers seated at the meeting were 
Norman P. Delorier of White Plains, vice- 





president; Lester Beerman, Yonkers, treas- 
urer; Murray Sokoloff, Port Chester, 
financial secretary, and Mrs. Victor Ross, 
secretary. 

Hyman Goldschmidt, vice-president of 
the New York State Retail Jewelers 
Association, was guest speaker at the din- 
ner meeting. 

Meyer Gordon, outgoing president, was 
presented with a traveling bag and Mrs. 
Victor Ross, secretary, was given a $100 
U. S. savings bond. 

The committee in charge of the affair, in 
addition to Mabelle Beerman, chairman, 
consisted of Mrs. Adele Wilson; Harry 
Gerber; Norman P. Delorier; S. Reyman; 
Murray Sokoloff; Gerry Reyman; Elmer 
Hildreth; Stanley Botkin; Lester Beerman, 
Joseph Talner, and Victor Ross. 
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CUFF LINKS 


by 
STAR FEATURES FOR 
FATHER’S DAY 


Soret’s handsome cuff links are 
ideal examples of fine men’s 
jewelry, for Father's Day gifts, also 
available are matching tie clips— 
and gold and diamond stick pins. 


10 and 14 KARAT GOLD 

6 INTERESTING SHAPES 
| 6 ATTRACTIVE DESIGNS) 
-ENGINE-TURNED, PLAIN and ENGRAVE! 


.. For complete inform 
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Jewelers and Watchmakers From Three States 
Attend Dual Kansas Convention in Wichita 


Retail Jewelers and Watchmakers from 
all over Kansas, as well as representatives 
from Nebraska and Oklahoma, filled to 
capacity the Lassen Hotel on April 3, 4, 
and 5 for the annual convention of the 
Kansas Retail Jewelers and Watchmakers 
Association. It was the largest convention 
ever held in Kansas with registration soar- 
ing well over 1,000 in attendance through- 
out the three days. 

Every available display space was sold 
out to manufacturers, importers and 
wholesale representatives of the jewelry 
industry. The entire mezzanine of the 
Lassen Hotel was cleared and converted 


OVER 
20,000 





into ostentatious displays. Some 80 lines 
were represented, as well as many new 
items displayed for the first time. 
Registration began Saturday, April 3, 
and that evening was devoted to the an- 
nual fellowship meeting in the Grill Room. 
There was an unusual attendance at this 
meeting and a good time was had by all. 
Registration again started on Sunday 
morning, April 4, at eight o’clock. At 10 
o’clock there was a joint meeting of the 
jewelers and watchmakers, presided over 
by Vern Webster, president of the Kansas 
RJA. Mayor Ritchie, of Wichita, de- 
livered the welcoming address. This was 


PRACTICAL BENCHWORK 
FOR 
HOROLOGISTS 


By LOUIS and SAMUEL LEVIN 


COPIES 
ALREADY, 
SOLD 


A PRACTICAL HANDBOOK FoR 
INSTRUMENT MAKER AND 
WITH 475 QLUSTRA TIONS 


INCREASE YOUR SKILL! 


QUICKLY! EASILY! 


THE WATCHMAK ER 
MACHINIST . 


THE 
SEVENTH EDITION OF 


“PRACTICAL 
BENCHWORK 
FOR 
HOROLOGISTS” 

$5 00 


PREPAID 





INCREASE YOUR EARNING POWER! 


GAIN GREATER KNOWLEDGE OF HOROLOGY... 


Watchmakers, Instrument Repair Men... professionals and students. Here is exactly 
what you've been looking for — an accurate, up-to-date guide to help you solve the 
every day problems in your field. Simply, lucidly presented information, profusely 
illustrated with 475 clearly defined, fascinating photographs and drawings. 


The authors, Lovis and Samuel Levin are well-known pioneers in designing watch- 
making tools, with over a quarter of a century of experience. In ‘PRACTICAL 
BENCHWORK FOR HOROLOGISTS,”’ they give, both the professional and student, an 
inexhaustible supply of tested ideas —a wealth of information on Jewel Bearings 
and the manufacture of Jewels; on the use of the latest models of Watchmakers’ 
Lathes, Slide Rests, Milling Attachments, Pivot Polishers, and other equipment. 


® PARTIAL LIST OF SUBJECTS COVERED: 





followed by Charles Corsaut, manager of 
the Kansas State “mployment Saodhia 
who spoke on “Future Employment Poss: 
bilities in Kansas.”’ ¥ 

W. B. Brasfield, secretary-treasurer of 
the Kansas RJA, gave an outline of th 
convention highlights. ws 

The afternoon program was highlighted 
by the nationally known display authority 
Leo St. Clair, who gave an unusual dis. 
cussion and demonstration on a 
Fundamentals of Window Display.” Other 
speakers included Walter Mueller, whose 
topic was “The Basic Principles of Retaj] 
Selling,” and H. L. Carter, regional vice 
president of the American National Retail 
Jewelers Association, who discussed “The 
Jeweler and His Future.” This was fo}. 
lowed by a round table discussion at which 
many topics were discussed. 

Art Strobel, general watch inspector of 
the A. T. and 8. F. Railroad System, was 
the principal speaker at the watchmakers 
meeting held that afternoon. His talk out. 
lined the necessities of watchmaker licens. 
ing to help further the future of the watch. 
makers of Kansas. 


VERN WEBSTER 





Highlight of Sunday’s program was the 
annual banquet held that evening in 
the Lassen ballroom. Ray Bounous, of the 
Wichita Chamber of Commerce presided 
as master of ceremonies. The dancing and 
floor show that concluded the banquet was 
preceded by the awarding of gifts and door 
prizes donated by wholesale jobbers. 

Guest speaker at the closing session on 
Monday morning was Ralph Hinman, 
manager of the business protective bureau, 
Wichita Chamber of Commerce, who dis- 
cussed jewelry advertising. 

Such advertising, Hinman said, must be 
timely, attractiveandimformative. “But,” 
he continued, “‘none of these qualities can 
hold the public’s confidence for long unless 
based upon the foundation of truth.” 

Mr. Hinman explained the “preview 
plan” of advertising developed by jewelers 
of Cleveland, Ohio. Under this plan all 
jewelry advertisements must be approved 
by the Better Business Bureau _ before 
publication in order to avert all misleading 
advertising. This was accepted with great 
enthusiasm by all jewelers attending, and 
it was voted that this plan be placed in the 








Adjusting, principles Chronograph hands Jeweling tools Stem making 


Adjusting dials Chucks Laps , Tables hands of all Kansas retail jewelers. The 

Adjusting hands Cleaning Laps pivot polisher Tail Stocks : . d 

Balance _ Detent Mainsprings eeatiadiien meeting closed with a noon luncheon an a 

Balance pivot Detent making Oiling Rassine floor show followed completing the days 
straightening Escapements Pinion cutting “er - 

Balance pivot polishing Friction Jeweling Pivoting Watch rate recorder activities. 

Balance staff making Hairsprings Regulator pins Watch tests Newly elected officers and directors of 

Carbide Tools lsochronism Slide rest Winding troubles 


the horological association, elected Sunday 
afternoon, are: Ira Bailey, Hutchinson, 
president; Harold Walker, Kingman, vice 
rpesident; Dwight E. Overstreet, Kiowa, 
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<ecretary-treasurer, and board members 
Bruce E. Brunk, McPherson, chairman; 
Harry Scheafer, Emporia; Jewell Bonat, 
Wichita; John Sloop, Lyons, and Ed Mar- 
shall, Anthony. . 
The Kansas RJA at their closing session 
re-elected the following officers: Vern A. 
Webster of Salina, president; Herman J. 
Tholen, Hays, and V. E. Underwood, 
Osage City, vice presidents; W. B. Bras- 
field, Wichita, secretary-treasurer, and 
Vance C. Meador, Hutchinson, chairman 


of the board of directors. 


Editor’s Note: 

Shortly after the above story was 
written we learned of the death of 
W. B. “Bill” Brasfield, secretary- 
treasurer of the Kansas RJA, Tues- 
day evening, April 27th. 

Mr. Brasfield and his wife were re- 
turning to Wichita in their jeep sta- 
tion wagon when they collided head-on 
with another heavier car near a cul- 
vert and the station wagon left the 
road and landed in a water-filled 
ravine. Mrs. Brasfield sustained 
many bruises and shock and is still 
confined to the hospital. Mr. Bras- 
field sustained a fractured leg, hip, 
and arm and suffered internal in- 
juries to which he succumbed. 

Bill had been fearless in his per- 
petual fight for the betterment of the 
jewelry industry for his fellow jew- 
elers of Kansas and his energy and 
ability as a leader will make it dif- 
ficult to replace him. 





London Letter 


For nearly 30 years there has been little 
ear-piercing for pendant’ earrings § in 
Britain, but now the custom is_ being 
revived according to jewelers who say the 
“New Look” vogue for heavy dangling 
earrings is responsible. Jewelry manu- 
facturers agree that there is a demand for 
gold ‘sleeper’ rings—the miniature gypsy 
ring which must be worn for several weeks 
and be constantly turned to keep the 
pierced hole open. Ear-piercing under a 
local anaesthetic, the trade says, is simple 
and painless and some jewelers undertake 
the work themselves. Others prefer their 
clients to see a doctor for the operation. 

Despite the trading pause that usually 
precedes the Easter vacation the loose 
diamond market in London is noting a 
very steady business in all sizes of stones. 
Backes & Strauss, diamond merchants of 
Kimberley House, say a large volume of 
trade is proceeding in well-made clean 
quarters up to four-grainers. 

In its report for the past year Mappin & 
Webb, the British jewelry, gold and silver- 
smiths’ company, says it is well equipped 
to finance any new extension likely to be 
contemplated. The year under review 
was successful with business at home and 
abroad expanding steadily. The  jin- 
creased output of plate, cutlery and 
silverware was directed mostly to the 
export market or for reconditioning ships 
of the liner companies. Given reasonable 
freedom the company looks for continued 
development. The dividend of 12% per 
cent against ten per cent the previous year 
comes from earnings of nearly 70 per cent, 
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leaving $400,000 for general reserve which 
now stands at $1,200,000. Current assets, 
$5,345,000. 

At a recent Christie’s sale a diamond 
pendant sold for $56,000, and a diamond 
necklace realized $48,000. Total jewel 
sales at this auction brought in $212,000. 





Present Award For Leadership 
To Maurice Adelsheim, Jr. 


In recognition of his long-continued 
contribution to the upbuilding of the 
state, Maurice Adelsheim, Jr., of St. 
Louis Park, Minn., president of the 
Minnesota Retail Jewelers Assn, has been 
presented with the Minneapolis Star and 
Tribune award for leadership in Minne- 
sota. 

The presentation was made at the 
annual convention of the Minnesota 





Retail Jewelers meeting in Minneapolis 
on April 5, 1948. 

The award consists of a watch pendant 
inscribed “‘For Leadership in Minnesota’”’ 
and a framed certificate which reads: 
‘In Recognition of Leadership in Minne- 
sota. Whereas Maurice Adelsheim, Jr. as 
president of the Minnesota R.J.A., has 
given a service to Minnesota that has 
added to this State’s supremacy as a 
place in which to live and work, has 
brought additional respect to his organi- 
zation and has enhanced his own prestige 
as a citizen, the Minneapolis Star and 
Tribine present to him this Leadership 
Award.” 

The Minneapolis Star and Tribune plan 
a series of similar awards to leaders of 
state business and trade associations 
holding conventions in Minneapolis. 











DAVID SARKIN 
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Memphis Retail Jewelers Form Association; 
Chalk Up Many Outstanding Accomplishments 


The Memphis Retail Jewelers Associa- 
tion held its annual election February 17th 
at Hotel Peabody, marking the end of the 
second successful year for this group of 
representatives from Memphis jewelry 
stores. Oflicers elected to serve for the 
following year were: Philip Perel of Perel 
& Lowenstein, president; William H. 
Snyder, vice-president; David Stegbauer 
of Stegbauer Jewelry Co.,  secretary- 
treasurer; John H. Mednikow of John 
H. Mednikow Co., and George Tidwell 
of George Tidwell Co., directors; and 
Maurice Silverson of Maurice, Jeweler, 
and William T. Samuels of Mulford 
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Jewelry Co., alternate directors. Each has 
been active in the organization and admin- 
istration of the Jewelers Association. By 
the beginning of the third year the Retail 
Jewelers Association was so firmly rooted 
that it was hard to believe that this group 
had had its start just two years previous. 

Perhaps it was the press of mutual prob- 


lems — merchandise conditions, help 
shortages, taxation, credit regulations, 
etc. — at any rate, Memphis jewelers have 





proved that in a business where competi- 
tion has always been keen and a feeling of 
confidence toward one another tradition- 
ally lacking, working together as a group 
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is not only possible but highly ady 
geous. 

At meetings of the Memphis Retail 
Merchants Association many special prob- 
lems of general interest to all Persons en- 
gaged in retail businesses were discussed 
and acted on. But the jewelers of Mem. 
phis, who had representatives in the Mer. 
chants Association, had problems peculiar 
to just their type of business — problems 
that they felt could best be thrashed out ie 
the jewelers themselves. The actual organiz. 
ation of such a group was instigated by 
several of the jewelers who took more than 
a casual interest in building a good, bene. 
ficial organization and seeing it take hold. 
The result was the Memphis Retail 
Jewelers Association, which officially be. 
gan in February, 1946. An election of 
ollicers was held at the first meeting. 


anta- 


WERE SKEPTICAL OF JOINING 


Many jewelers were skeptical of joining 
an association where they would be go 
closely allied with their competitors, and 
the group started functioning with just six 
or eight members. But this small group 
went after the big problems confronting 
them with such successful results that 
other jewelers decided it would be to their 
advantage to become a member. Today 
there are 25 paid-up members, representing 
90 per cent of the uptown jewelers and 50 
per cent of the suburban jewelers. 

Dues are assessed on the basis of the 
number of people each firm employs and 
the annual membership fees range from a 
minimum of $10 to a maximum of $75. 
Obligations such as printing costs for 
folders, stationery, etc., are assumed by 
the organization and apportioned to the 
members. 

During the first two years of its exist- 
ence, the Jewelers Association chalked up 
many outstanding accomplishments. There 
was discussion and unified action on such 
things as store hours; time limitations on 
watch guarantees; understanding about 
effecting of credit terms with the termin- 
ation of Regulation W; organization of a 
local edition of a policing service whereby 
each member agrees to run only ads of a 
non-misleading nature, fairly worded and 
containing fairly priced merchandise, and 
to uphold a high ethical standard befitting 
the jewelry industry. 


BECAME ACQUAINTED SOCIALLY 


By the end of the second year the mem- 
bers of the Association had become pretty 
well acquainted through business dealings 
and decided to become acquainted socially. 
When it was time to choose new officers the 
election was held at a banquet to which 
members were invited to bring their wives 
and guests so that they, too, would have 
an opportunity to meet socially. 

Approximately 45 persons attended. 
Following the election a brief ceremony 
installed the newly elected officers in their 
respective positions. After the dinner, the 
members and their guests adjourned to 
the ballroom and rounded out the evening 
dancing. 

A fine pattern has been set by this group 
that could well be followed by jewelers in 
other cities for their own mutual advantage 
and satisfaction. 
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Report From South Africa 


While business generally in South Africa 
has an improving tendency, the growing 
effect of restrictions on oversea purchases 
seems likely to cut down the flow into the 
Union of a number of different types of 
American jewelry and allied lines. Where 
such goods are, however, considered to be 
essential there is not likely to be any 
marked official interference 1n this trade. 
It is possibly the cheaper American lines 
that will suffer and for these there never 
has been a really strong market in the 
Union. The high quality of the reputable 
American lines has always been recognized 
there and the demand for them promises to 
remain good. 

South Africa is a good market for cam- 
eos. In recent displays in jeweler shops 
there have been such items in glass, silver 
and plastic, and they have also taken de- 
livery of stocks of attractive cameo but- 
tons for which a big sale is expected. In 
few of these new designs has inspiration 
been derived from Victorian times. The 
colors in the new glass cameos on sale in 
South Africa are generally metallic 
enamels. 


JEWELERS HANDLE HANDBAGS 


Jewelers in South Africa generally han- 
dle many types of fancy goods, particularly 
handbags, and at the moment those fin- 
ished in reptile skins are strong favorites, 
especially lizard and _ crocodile — skins. 
These bags are so expensive, however, that 
it is only the customer with plenty of 
money who can consider buying them. Be- 
cause of this the jewelers who believe in 
being on the safe side with their commit- 
ments often carry very limited stocks of 
these lines. They have found that snakes- 
skin bags are only moderately popular, 
probably because this type of fabric lacks 
the wearing qualities of lizard and croco- 
dile skin. While there is a good market in 
South Africa for very expensive handbags, 
the bulk of the trade is naturally in the 
lower priced types which appeal to a very 
wide public. 


SUBJECT OF WATCH GUARANTEES 


Watch guarantees remain the subject of 
much difference of opinion. It is being 
stressed that any guarantees issued in the 
Union should state that within a certain 
period the seller guarantee the watch to 
be free from all defects of manufacturing 
which might cause prejudice to its accuracy 
and regularity. Even in the case of the 
most expensive watch this period should 
not be longer than 12 months, because it is 
felt that irregularities of working resulting 
from defects in construction reveal them- 











on strike. A couple of days later informal 
talks were held between the masters and 
the workers’ union and then at a joint 
meeting the masters’ representatives offer- 
ed to consider increases strictly on the 
merits of each employee. The members of 
the union eventually decided to accept 
these terms and the strike ended. Previous 
to this the employees went on strike on 
July 23, last year, when the Master Cut- 
ters’ Association decided to reduce wages. 
The men remained out until October 6, 
when they went back at the same wage 
rate as they were obtaining when they 
went on strike. 


PAYING FOR DOLLAR IMPORTS 


Due to the economic influence of the 
gold mining industry South Africa has been 
able to pay for its dollar imports with its 
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exports of gold and base minerals. In this 
way it occupies a rather different position 
than the other countries in the sterling 
area. Probably for this reason the rest of 
the countries in the sterling area regard 
South Africa as a hard currency country. 
Thus where the drive for dollars is an ex- 
port preoccupation with other countries the 
the South African market is given a high 
priority. The consequence of all this is 
that South African jewelers can obtain 
plentiful supplies of those consumer goods 
which are still scarce in many other coun- 
tries. It is only in a few lines that South 
African jewelers now have difficulty in ob- 
taining supplies. The over-buying of 
several months ago has resulted in keen 
competition and there has even been some 
sales at reduced prices to clear out cheaper 
lines. Local jewelers can now pick and 
choose the goods they wish to stock. 
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selves in a comparatively. short period, 
even when a watch bought for presentation 
purposes is kept in hand for some time. 
Thus the obligations of the seller can be 
Stated clearly and the guarantee period 
Stated quite as definitely. 

All has not been quite so smooth in the 
local diamond cutting industry. In Febru- 
ary the employees asked for a 3343 per 
cent increase in their total wages, but the 
master cutters refused to grant this, and as 
a consequence the employees again went 
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Oklahoma Jewelers Stage 
42nd Annual Convention 


Oklahoma jewelers held their 42nd an- 
nual convention, jewelry and gift show on 
April 18 and 19 in the Skirvin Hotel, 
Oklahoma City, with some 60 jewelry 
manufacturers and wholesalers displaying 
their merchandise and an attendance regis- 
tration of 531. 

H. S. McCurley, of Norman, Okla., was 
re-elected president; V. P. Hildreth, Okla- 
homa City, secretary-treasurer, and the 
following were named vice_ presidents: 
Preston O’ Neil, Ada; Harry Bowers, Law- 
ton; Frank Crane, Holdenville; H. V. 
Gritz, Enid; J. C. Washinka, Stillwater, 
and Jack B. Miller, Muskogee. 





Elected to the board of directors for the 
ensuing year were: F. L. Kelley, Weather- 
ford; George Sloan, Tulsa; C. W. Haupt, 
Bartlesville; B. C. Clark, Jr., Oklahoma 
City; Jim Beatty, Oklahoma City; John [. 
Gard, Fairview; N. C. McCoy, Cushing; 
M. B. Smith, Pauls Valley; Norman Frye, 
Chickasha; Willis D. Wall, Okmulgee; 
Frank White, Guthrie; Z. L. McMurtery, 
Cherokee; Arthur Curry, Seminole; J. T. 
Waugh, Norman; Dave Feiger, Oklahoma 
City; Rene Pallissard, Perry, and H. C. 
Stuhr, Oklahoma City. Associate board 
members include Leroy Belt and Herb 
Fuhrman, both of Oklahoma City. 

The Oklahoma Horological Association 
convened on Sunday morning and elected 
the following officers: Roe Zumwalt, Okla- 
homa City, president; I. B. Cohenour, 
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Muskogee, vice president, and Finle 
Reeder, Oklahoma City, ; y 

; y, Secretary-treasur- 
er. Featured speaker at the meeting was 
L. M. Lewis, outgoing president of the 
Oklahoma Horological Association, who 
delivered an interesting lecture on escaq 
ment. Mr. Lewis is dean of the Horology 
Department, Southwestern Institute of 
Technology. The Hamilton Watch Com. 
pany’s film, “What Makes a Fine Watch 
Fine”, and the Gruen Watch Company’s 
film, ““Guardians of Precision’’, were shown 
at the meeting. 

On Sunday afternoon, Charles Purdom 
assisted by Jack Heed, vice president 
American Time Products Co., gave ; 
demonstration of the Watch Master. 

President H. 5. McCurley opened the 
business session on Monday morning and 
welcomed guest speakers. Following lunch- 
eon, B. C. Clark, Jr., vice president, 
Southwestern region, ANRJA, delivered 
an interesting address and a special guest, 
H. L. “Nick” Carter, vice president, 
Northwestern region, ANRJA, was intro- 
duced. 


R. Dix Edwards, president of the Na- 
tional Wholesale Jewelers Association, dis- 
cussed the Jewelry Industry Council and 
explained the program of the Council and 
described in detail services which have 
been planned and which will be sent to 
jewelers for their use. ' 

R. J. Slagle, Houston, Texas, a member 
of the ANRJA Watch Committee, recom- 
mended that manufacturers should attach 
to all watches a 90-day guarantee tag as 
an aid to stop the present abuse of un- 
limited guarantees by over-eager retailers, 
He also urged that retailers should not 
undertake to repair old, worn out and 
obsolete watches but instead when such 
watches are brought in for service should 
endeavor to sell the owner a new and 
modern timepiece in its place. 

The convention concluded with a ban- 
quet and dancing on Monday evening. 
Said President McCurley, “The Okla- 
homa RJA and the ANRJA are the most 
cooperative groups with whom I have 
ever worked, and this has given me more 
appreciation of both our state and na- 
tional associations. I believe in the years 
ahead, the associations will be of greater 
benefit to both large and small jewelers. 
With cooperation there is no limit to 
what can be done.”’ 





President of lowa Horological Ass'n. 
Addresses Meeting of Local Guild” 


Ben Grismore, Corydon, Iowa, president 
of the Horological Association of Iowa, de- 
livered an interesting talk on the activities 
of watchmakers guilds in that state at the 
regular monthly meeting of the Capitol 
City Horological Guild which was held on 
April 7th in Des Moines. The organiza- 
tion was favored with a large attendance 
at this meeting and several visitors from 
other cities in the state also attended. 

All those present had the pleasure of 
viewing the Gruen Watch Company's 
sound and color film ‘Guardians of Pre- 
cision” and also the picture ‘‘Roma Watch 
Company of Switzerland’ distributed 
through that firm’s U. S. agents, Louis 
Aisentein & Brothers, New York. 
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Co-Chairman UJA Jewelry Division 
Helps Trade Leaders Launch Drives 





Allen B. Gellman (left) president of 
Elgin-American and a national Chairman 
of the UJA Jewelry Division, who is help- 
ing jewelry trade leaders throughout the 
country set new records of generosity in 
trade drives for the $250,000,000 minimum 
United Jewish Appeal campaign, discusses 
campaign progress with Rudolf G. Sonne- 
born of New York City, national chairman 
of the UJA Trade and Industry organiza- 
tion, at a recent United Jewish Appeal 
conference. 

Touring major cities in all parts of the 
country on behalf of the $250,000,000 
“Year of Destiny” campaign, which sup- 
ports the worldwide activities of the Joint 
Distribution Committee, the United Pales- 
tine Appeal and the United Service for 
New Americans, for refugees, overseas 
needs and Palestine, Mr. Gellman in the 
past month met with jeweler’s groups in 
Memphis, Tenn.; Richmond, Va.; Phil- 
adelphia, Pa.; St. Louis and Detroit. The 
prominent Elgin, Ll. jewelry manufacturer 
plans visits to other key communities later 
this month. 





Firm Observes 7Oth Anniversary 

This year is the 70th anniversary of 
Barnett Davis, Inc. importers of diamonds 
and makers of diamond rings, Clark 
Building, Pittsburgh, Pa. Established in 
1878, the firm continues to be operated by 
its original owners. 

Founded by Barnett Davis, three 
generations of the family now conduct the 
business. David, Jacob, and Maurice 
Davis represent the second generation of 
the Barnett Davis family to carry on the 
tradition of the founder. This 70th 
anniversary year marks the occasion of 
another noteworthy event, the admission 
of Richard M. Davis to the firm, marking 
another milestone in that organization’s 
history. 





New Orleans Police Department 
Receives Reward for Nabbing Thief 

The Jewelers’ Security Alliance has 
forwarded a check for $100 to the Board of 
Trustees of the Pension Fund of the New 
Orleans Police Department as a reward for 
the arrest and conviction of the thief who 
perpetrated a holdup in the premises of 
Coleman E. Adler & Sons, 722 Canal St., 
New Orleans, La. 

The $100 reward paid to the Pension 
Fund is given for the participation of 
Patrolmen Jay H. Sedgebeer and Jacob 
Behrens in the arrest of Eddie Brouel whof 
at the point of a gun, removed a tray 0, 
unset diamonds from the Adler establish- 
ment. Brouel has been sentenced to serve 
15 years in the State Penitentiary. 
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IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


® Diamonds, melee 
®@ Genuine whole pearls 


®@ Genuine rubies and 


sapphires 
® Tigereye cameos 
@ Amethysts 
® Topaz 


@ Black onyx—plain or 


drilled 
@ Synthetic birthstones 
@® GENUINE ZIRCONS 


WHITES OR BLUES 


FOR OVER 3 DECADES 


. «. we have given prompt and 
efficient service to the DRILL- 
; ING, CUTTING, and JOB- 
BING of stones. 











Max Stern & Co. Inc. 


IMPORTERS 
17-23 John St., New York 7, N. Y. 


































Wasson Joins Black, Starr & Gorham 
As General Manager of Their Stores 


Oliver Wasson, formerly vice president 


and general manager of Mermod-Jaccard 
King Jewelry Co., St. Louis, Mo., has 
joined Black, Starr & Gorham as general 
manager of their stores replacing Edward 
Krehbiel, who has resigned. 

Mr. Wasson, who has considerable expe- 
rience as a merchandising executive, is well 
qualified for his new position. In 1933 he 
joined Scruggs-Vandervoort-Barney de- 
partment store as a buyer of stationery, 
leather goods, gifts and silver. He rose 
rapidly and soon took under his manage- 
ment other departments in the store. In 
1936 Mr. Wasson became divisional mer- 
chandise manager of small wares and 
ready-to-wear accessories. Also in 1936 he 
was asked by Scruggs-Vandervoort-Barney 
the parent company, to assume the man- 
agement of Mermod-Jaccard-King Jewelry 
Co. This jewelry house is a separate cor- 
poration, located under separate lease-hold 
in the same building as the department 
store. 


OLIVER WASSON 





At this time Mr. Wasson was elected by 
the board of directors a vice president and 
general manager of Mermod-Jaccard-King 
and a member of the board of directors of 
this company. Thus he enjoyec the dis- 
tinction of being a member of one of the 
oldest retail establishments remaining in 
continuous business in the country. ‘The 
firm was founded in 1829 when St. Louis 
was a little trading post and with each 
succeeding year has gained prestige until 
now it is a world renowned house. Under 
his leadership Mermod-Jaccard-King grew 
rapidly, ever expanding their volume and 
prestige to a point not heretofore reached 
in their history. 

Mr. Wasson will manage Black, Starr & 
Gorham’s three stores located at Fifth 
Ave. & 48th St., New York; East Orange, 
N. J. and White Plains, N. Y. 


W. C. Crosman & Son, Jewelers, 
Celebrate 75 Years in busjness 
W. C. Crosman & Son, Jewelers, Pg.115 

Through good times and bad, the firm 
of W. C. Crosman & Son, jewelers or 
Auburn, N. Y., have charted a business 
course that has today brought them to their 
75th birthday. 

William C. Crosman, in 1873, entered 
the employ of the jewelry firm of Hyde & 
Bettys, a concern which dates back to 
1857. The Hyde & Bettys firm is recorded 
in an Auburn directory as far back as 1847, 
as the James Hyde store which specialized 
in watches, jewelry and musical mer- 
chandise. 

In 1883, Mr. Crosman purchased half 





interest in the store, forming a partner- 





ship with Mr. Bettys. This firm, unde 
the name of Bettys & Crosman, enintas 
until 1886, when W. C. Crosman became 
the sole owner. 

Mr. Crosman’s son, William B., entered 
the store in 1912 and in 1918 became a 
partner. At that time, the firm name was 
changed to W. C. Crosman & Son. 

The store operated the first Wireless 
time-receiving set in their section of New 
York State and furnished the city with the 
correct time by wireless from Arlington, 
The firm also has enjoyed the privilege 
of being watch inspectors forthe rail. 
roads. 

William C. Crosman retired from busj- 
ness in 1937. In 1945, upon his return from 
the service, Charles H. Crosman joined his 
father in the store. Now, history repeats 
itself, and in its 75th year, the firm boasts 
of its third generation in family ownership, 
when Charles H. Crosman becomes his 
father’s partner in business. The firm wil] 
continue in business under its present 
name. 





Southern California 24 K Club 
Elects W. B. Dorrer President 


Richard E. Bloom, director of sales for 
Oneida, Ltd., delivered an interesting talk 
before the 24 Karat Club of Southern 
California on the current silverware situa- 
tion. Mr. Bloom feels the future is very 
bright in both the retail and wholesale out- 
lets, as the demand for good silver is far 
from being supplied. 

Don Thomas, of the All Year Club of 
Southern California, discussed at length 
the importance of the ten billion dollars 
being spent annually by visitors in 
Southern California. ‘““The tourist indus- 
try outstrips even oil, citrus, garment and 
movie business in bringing money to the 
state,’ he declared. 

The following directors were elected to 
serve for the coming year: Retailers: Sam 
Behrstock, Barry’s Jewelers; Herman 
Siegel, Robbin’s; Jules Lindebaum, King’s; 
Harry Sherwood, Le Roy’s Jewelers; Art 
Michaels, Michael’s Credit Jewelers; Dave 
Schwartzman, Rhodes. Wholesalers: Jas. 
A. Apffel, J. A. Apffel Co.; Walter B. 
Dorrer, Higbee & Dorrer; I. Behrstock, I. 
Behrstock Co.; Frank Sterling, E. W. 
Reynolds Co.; B. G. Anderson, B. G. 
Anderson Co., and Harry Presezant, 
Bulova Watch Co. 

On April 13th members of the board 
elected the following officers for the ensuing 
year: Walter B. Dorrer, president; Jules 
Lindenbaum, vice president; I. Behrstock, 
treasurer, and Herman Siegel, secretary. 





Jeweler Purchases Another Store 


Price H. Tomlinson recently purchased 
the jewelry store formerly owned and 
operated by Clyde E. Richardson, 103 N. 
Trenton St., Ruston, La. and will operate 
the establishment under the firm name of 
Tomlinson Jewelers. In addition to this 
store Mr. Tomlinson also operates 4 
jewelry store in Winnfield, La., which was 
opened eight years ago, and in November, 
1947 he opened another store in Tullos, La. 

All three stores carry nationally adver- 
tised merchandise. A repair department, 
equipped to handle watch and jewelry 
repairing and engraving, is also maintained 


| in all stores. 
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S Nathan & Co., Inc., and Victoria 
Pearl Co., Ltd., a subsidiary organization 
of the former, both formerly located at 610 
Fifth Ave., are now situated in new and 
larger quarters at 550 Fifth Ave., New 
York. Nathan Lapidiaries, Inc., diamond 
cutting plant of 5. Nathan & Co., formerly 
located at 71 Nassau St., has also moved 
to the new location. In their new quarters, 
all facilities of S. Nathan & Co., are now 
centrally housed on the entire eighth floor 
of 550 Fifth Ave., near 46th Street. 

4 Joseph Lipschutz, head of the firm of 
J. Lipschutz & Co., importers of watches, 
48 West 48th St., New York, left on April 
. 8rd for an extended business trip through 
the Middle West and South. 

4 Herbert L. Kreielsheimer of the Harvel 
Watch Co., 630 Fifth Ave., New York, and 
the Henry H. Harteveldt Jewelry Co., of 
the same address, flew to Belgium in April 
to purchase diamonds for these two com- 
panies. 

4 Mr. and Mrs. Hayim Sorin recently re- 
turned from a six weeks vacation in Florida 
and are once again in their office, at 576 
Fifth Ave., New York, taking care of their 
business as usual. 

4 Henry Slater, president of H. Slater & 
Co., fashion jewelry, has opened new 
offices and showroom at 347 Fifth Ave., 
New York. 

4 The Tri-Mart Jewelry & Silversmiths, 
Inc., purchased the three-story office and 
store building at 133-137 Canal St. from 
Jacob J. Schmuckler, jeweler. Officials of 
the purchasing firm are Irving Glasser, 
Robert Brent and Leon Samet. 

4 The iewelry establishment of Joseph V. 
Thompson is now conducting business at 
84 Vesey St., New York. The firm was 
formerly located at 70 Greenwich St. but 
was forced to move because the building 
they occupied will be demolished for the 
construction of the Battery-Brooklyn 
Tunnel. 

<q The Empire Strap and Novelty Co., 
wholesale jewelers, 68 Nassau St., New 
York, announced that as of April 1, 1948 
they will continue their business under the 
firm name of Drobenare Bros., Inc. 

4 The Associated Credit Jewelers of New 
York and New Jersey held a meeting on 
Tuesday evening, March 30th. Pierre 
Godart, sales director of the U. S. Time 
Corporation, was the principal speaker of 
the evening and explained methods em- 
ployed by his firm in the distribution of 
character watches. 

> Oscar Trilsch Co., Whitestone, N. Y., 
manufacturers of hand and machine made 
set-up boxes, announced the removal of its 
New York office and showroom to en- 
larged quarters at 366 Fifth Ave., New 
York. 

> The April meeting of the New York 
Guild of the American Gem Society, was 
held on April 20th at J. R. Wood & Sons’ 
offices, 216 E. 45th St., New York. 
Jerome B. Wiss, president of the guild, 
opened the meeting with a review of the 
Washington conclave especially that por- 
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tion pertaining to discussions on synthetic 
Star stones and rutiles. Dr. Ralph J. 
Holmes, instructor, of Columbia Univers- 
ity, gave an interesting lecture on specific 
gravity, explaining various methods used 
in determination. 

<4 The Murray Siegel Jewelry Co., cre- 
ators and designers of gold jewelry, an- 
nounced the opening of their main office 
at 2 West 47th St., New York. Their 
downtown office on Nassau St. and their 
Brooklyn office are still functioning at the 
same locations. 

<4 Ray Hughes and Rudolph N. Peterson 
have been appointed to the executive 
committee of the Retail Merchants Asso- 
ciation of Jamestown, N. Y., representing 
jewelers. 

4 Harry Singer has been named buyer and 
manager of the new jewelry department at 
the Globe store, 302-316 Court St., in 
Watertown, N. Y. Mr. Singer came to 
Watertown in 1941 to manage the local 
Dees for Diamonds jewelry store and 
served as manager of that store for the 
past seven years. 

<4 Lawrence G. Mills and Francis F. 
Fellion have opened a new jewelry store at 
17 East Main St., Malone, N. Y. Mr. Mills 
operated a jewelry store for 13 years at 
Chateaugay, N. Y., prior to his service in 
World War II. Mr. Fellion has moved his 
former jewelry business which he con- 
ducted at 9 Mill St., Malone, into the new 
location. 

<4 Marvin B. Gingold has been elected 
president of Mill Jewelers Inc., 622 Main 
St., Buffalo, and has taken over active 
management of the store. He succeeds 
Jacob Kulick, who will still be active in the 
business as vice president. Leonard Rosen- 
thal, who was vice president and treasurer, 
has been named secretary-treasurer. Mr. 
Gingold has been in the jewelry business 
in Buffalo for a number of years. 

<4 A jewelry shop has been opened at 407 
S. Warren St., Syracuse, N. Y., under the 
name of Chapman & Fischer, Inc. Located 
on the mezzanine floor of the Weiler Build- 
ing, the shop will offer latest lines of 
jewelry and silver. Partners in the busi- 
ness are Miss Helen M. Chapman, who 
has been active in the jewelry business 25 
years, and William F. Fischer, watch tech- 
nician, who served as instructor in repair- 
ing and maintenance of time and naviga- 
tion instruments in the armed forces. 





Aaron Sverdlik is Recuperating 


Friends of Aaron Sverdlik, of Robinson 
& Sverdlik, 610 Fifth Ave., New York, 
will be pleased to know that he is slowly 
recovering from his recent illness that kept 
him in French Hospital for ten weeks. The 
many kind letters wishing him a quick 
recovery, get-well cards and flowers that 
Mr. Sverdlik received from his friends in 
the jewelry trade made his stay in the 
hospital a little more bearable and were 
deeply appreciated. 
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DIAMONDS 


All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding ‘ings, 
side stones, etc. 

Swiss cut diamonds, from 8 to 15 
pointers for all kinds of jewelry 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fied qualities. Please ask for our 
new price list. 


576 5th Ave. 


H. SORIN "ew York 9.8.x. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catolog 


277 HALSEY ST 


NEWARK 2, N. J. 
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Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 
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| WATCH MATERIALS—— 


Parts for all makes of 
Swiss & American watches. 


Prompt mail service 
Write for Price Lis? © 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
















NAHS Is Joiining UHAA 
In Staging Dual Shows 


For the third year in succession two of 
America’s foremost horological organiza- 
tions are meeting in a dual convention. 








| Observing its 15th anniversary convention, 
and exhibit, the United Horological Asso- 
ciation of America is joining with the 
National Association of Horological 
Schools at the Lord Baltimore Hotel, 
Baltimore, Md., June 17 through 20, in 
staging one of the country’s leading horo- 
logical shows. 

As in recent years, NAHS will hold its 
business meetings and _ celebrate its 
annual banquet the first scheduled con- 
vention day. The remaining three days 
will be devoted to UHAA business, 
speakers, forums, clinics, excursions, ban- 
quets, and just plain convention fun. 

Exhibitors will be present in unparalleled 
numbers showing the latest in tools, mate- 
rials and merchandise. Particular care has 
been given program timing, and events 
have been planned so that guests will have 
ample freedom to visit exhibits. 

Numerous side trips, excursions and con- 
vention diversions have been planned. 
Featured are; a trip to the historic city of 
Annapolis, lunch at Carvel Hall, inspec- 
tion of the U. S. Naval Academy; a trip 
through McCormick and Company, the 
world’s largest tea house; a fashion show 
for the ladies at one of Baltimore’s largest 
department stores; and much else. 

Prominent on the program agenda are 
forums dealing with the rumored over- 
crowding of the watchmaking field by the 
present activity of the country’s watch- 
making schools. Speakers and statistics 
have been gathered to show the true con- 
dition of this phase of the industry. An- 
other forum is planned to discuss pending 
state drives for registration. Led by Ben 
Heald, the country’s leading expert on this 
type of legislation for watchmakers, this 
discussion should prove of inestimable 
value for those groups that are planning to 
introduce state legislation in the coming 
year. Still another forum, realizing the 
importance of minimum prices for watch- 
makers, is preparing a discussion around 
this important subject. And to make 
everybody happy, UHAA President John 
J. Nooyen will conduct a watch repair 
clinic, where hairsprings and pet methods 
can be unraveled by the hour. 

Thinking watchmakers everywhere will 
recognize these subjects as fundamental to 
the well being and future prosperity of 
their craft, and they are cordially invited, 
with their families, to attend this meeting, 
which has much to offer in information and 
fellowship. 








M. J. Scearce Elected President 
Of Reorganized Kentucky RJA 


The old Kentucky Retail Jewelers Asso- 
ciation, which has been inactive for ten 
years or so, has been re-organizad and has 
elected an entirely new official family. 

Meeting at the Seelbach Hotel, Louis- 
ville, on Monday, April 11th, with Nolte 
C. Ament, of Geiger & Ament presiding as 
former president and chairman, a talk was 





heard from G. Irving Baily, assistant to the 





president, American National Retail J ewel 
ers Association, who was in Louisville 
while making a tour of the country, : 

Mr. Baily talked chiefly on two Current 
problems affecting the jewelry trade on 
which ANRJA is working, one having to 
do with desired limitation of sales in Arm 
post exchanges; and the other regardin 
repeal of excise taxes on jewelry by the 
Federal government. 

Mark J. Scearce, of Shelbyville, Ky 
was elected president of the association, 
while three vice-presidents from as many 
districts of the state were named, including 
Howard J. Billick, of Ashland; D. H. Jack- 
son, of Owensboro, and William Nagel, of 
Paducah, Ky. William K. Ewing, Lonjs. 
ville, was elected secretary-treasurer. 

The new organization plans on an im- 
meditate membership drive. 





Maiden Lane Historical Society 
Re-Elects All Officers at Meeting 


All officers of the Maiden Lane His. 
torical Society were re-elected at that 
organization’s annual meeting held at 
Schwartz’s Restaurant, 183 Broadway, 
New York, on Thursday, March 25th. 

Maurice Tishman continues as president 
and is assisted by the following vice pregi- 
dents: Wm. I. Rosenfield; Joseph D. Little, 
G. H. Niemeyer, Otto D. Wormeer, F. J. 
McCormick, and Benjamin F. Biffar. 

On the board of trustees are Sigmund 
Cohn, Frank Jeanne, Frank P. Somes, 
Walter N. Kahn, F. P. Brennett, Frank 
Whitaker, Charles H. Conant, Louis A. 
Schwob, Albert H. Betz, August 0. 
Packer, James E. Theise, and Henry P. 
Miller. Albert Ulmann was again named 
Historian and Charles A. Parker, secre- 
tary-treasurer. 

It was decided to hold the annual dinner, 
as usual, this Fall. The place and date are 
to be decided by the dinner committee. 

Historian Ulmann_ spoke about the 
placque, donated by President Tishman, 
that will soon be attached to the new build- 
ing of the Banker’s Federal Savings and 
Loan Association at 24 John Street. Date 
of the unveiling will be announced at a 
later time. 





Announce Change of Location 


Kofmehl Jewelers, formerly at 704 Main 
St., Duncan, Okla,. held the formal open- 
ing of their new and modernized jewelry 
store located at 814 Main St., on May 10. 

The firm was in business in Terre Haute, 
Ind., for many years before the war, but 
moved to Duncan two years ago. 











/  ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N. Y. Bryant 9-8660-8689 








LOWER PRICES 
WORKMANSHIP 


BETTER 
QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 


M. J. STERN 
Repairing of Jewelry & Special Order Work 











61 Beekman Street New York 7, N. Y. 
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Organize for Charities Appeal 





Leaders in the jewelry industry under 
the chairmanship of Walter Kocher, above 
center, formed a committee which took an 
active part in the 29th annual fund appeal 
of New York Catholic Charities. As mem- 
bers of the Special Gifts Committee of the 
Cardinal’s Committee of the Laity, they 
solicited contributions from business men 
in tbe jewelry industry and allied fields. 

Pictured at a recent organization meet- 
ing are (left to right): James Rooney, 
Black, Starr and Gorham, Inc.; Joseph L. 
Davis of Charles W. Somer and Bros., 
Inc.; Mr. Kocher of Walter Kocher and 
Co., 17 West 57th St.; Joseph T. Cooney, 





secretary of the Cardinal’s Committee of 
the Laity and James Finnerty of Tiffany 
and Co. 

Other members of the Jewelry Com- 
mittee included Pierre C. Cartier, Cartier, 
Inc.; Gustave O. Drescher, Marine Mid- 
land Trust Co.; Edmund A. Cottrell, 
William T. Gordon, James Kilmartin, 
Kelly and Kilmartin; Walter McTeigue, 
McTiegue and Co.; Robert C. Nelson, Jr., 
and W. Waters Schwab, J. R. Woods and 


Sons. The goal of the 1948 appeal of 


Catholic Charities was $2,500,000 which is 
the budgetary requirements for 1948. 





Nebraska Watchmakers’, 
Jewelers Hold Convention 


The Nebraska Retail Jewelers Associa- 
tion and the Nebraska Horological Associ- 
ation met jointly in a three-day session 
for their annual convention at the Hotel 
Lincoln, Lincoln, Nebr., April 10, 11, and 
12. Over 500 attended the convention 
and trade show of the combined groups. 

Convention entertainment featured open 
house Saturday night sponsored by T. J. 
Safford Co., Lincoln wholesalers. The 
session of the MHorological Association 
opened Sunday morning with an address 
by Todd New, vice president of the Na- 
tional Association of Horological Schools. 
The morning session included round table 
discussion and clinics. 

At an election of officers held by the 
Horological Association, A. J. Auble of 
Ord was elected president; Russell Mason 
of Lincoln, vice president, and Robert 
Mosher of Grand _ Island, _ secretary- 
treasurer. 

All convention exhibits, addresses and 
clinics were well attended. H. L. Carter, 
regional vice president of ANRJA and 
Paul W. Monohon, Newark, N. J., ad- 
dressed the Sunday afternoon session. 
Special entertainment was planned for 
Sunday night, when the annual banquet 
was held, attended by over 375 members 
and guests establishing a new record for 
the Nebraska RJA. 
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A number of jewelry stores throughout 
the state were closed Monday afternoon 
to permit participation in a tour through 
the Elgin watch plant in Lincoln. Open 
house was sponsored by the Lincoln 
Jewelers Guild Monday night. 

Much interest in the convention had 
been aroused by the monthly publication 
of the Nebraska Jewelers News edited at 
the President’s office. These editions in- 
cluded reports from the watchmakers 
guilds and news highlights on Nebraska 
jewelers. This publication was of great 
assistance in making this convention the 
most outstanding one in the Nebraska 
RJA’s history. 

Corey W. Chase, Holdrege, was re- 
elected president of the Nebraska RJA for 
the ensuing year. Morlyn Combs, Omaha, 
was re-elected first vice president; D. D. 
Kirkman, Tecumsah, second vice presi- 
dent; Jay Auble, Ord, third vice president; 
and Wm. J. Breckenridge, Hastings, secre- 
tary-treasurer. Glenn LeRoy, Fairbury, 
was elected to the Resolutions Committee 
and Walter Byers, Lincoln, heads the new 
Legislative Committee assisted by Harold 
Sutton, McCook, and C. M. Proper, 
Auburn. 

After discussing problems which pre- 
vailed during the past year, many recom- 
mendations were made to help work out 
these issues during the coming year. Plans 
are also being made for an improved active 
program for 1948, bringing together closer 
affiliation of Nebraska retail jewelers.: 
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REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 


from 
Coast 
to 

say Coast 
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Highest 

Quality 
Workmanship 











HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Slliversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 




















AUTOMATIC SOLDERING 
vy ENGINE TURNING x 
AUTOMATIC POLISHING 


Fully automatic — conveyor belt facilities avail- 
able. All our work is done under the supervision 
of a highly skilled modern up-to-date staff of 
technical experts. Packermatic polishing ma- 
chinery and atmospherically controlled soldering 
furnace assure you of high speed, inexpensive work. 


Please send us your problems and let us quote. 


Associated Specialties Corp. 
9 Clay Street, Central Falls, R. |. 














Model No. 222-A 
@ 17 Jewels 


@ 14K Gold Case 

@ 6 Genuine Rubies 

@ Rhinestone Dial 

@ Gold Filled Bracelet 


$29.95 


Ask For Catalog 


Mail Orders Filled Promptly Send 
Check, Money Order or C.0.D. 


Lugerner’s 
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Re-Organizes Alabama RJA 
At Special ANRJA Meeting 


Approximately 75 retail jewelers from 
Alabama, Tennessee and_ surrounding 
territory attended a _ very _ interesting 
session, sponsored by the American Na- 
tional Retail Jewelers Association,’ at the 
Thomas Jefferson Hotel, Birmingham, 
Ala., on Sunday, March 4th. 

Stressing the fact that no formal pro- 
gram of addresses would be given, ANRJA 
extended an invitation to jewelers of the 
area to meet with the Association’s Ex- 
ecutive Committee and informally dis- 
cussed some of the problems facing jewelers 
today. 

The session was called to order promptly 
at 10 A. M.-by President Maurice Adel- 
sheim of Minneapolis who, after brief pre- 
liminary remarks, turned the session over 
to Vice President Arnold A. Schiffman of 
Greensboro, N. C., who presided. 

The Vice Presidents of ANRJA spoke 
briefly on topics of interest to the members 
and following each outline, time was given 
for discussion from the floor. Among the 
topics covered were ‘‘Consumer Cooper- 
atives’” by Paul E. Morrison of Kala- 
mazoo; “The PX and Ship’s Service 
Stores” by B. C. Clark, Jr., of Oklahoma 
City; ‘““House-toHouse Selling’? by Robert 
A. Abbott of Lowell; ‘““Department Store 
Competition” by A. W. Molin of Portland, 
Ore.; “Retail Jewelry Store Advertising” 
by Kenneth I. Van Cott of Binghamton, 


















N. Y., and “Training Store Personnel” } 
Harry L. Carter of Kansas City, Mo : 
Adjournment was taken for lunches 
12:30 and the session reconvened at one 
when President Adelsheim gave a rep ‘ 
of the activities of ANRJA, emphasizing 
the militant program undertaken by a 
National Association, and asking for Pe 
whole-hearted cooperation of the joudian 

present. 

Other members of ANRJA’s. official 
family in attendance at the meeting jp. 
cluded, Charles T. Evans, secretary ;"Hoyt 
T. Purvis, treasurer; Durward Howes, im. 
mediate past president; Boyd Evans, as. 
sistant secretary, and G. Irving Baily 
assistant to the president. ; 

At the close of the afternoon session 
members of ANRJA’s Executive Coie: 
mittee sat in at a meeting of the Alabama 
Retail Jewelers Association; when the 
State group was re-organized with the 
following officers being elected; President 
Robert H. Bromberg, Bromberg & Co, 
Birmingham; First Vice President, Ray. 
mond Hoffman, C. F. Hoffman & Song 
Gadsden; Second Vice President, A. M. 
Fekula, Julius Goldstein & Son, Mobile 
and Secretary-Treasurer, W. Garfield 
Goodwin, Goodwin Jewelry Co., Bessemer. 

Members of the ANRJA Executive 
Committee expressed themselves as being 
highly gratified at the success of the Bir- 
mingham meeting and this opinion was 
shared by the retailers present, who were 
most cooperative in making this meeting 
the success that it was. 





J. G. Donovan, Jr., AGS President 
Addresses California Guild Meeting 


Members of the Southern California 
Guild, meeting in Los Angeles April 20th, 
were privileged to hear James G. Don- 
avan, Jr., AGS president, tell of the aims 
and purposes, the fulfillments, and the out- 
look for future development of the group 
as outlined at the recent conclave at Wash- 
ington, D. C. James Donavan, one of the 
pioneers of the AGS movement, empha- 
sized the professionalization of a small 
group in the industry as a Society ob- 
jective. “For a group of tradesmen to 
voluntarily organize for the purpose of 
educating themselves that they may 
thereby give greater service to their cus- 
tomers is unique, to say the least,” he 
repeated. 

Featured speaker of the evening was 
William Erb of San Francisco, executive 
secretary of the California Retail Jew- 
elers Association, who spoke on “What 
Lies Ahead for the Retail Jeweler.” He 
stressed that defeat of the element re- 
sponsible for destruction of customer con- 
fidence and doubt of the integrity of the 
retail jeweler, can be accomplished only 
through the concentration and concerted 
efforts of the American Gem Society and 
all trade organizations. ‘“‘We have an ob- 
ligation, as jewelers,” he warned, “‘to up- 
hold the fair trade laws in spirit as well as 
in letter.” 

Alfred Woodill, executive director of the 
AGS, gave a comprehensive report on bus- 
iness transacted by the Society in Wash- 
ington last month. 

Dr. Mark C. Bandy, GIA research di- 


rector, gave the first in a series of talks on 





ee 
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‘Unusual Gemstones.” For this evening 
he selected the scapolite and displayed a 
good selection of both the rough and cut 
mineral. At the close of this portion of the 
educational part of the program, instru- 
ment practice and identification privileges 
were available to all who wished them. 

Special guest of the evening was Jerry 
Ostermeier, president of the Califor- 
nia RJA. 





Stress Cooperation Among Watch- 
makers At Meeting of Sioux City Guild 


The necessity of cooperation among 
watchmakers was stressed by four guest 
speakers at a dinner-meeting of the Sioux 
City Horological Guild held on March 31 
at the Warrior Hotel. 

George Gunderson, president of the 
guild, presided at the meeting. The guild 
heard Ben Grismore of Corydon, Ia., presi- 
dent of the Horological Association of 
Iowa; Harold Brightwell of Chariton, 
George Swartzendruber of Cedar Rapids, 
Ia., and Mr. Wiley of Des Moines, [a. 

The main topic of discussion was the 
state watchmaker licensing law and how 
it benefits the watchmaker. The final ex- 
aminations for apprentices before becom- 
ing licensed watchmakers was also dis- 
cussed. 

The Sioux City Guild was the first guild 
in the state of Iowa and the organization 
of this guild was due to the untiring efforts 
of Perry Berglund, who is one of the old- 
est members of the Iowa Guild. 





Mr. Hastings, repairman with Bystrom 
& Co., Campello, Mass., broke his leg 


recently and is confined to a wheel chair. 
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Savitt, Hartford Jewelers 
Receive Ad Award 


Savitt, Inc., Hartford jewelers, was e 
recipient on March 23 of a Certificate O 
Merit” from Brand Names Foundation, 
Inc., New York for creating and publish- 
ing an outstanding retail advertisement 
depicting the major consumer benefits of 
the brand system of distribution. 

This honor was bestowed on Savitt asa 
result of their intensified advertising cam- 
paign last December which had as its 
theme — “Buy America's Best Brands, 
Peace of Mind Guaranteed.” T he award 
was based on a full-page advertisement 
which appeared in the December 3rd issue 


of the Hartford Times. 





William M. Savitt (!eft), Hartford, jeweler, is shown 
receiving a Brand Names Foundation “Certificate 
of Merit” from Roy Wilcox (right), vice president, 
International Silver Co., Meriden, Conn., at a 
luncheon meeting of the Advertising Club of 
Hartford on March 23. The certificate was 
awarded for an outstanding Savitt advertisement 
appearing in the December 3rd issue of the 
Hartford Times which showed the consumer ben- 
efits of buying brand name merchandise. James 
F, Smith (center), president of the Advertising Club, 
presided over the meeting. 


Savitt became the 15th retail outlet to 


receive an award since Brand Names’ 


Foundation inaugurated its policy in April, 
1947, of presenting a “‘Certificate of Merit, 
each month to the one or more stores pub- 
lishing outstanding brand theme adver- 
tisements. 

Presentation of the Certificate was made 
to William M. Savitt, who heads Savitt 
Inc., by Roy Wilcox, vice president of the 
International Silver Co., Meriden, Conn. 
and who is also the voting representative 
of International as a Brand Names Foun- 
dation member. Attended by more than 
100 local business and advertising leaders, 
the presentation took place at a luncheon 
meeting of the Advertising Club of Hart- 
ford at the Hotel Bond. 

Mr. Savitt, in his speech of acceptance, 
asserted that “In buying advertising, [ am 
buying a lease on my future business”’. 
He stressed his convictions that American 
institutions and business methods are best. 
Taking a passport from his pocket, Mr. 
Savitt pointed to the United States seal on 
its cover, saying, ‘““That is the brand name 
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we should never take for granted and 
should never sell short.”’ 

The passport was the one which he used 
during a 12,000 mile trip to South 
America from which he has just returned. 





Associated Credit Jewelers 
Enjoy Gala Evening 


Members of the Associated Credit Jewel- 
ers of New York and New Jersey with their 
families and guests assembled at the 
Waldorf-Astoria Hotel, in New York, on 
the evening of Sunday, April 4 for the 
14th consecutive annual dinner dance of 
that organization. 

The party started with a reception and 
cocktails at 6:30 with dinner served at 
7:30, the latter being preceded by the 
usual singing of the National Anthem. 

The only speech was a brief address of 
welcome by Sidney Singer, president of the 
association, the rest of the time being give 
over to the drawing for 48 handsome door 
prizes, interspersed with dancing between 
courses of the dinner. Each diner received 
a souvenir of the occasion, the gentlemen 
getting a tie clasp, while each lady was 
presented with a small mechanical pencil 
with a convenient clasp on the rear. The 
souvenirs were contributed by the Bert L. 
Kaufman Co. 

At the conclusion of the banquet, a floor 
show emceed by Al Bernie, famous young 
comedy star, was presented. Dancing and 
social interchange concluded the evening. 

Seated at the head table were President 


Singer of the Association and Mrs. Singer; 





J. J. Simon, First Vice President of the 
association, together with Mrs. Simon, 
H. M. Abelson, Second Vice President and 
Mrs. Abelson; H. A. Goldberg and Mrs. 
Goldberg; Rowland D. Goodman, chair- 
man of the board of governors and Mrs. 
Goodman; Treasurer Alvin R. Baer and 
Mrs. Baer; Phineas Peters, General Chair- 
man of the Executive Board of the Retail 
Jewelers Associations of Greater New 
York, accompanied by Mrs. F. Beyer, and 
William Wagner, Executive Secretary and 
Mrs. Wagner. 

The committee in charge of the banquet 
who deserve recognition for the prepara- 
tion and management of one of the season’s 
outstanding social events consisted of Sid- 
ney Singer, General Chairman, assisted by 
Jay C. Lighterman, Tappin’s, Inc.; Sey- 
mour Greenberg, Royal Diamond & Watch 
Co.; H. A. Abelson, Abelson’s, Inc.; 
Archie Linder, Howard Co. Jewelers, Inc.; 
J. J. Simon, Panes Jewelry, Inc.; William 
Goldblatt, Greenwold, Inc.; Herbert Kap- 
pel, Busch Jewelry Co.; Etta C. Boord, 
Personal Shopping Service, Inc.; Leo D. 
Kind, Reid’s, and C. M. Bradbury, Brad’s 


Jewelers, Inc. 





Pike & Kramer, jewelers of Dallas, 
Texas, since 1911, formally opened its new 
home at 108 South Ervay on May 3rd. 
Irvin L. Kramer is president of the jewelry 
firm, which was founded 37 years ago. 
Mrs. E. L. Pike, widow of one of the 
founders, and Mrs. Phyllis Pike Cahn are 
vice presidents. 

Interior of the new store building is fur- 
nished with bluish gray wooden fixtures 
and display counters. 





Baker #24 oven. 


95 Bedford Street 


WAtkins 4-8880 





To Manufacturing Jewelers 
Temperature control throughout the burn-out cycle. 


For volume production of high qual- 
ity castings install temperature con- 
trols on your wax eliminator ovens. 


Castings will be more uniform with temperature 
controls — increase production efficiency — and ef- 
fect real labor savings. With the installation of suit- 
able program controls the temperature of the oven 
can be raised and lowered in accordance with the 
desired predetermined burn-out cycle. 
ture controls can be used to real advantage with 
ovens as large as the Saunders #3W oven or the 


We will furnish, without charge, a 
detailed estimate of the cost of equip- 
ment needed to provide program con- 
trols for your burn-out ovens. 
for descriptive folder and price list. 


Equipment and supplies for jewelry casting, 
assaying, renfing and specialty melting. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Son. Est. 1865 
PRECISION CASTING EQUIPMENT AND SUPPLIES 


Tempera- 


Send 


New York City 14 


Cabie Address: HOWDAH 




















i 
' How to Win 


CTT 1 DUEL 





























































‘ 


Eou IP your sun-exposed 
store windows with transpar- 
ent, protecting Sun Shades. 
Save money, prolong the 
beauty and salability of all 
displayed merchandise. 

Let us prove to your complete 
satisfaction, before you buy, 
that Sun Shades are vitally 
needed. Via the coupon below, 
send for a generous sample of 
the sun ray-resisting plastic 
film used in Sun Shades. 
Place it over a section of any 
colored material and expose 
to the sun! See how Sun 
Shade protects and helps re- 
tain original colors. See how 
the sun fades the exposed ma- 
terial. 


I accept your offer. Send me a 
generous sample of your Sun 
Shade protective film. 

Is 5 nthe Giel oe wketows 


‘4 THE SUN-SHADE CO. 


TAN 781-83-85 Chancellor Ave. 
QUEL WITR THE 


suk sotrvington 11,New Jersey 


Manufacturers of the Original Transparent Sun-Shade 











Sixty-Five New Certified 


and Junior Watchmakers 


Announced by Horological Institute 


The Horological Institute of America certificates have recently been granted in the two Classes to the 


following watchmakers. 


CERTIFIED WATCHMAKERS 


NAME 


CHARLES D. AIRESMAN Ellerslie. Mc 


Joun J. AMBROSE 


James N. JENSEN Peoria, Il. 


ADDRESS 


Nanticoke, Pa. 


EMPLOYED By 


1. Morgan Vocational] School 

American Furniture & 
Jewelry Co. 

Bradley University 


RayMOND J. MapRrazo Flushing, N. Y. Self 
CHARLES METAL Pittsburgh, Pa. W. O. Smith 


JUNIOR WATCHMAKERS 


Brooklyn, N 
Canton, Ohi 
Shreveport, 


ALAN BaRRy 

WiiuiaMm A. Gantz 
Ben E. Haws 
Hosart H. Moore 
Joseph O. OBERG, Sr. 
Ross L. BIiLuiG ; Merchantvil 
IRWIN FARBER 


Peoria, Il. 
Peoria, Ill. 
Peoria, Ill. 
Peoria, Il. 
Peoria, Ill. 
Peoria, Il. 
Peoria, Il. 
Peoria, Ill. 
Peoria, Ill. 
Peoria, Ill. 


Forest W. ALEXANDER 
ALADAR R. Bara 
GRAMMAR COWARD 
Marvin G. DUNLAP 
Rosert J. McCur.ey 
Matr MILuLerR 
CLARENCE R. PrIcE 
GEORGE W. REID 

D. E. RENSBERGER 
RANDALL D. WHANGER 


JAMES ALEXANDER 


Elgin, Ill. 
Elgin, Ill. 
Elgin, Il. 
Elgin, Ill. 


Eva L. BEASLEY 
Ray S. KAWAFUCHI 
VincENT G. MINNET 
Pau. V. MITTNACHT 
JoHN R. PANKRATz 


GLENN W. SPoOTTSMAN Elgin, Il. 


RAYMOND R. BLANSETT Greensboro, 
LAWRENCE J. FANSHAW Greensboro, 
Joun R. Powers Greensboro, 


Cincinnati, ¢ 
Cincinnati, ¢ 
Cumberland 


CriypE A. BERGER 
MELVIN C. SCHAERGES 


STEPHEN L. BASSEL 
FrepERIcK H. DressMAN 
RayMonp L. LonG 
FRANK J. SHATTER 


DayTON HaRTSHORN 
ERNEST HENSEN 
Harowtp C. BAGWELL 
Harry F. BAKER 


Cumberland 


Hyattsville, 
Washington, 


Barger, Texas 


Washington, D. C. 


Lancaster, Pa. 


Nashville, Tenn. 


La Vale, Md 
Keyser, W. V 


Birmingham, Ala. 
Enterprise, Ala. 
A 


= - Harry Noack 

O George Deuble Co. 

La. Clarkes Jewelers 

E. F. Copeland 

Naval Gun Factory 

Student at Baronian School 
Philadelphia, Pa. 

Student at Bowman Technical 
School, Lancaster, Pa. 


le, N. J. 


Students at Bradley University, 
Peoria, Il. 


Student at Cochran’s School of 
Watchmaking, Nashville, Tenn, 


Students at Elgin Watchmakers 
College, Elgin, I 


Milwaukee, Wisc. 


ee Students at Greensboro School of 
nN. Cc. Watchmaking, Greensboro, 
nm. N.C. 

hio Students at Gruen Watchmaking 
Jhio Institute, Cincinnati, Ohio 
. Md. 

; Students at Morgan Vocational 
, Md. School, Ridgeley, W. Va. 

la. 

Md. Students at Peters School of 
D.C. Horology, Washington, D. C. 





WitiiaM M. BattTron Birmingham, Ala. 

Festus N. CAMPBELL Ensley, Ala. 

RAYMOND COcKRELL Birmingham, Ala. 

JAKE R. CuLottTa Birmingham, Ala. 

Fioyp Davis Birmingham, Ala. 

Otis M. Guy Birmingham, Ala. } Students at Southern Watch- 
A. T. Horton, Jr. Ensley, Ala. making School, Ensley, Ala, 
TommiE E. JENNINGS Birmingham, Ala. 

Rosert H. Ouiver, Jr. Portsmouth, Va. 

Jor N. SimMons Birmingham, Ala. 

JamMEs R. Siimp Birmingham, Ala. 

Jack W. WEAVER Birmingham, Ala. 

Lioyp H. WILKERSON Huntsville, Ala. | 


Joun C. BRATHERTON 
WiLuraM B. CHopkowskI 
LAWRENCE C. DoRTENZIO 
RoBERT FRAICHARD 
CHARLES GARBER 

EmiLe T. GIARD 

Homer M. LINCOLN 

Leo Str. HiLarre 

RoGErR C. TREMBLAY 
James S. WatTSON, JR. 


Manchester. 
Danvers. M: 
Cincinnati, ¢ 


Waltham, Mass. } 
Waltham, Mass. 
Waltham, Mass. 
Waltham, Mass. 
Lowell, Mass. 
Waltham, Mass. | 
Waltham, Mass. 








Students at Waltham School of 
Watchmaking, Waltham, Mass. 


N.H. 
ASS. 
Yhio 





Feature Articles on Jewel Salesman 
Appears in Saturday Evening Posts 

The story of Jules Glaenzer’s multi-mil- 
lion-dollar successes as a jewel salesman is 
told in a two-part article by Maurice Zolo- 
tow beginning in the May 1 issue of the 
Saturday Evening Post. According to the 
article, Mr. Glaenzer, vice-president of 
Cartier’s, represents a ‘“‘_phenomenon of the 
jewelry trade.” 

“Since he began selling gems in 1907, 
he has sold more than $25,000,000 worth 
of bracelets and brooches and rings and 
tiaras and necklaces,”’ the Post author says. 


“He was instrumental in the sale of the 
Hope Diamond. He once sold an $800,000 
string of superbly matched pearls to Hor- 
ace Dodge, the automobile man, and a 
$400,000 string of black pearls to Mrs. 
Peter Goelet Gerry... .”’ 


Mr. Glaenzer’s measure as a Manhattan 
socialite also is taken. ‘‘Glaenzer’s first- 
night parties are considered so important 
socially by some people that an individual 
unlucky enough not to have received an 
invitation is compelled to leave town for 
a week, so he will have a good excuse to 
explain his absence,’”’ Mr. Zolotow writes; 
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Honor Samelius and Johns 
At Horologists Meeting 


Over 275 members and guests of the 


Horological Society of New York, attend- 
ing the April meeting, were treated to one 
of the finest and most interesting horolog- 
‘cal evenings in the history of the society, 
Among the highlights of this convention 

was a lecture by William A. Samelius, dean 

of American horologists; a talk by John 

J. Bowman of the Bowman Technical 

School, and the conferring of an honorary 

membership on Charles K. Johns. . 

Andrew Park, president of the organiza- 
tion, opened the meeting by greeting the 
notable guests present. Among some of 
these mentioned, other than Messrs. Bow- 
man and Samelius, were L. H. Hayenga, 
president of the New Jersey State W atch- 
makers Association; Mr. and Mrs. Kal Van 
Huesen; Mr. and Mrs. Karl Plepla; Wil- 
liam Zint, technical advisor to the Longine 
Watch Co.; Mr. Pellaton of Patek-Phil- 
lippe; James Schultz, watch importer; Dr. 
Karl Vogel; Mr. Straylea, and Paul G. 
Hoffman. 

President Park introduced John J. Bow- 
man who discussed the origin of the Horo- 
logical Society of New York and paralleled 
the growth of trade organizations in this 
country to this organization. Mr. Bowman 
spoke of the school founded by his father 
in the latter half of the 19th century and 
mentioned a few of the outstanding grad- 
uates and referred to Charles K. Johns as 
the most outstanding alumnus. Citing Mr. 
Johns’ numerous achievements, Mr. Bow- 
man said that he was asked by the execu- 
tive board of the Horological Society to 
present Mr. Johns with a scroll granting 
him honorary membership in the society. 

Mr. Bowman read the citation which 
told of Mr. Johns making the famous 400 
year perpetual calendar, 110 jewel clock, 
the planning and execution of every part 
but the glass cylinder in which it is 
housed. This clock, the citation further 
read, was exhibited at the New York 
World’s Fair and has been admired by all 
experts for its beauty of workmanship, 
precision, and excellent detail. Mr. Johns, 
who in 1924 won the first prize in work- 
manship and originality in the national 
contest given by the Horological Institute 
of America, was greatly surprised and 
thanked the officers and members for the 
honor. 

William H. Samelius, dean of the Elgin 
College of Watchmaking, was introduced 
and spoke of the early trials of the ap- 
prentice and his modern counterpart in a 
horological school. He mentioned the thou- 
sands of GI’s who are enrolled in watch- 
making schools and hazarded a guess as 
to the number that would remain in the 
trade. Mr. Samelius criticized the lack of 
thoroughness in the training program and 
bemoaned the omission of some phases of 
simple clock repairs. 

Mr. Samelius urged the younger train- 
ees to acquire a real liking for the trade 
that would make them do their work for 
other than monetary rewards. The dean 
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ridiculed some of the newer trainees who 
did not think it was necessary to acquire 
all the fine skills possessed by older watch- 
makers, and claimed that their attitude 
that you could always buy a new part was 
neither consistent nor valid. He urged that 
the younger men learn how to turn a staff, 
set a jewel, and learn the rudiments of 
filing and escapement setting. 

At the close of his well-received address, 
President Park presented Mr. Samelius 
with a fine humidor and cigars. A silver 
placque, duly inscribed, told of the warm 
affection the New York Society holds for 
Mr. Samelius. Henry B. Fried, executive 
secretary of the society, after recalling Mr. 
Samelius to the speakers’ platform and re- 
introducing him to younger members, 
cited Mr. Samelius’ many outstanding ac- 
complishments in the horological field. 





George Kramer Opens New Office 


George Kramer, manufacturers’ repre- 
sentative, celebrated the opening of his 
new offices at 20 West 47th St., New York 
City, on April 16 and 17. 

Mr. Kramer, who is well-known in the 
trade, has been associated with the jewelry 
business for the past 19 years. 

Mr. Kramer represents the following 
manufacturers: Bardach Ring Co. of In- 
diana; French Jewelry Co. of Philadel- 
phia; Seneca Clock & Watch Co. of New 
York City; and General Case Co. of New 
York City. 








Green and Red Gold 

St. Christopher Key—14 Kt in thr 
sizes; also Bill Clips, 
Links to match. 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


Manufacturers 
64 West 48th Street 
New York 











Earrings in various patterns in 14 KT 


Charms and 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes. Ear- 
rings, Cuff Links and Studs to match. 


CLIFFORDA. MILLER & CO., Inc. 
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If... you're 





TYPE “A” CRUCIBLE 
REPAIRING? Save time and money. 


AWES GO) soldering block won't 


crack, stays flat, and platinum won't 
stick to it. In two sizes. 








No. 2 MELTING DISH 


Western Gold & Platinum Wks. 





00RiN g for 


extra profits 


MANUFACTURING? Then you'll need a 
WESGO casting machine crucible. They're 
perfect for platinum and all precious metals be- 
cause they won’t melt, won’t crack, and 
outiast other types ten to one! Fit all 
popular machines. 





SOLDERING BLOCK 


RETAILING? In dozens of ways, you'll save by 


keeping a WESGO melting dish handy for 


unavoidable repairs. Flat bottom is ideal for 
soldering, too. Five sizes. 





See Your Dealer or Write for Booklet 


589 Bryant Street 
San Francisco, Cal, 
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No matter whot your demands in 
jewelry cases, let our staff of experts 
show you the way to more soles 
through better boxes. Exclusive 
boxes designed to fit individual re- 
quirements. Write us today. 
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> FINE STERLING 


? - HOLLOWWARE 
. and 
PQ Yg Authentic Antique 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 
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PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 
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@ After long delay on the part of con- 
tractors, the Nathaniel I. Goodman Co. 
quarters, 1006 Jewelers Building, has 
undergone a real transformation, with 
new wall cases, counters, and lighting fix- 
tures added, and the whole place taking on 
a much brighter appearance with the 
change from dark mahogany woodwork to 
new natural-color walltex. Larkin & 
Glassman of Boston were the architects 
and the work was done by Barnard 
Brothers of Hyde Park, Mass. 

@ Similar “new look” transformation 
work has been going on in Rooms 411-12 
of the Jewelers Building where the Louis 
Manheimer & Brother Co. is represented 
by Edward MacCourt, and the Mautner 
Co. is represented by Arthur Wright. 
Jack Fitzgerald and Barbara Wright, 
daughter of Arthur, have been added to 
the personnel. The Joslyn Showcase Co. 
of Boston has installed the new burled- 
birch finish walls and shadow boxes as 
well as the other wall cases, counters, and 
fixtures. 

@ Harold A. Whitman, formerly with 
Peterson’s Associates in their West Rox- 
bury, Mass., store, has bought out the 
jewelry business of Sumner C. Crosby in 
Whitman, Mass. Mr. Crosby is leaving 
the jewelry trade after 20 years to operate 
summer cabins in the Lake Winnepesaukee 
region of New Hampshire. 

<¢q The next Gift Show is scheduled to be 


_ held in Boston Sept. 13 to 17 at the Hotel 
| Statler. 


4@ James T. Frangolis, formerly with 
Peterson’s Associates Arlington store, has 
opened a new store of his own in Arlington 
to be known as Menotomy Jewelers. 

<q J. E. Robinson, successor to the E. F. 
Tinkham Co. of Middleboro, Mass., has 
moved from the old 50-year-old location to 
another part of the town. 

<q James J. Downey, watchmaker, form- 
erly located at 704 Washington Building, 
has moved to 44 Bromfield St., Suite 416. 
<4 Roy Spring, a Boston jeweler prominent 
in Greater Boston yachting circles, was 
instrumental in obtaining a fine permanent 
trophy, topped by a large power boat, 
which will be competed for annually by 
members of the Boston Power Squadron 
in their predicted log races. The trophy 
was presented to R. Perry Collins, Com- 
mander of the Boston Power Squadron by 
Tom J. Jones of the MacDonald Marine 
Service, in recent ceremonies, and is known 
as the MacDonald Trophy. 

<4 Sidney Bloomfield and Harry H. Goff, 
601 Jewelers Building, are doing some 
fancy streamlining to keep their reduced 
quarters in modern shape. New lights 
have been added along with showcases and 
shadow boxes to give a new “‘large’’ look 
to the quarters made smaller by the open- 
ing of a corridor to the sixth floor of the 
Washington Building. 

<q Zalkind Anshen, formerly operating the 
Boston Jewelry Manufacturing Co., 1001 
Jewelers Building, and who recently turned 
the place over to Frank DiVita, has been 








NEW ENGLAND 


confined to the Baker Memorial Hospital 
with a serious illness. Among those aiding 
by blood transfusions were Sidney Bloom- 
field, Room 601, and Oscar Zaff of Smith & 
Zatf, third floor. 

4A new secretary makes her debut with 
the Katherine A. Murphy Co., 509-1] 
Jewelers Building, in the person of Migg 
Marie Clabby, daughter of John Clabby 
Convention and Gift Show Manager with 
the Parker House. 

<4 Miss Anne Marie Hayes, 15-year-old 
daughter of Mrs. Lillian Hayes, 405 
Jewelers Building, entertained at the 
recent banquet of the Massachusetts & 
Rhode Island Jewelers Association with 
selections on a giant-size marimba, 

<4 Thirty-five members of the New Eng. 
land Guild of the American Gem Society 
attended the March 31 meeting at the 
Harvard Faculty Club where Richard B. 
Chesley, president, described the Washing- 
ton conclave and reported on the high- 
lights. Daniel Mayers, a Harvard student, 
spoke on gem collecting in Mexico and pre- 
sented each member with a piece of Iceland 
spar. A program committee was formed 
with Winton Simmonds of Kennard & Co, 
as Chairman, and including Everett Hardy 
of the D. C. Percival Co., and Miss Eliza- 
beth Brown of the Smith-Patterson Co. 
Dr. Cornelius 8. Hurlburt of Harvard Uni- 
versity led in the discussion of specific 
gravity determination and demonstrated 
the Jolley Balance, the Berman Density 
Balance, and heavy liquids, explaining 
each. A gem quiz was followed by instru- 
ment practice. Next meeting was sched- 
uled for April 28 at the Harvard Faculty 
Club. 

4 Donald Reaves of the Smith-Patterson 
Co. recently suffered a dislocated hip. 

4 John Swenson of the Watch Depart- 
ment of Smith-Patterson Co. has left to go 
back in the Army Air Corps, and Jack 
Carter, who for the past 20 winter seasons 
has been associated with the watch sales 
department of the same store has turned 
“Golf Pro” for the summer, as usual, at 
Bethel Inn, Bethel, Maine. He will re- 
turn to Smith-Patterson in October. 

4@ Low team on the Boston Jewelers 
Bowling League, the E. B. Horn Co. will 
make a big effort to climb out of the hole 
with the addition next year of Alvin D. 
Finn, nephew of Harry A. Finn, store 
manager. Young Finn holds an enviable 
college record in many fields of sports. 

4 Miss Ida Alfano, bookkeeper with the 
Herbert W. Stranger Co., recently became 
engaged to Clifford G. Young, and the 
couple look forward to a September wed- 
ding. 

4 Two of the most ardent ‘Disciples of 
Isaac Walton” in the Jewelers Bldg., Oscar 
F. (for Fish) Zaff and Billy T. (for Trout) 
Murray, opened the fishing season in 
Massachusetts on April 15. Always glad 
to share secrets, they refused, however, to 
divulge where they get the big ones. They 
have their favorite spots and Oscar’s is 
Pratt’s Mills Pond. Largest catch for 
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Oscar is known throughout the State as 
5 tga Box closed its 133 Tremont 
St. store on April 1, merging it with the 
store at 175 Tremont St., and adding sev- 
eral new departments. 

4A new electric clock was presented to 
the Public Library, Alton, N. H., recently 
by Clarence L. Woodman, successor to 
J. F. Safford & Sons, Rochester, N. H. 

4@ Along with several other Greater Bos- 
ton wholesale jewelers, >. < Percival & 
Co. will be represented at the New York 
State convent on on May 16 to 18 at Utica 


urchased the entire line of electric clocks 
from the Chelsea Clock Co. which is clos- 
ing out its electric clock division, and is 
handling them in New England. 
4 William C. Dorrety completed 51 years 
in the Washington Building on April 16, 
and is still going strong. 
4@ Mrs. Bessie 1. Somers of the C. W. 
Somers Co., 606 Washington Bldg., re- 
tired on April 1, and has many plans for the 
future. 
4 Boys broke through the rear window of 
the George T. Winter jewelry store in 
Jamaica Plain recently and_ stole $800 
worth of jewels from the showcases. Most 
of the stolen goods were located a short 
time later and the boys were arrested. 
4 William E. Fritz moved from his former 
location, 1543 Hancock St., Quincy, on 
April 1 to 28 Cottage Ave., next to a piece 
of property recently acquired by Sears, 
Roebuck & Co. 
4@The moving and restoration work con- 
tinues in the Washington Building quart- 


Why Don't You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today is 
o job for a specialist . . . a specialist who 
really keeps up with new design and manu- 


facturing methods and in testing equipment. 


NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 


Specializing on watch repairs for the trade 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of spare parts 
headaches and untidy equipment. When 
NATIONAL does your watch repairs YOU 
make more PROFIT. 


All repairs unconditionally guaranteed and 


returned in 10 days to 2 weeks. 


Every watch electronically tested 


to |/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 
150 Nassau St. New York 7, N. Y. 
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ers vacated in March by the blueprint 
firm of Makepeace & Co. Hub Materials 
are now nicely settled in Rooms 408 to 11, 
with six individual stock-filling counters, 
two private consultation offices, a book- 
keeping department, and stock and ship- 
ping rooms being installed by the Boston 
Showcase Co. New wall cases, counters, 
and lights complete the greatly enlarged 
quarters. 

4 Along with this moving, the Joseph 
Gann firm opened formally on April 12 in 
Rooms 404 to 7, Washington Building, an 


; _ attractive corner location with 21 wall 
The D. C. Percival Company recently | 


cases, and counters on three sides. Sound- 
proof ceilings, new lighting fixtures, in- 


_ cluding special spots, have been installed. 
_ Decorations are of French Blue with Old 


Boston scenes cdepited around the room. 


Barnett Brothers of Hyde Park did the. 


| designing. 


<4 Work is not so far along with the Henry 
Kamlot and Barry & Epstein firms, but a 


_ transformation is looked for as the work 


progresses. 

4 The business of the late Ira F. Litch- 
field on 1439 Dorchester Ave. was acquired 
recently by M. J. Christian, who will 
operate the store. 

<4 Just as this issue was going to press, the 
Boston Jewelers Bowling League wound 
up in a blaze of glory and scores, and held 
its 25th anniversary dinner at the Hotel 
Gardner on April 24. There were prizes 
for all teams and high-scoring inidviduals. 
Team standing at the close of the 1947- 
1948 season was as follows: 


Team Won Lost 
D. C. Percival Co. 71 37 
Mahar & Engstrom 68 40 
E. H. Saxton Co. 63 45 
Frank Gendreau Co. 55 53 
Thomas Long Co. 53 55 
Shreve, Crump & Low Co. 52 56 
A. Stowell Co. 52 56 
Bigelow Kennard & Co. 47 61 
Smith-Patterson Co. 47 61 
E. B. Horn Co. 31 77 


Roy Clark of Thomas Long had the high 
average for the season of 101-2/81: Robert 
Schwinn, of Shreve, Crump & Low, the 
high three-string record of 361; and Harry 
Solomon, of the Mahar & Engstrom team, 
the high ingle of 143. 





Leavens Mfg. Company Will Merge 
With Bugbee and Niles Company 

Bugbee & Niles Co. of North Attleboro, 
Mass., will be affiliated in the future with 
the Leavens Mfg. Co. of Attleboro, Mass.., 
a new company, it has been announced. 


The officers of the Leavens Mfg. Co. will 
be Theodore Leavens, president and 
treasurer; Ofin A. Armstrong, vice presi- 
dent, and Paul F. Armstrong, clerk. 

A lease has been entered into with auto- 
matic Machine Products Co., Attleboro, 
for. the necessary modern and _ fireproof 
space with arrangements for the new com- 
pany to expand. The new company will 
cover a wide field in the special order type 
of production, including specialty metal 
and plastic parts, jewelry, promotional 
material, decorative trims, screw machine 
parts, organizational and emblem material 
of all descriptions. 

Leavens has become a director and vice 
president of Bugbee & Niles Co. which 
firm will remain under the same ownership 
and at its present location. 





It’s the LITTLE things 
that COUNT... 


THAT'S WHY PROGRESSIVE JEWELERS USE 


REUTTER DISPLAYS 














Heavy steel construction throughout and artis- 
tically covered with black velvet. 10” front, 8%” 
high, 32” deep. 

‘ 

This VANITY DISPLAYER is . . like all other 
accessories designed to do the job! 
GET YOUR FREE 

WRITE CATALOG NOW 
My, REUTTER DISPLAYS (Dept. A-1) 
147A SUMMER ST., BOSTON 10, MASS. 
SEE THESE FUNCTION DESIGNED ACCESSORIES 
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OF PRECISION CASTING, INc. 


JEWELRY 
MANUFACTURING 
CASTING TECHNIQUES 


Gold ... Platinum. . Silver 
Palladium .... White Metal 


Rubber and Metal! Molds 


COMPLETE 
INSTRUCTION 
JEWELRY MAKING 


Soldering ... Assembling 
Filing . . Polishing . . Plating 


Short, intensive courses start fre- 
quently. Small classes insure 
individual instruction. Approved 
for veterans. State licensed. 
Send for Booklet C. 


136 West 52nd St., 
New York 19, New York 
Circle 7-2139 








H. Rosenthal, 
Direcror 














329 














PEARL 


RESTRINGING 
For The Trade 


IO? 


PER STRAND Cl 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. { 
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A SUPERIOR 
SILVER 
POLISH 


















ells for 50 
You PAY LESS 
than half that! 


Silver Shine, thot super silver 
polish, puts @ smile on the 
housewife’s face ond a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves @ hard, dry finish 
and no greasy residue to mar 
the luster. In other words it HS ) 
 pleases—and o pleased customer costs YOU ONLY 
always comes back for more. $309 PER DOZEN 
Try it ORDER NO. 18E265 


C & E MARSHALL CO. 
Box 7737 Gl aliaelelom-i10 mm 
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Diamond Peacocks Go A’Struttin’ 











Hailed by one and all as the greatest 
social event in New England jewelry cir- 
cles in many a month, the third annual 
dinner-dance of the Diamond Peacock 
Club drew more than 300 jewelers and 
their wives and sweethearts. Held in the 
Hotel Somerset’s Louis XIV_ ballroom, 
April 3rd, guests attended from as far dis- 
tant as Chicago. A steak dinner was fol- 
lowed by dancing to Marshard’s orches- 


Honored Guests 








Left to right: Frederick Gottlieb, Chanticleer of 
the Golden Roosters, Chicago; John McNamara of 
the E. H. Saxton,. Boston, president of the Diamond 
Peacock Club; Robert Abbott of Wood-Abbott 
Co., Lowell, retiring president of the Massachusetts 
& Rhode Island Jewelers Association, and Regional 
Vice-President of the American National Retail 
Jewelers Association; Albert Alie, of Dover, N. H., 
president of the New Hampshire Jewelers Asso- 
ciation; and Raymond Wells, president of the New 
England Manufacturing Jewelers and Silversmiths 
Association. 


Gift For The Ladies 






































eles. 

A leather-covered, plush-lined jewel box with 
golden lock and key was the souvenir presented 
each lady at the Diamond Peacock Club's dinner 
dance. Harold Barry, chairman of the committee, 
is shown with Mrs. Barry receiving the gift. 











tra, and the distribution of the souvenirs to 





the ladies — handsome leather-covered, 
plush-lined jewel boxes with golden locks 
and keys, highly appreciated by every 
recipient. The dinner-dance was the occa. 
sion of the presentation of a watch to the 
Club’s retiring President, Vincent Chap- 
man, with the new President John Me. 
Namara officiating. 


Retiring President's Gift 


eS 








A fine watch was presented to Vincent Chapman 
of the Jewelers Board of Trade {-igi.i) when he re- 
tired recently as President of the Diamond Pea- 
cock Club. Left to right: William Selberg, New 
England representative of the Elgin Watch Co,; 
Harold Barry of Barry & Epstein, Boston, chairman 
of the committee, Diamond Peacock Club dinner- 
dance; John McNamara, Treasurer, E. H. Saxton 
Co., newly elected President of the Diamond Pea- 
cock Club; Robert Brennan of the Speidel Corp. 
Providence, vice-president of the Club; and Mr. 

Chapman. 





Stage Window Display Competition 
For National Cutlery Week 

The Associated Cutlery Industries of 
America are offering a prize of $50 for the 
best window display featuring cutlery of 
all types that appear during the week of 
May 16 to 22, which has been designated 
by the Association as National Cutlery 
Week. There will be a second prize of $25 
and eight additional prizes of sets of 
cutlery. 

Entries should be simply an 8 x 10 
glossy print of the window display and 
should be accompanied by a statement as 
to the dates on which the display was 
used and the name of the originator of the 
display, to whom the award will be made. 

Entries should be mailed before June 
Ist, 1948, to Associated Cutlery Industries 
of America, Deerfield, Mass. 
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COMING EVENTS 27-28—New Hampshire Retail Jewelers | 


Association, Annual Convention, Hotel | 


May Wentworth-By-the-Sea, Portsmouth, N.H. 
1-3—New Jersey Retail Jewelers Asso- 
sation, Annual Convention, Hotel Ritz- July 
in Atlantic City, N. J. 25-29—Kansas City Gift Show, Munici- 
ee deen Watchmakers and Jew- pal Auditorium, Hotels Muehlebach and 
Lens’ Association, Annual Convention, Phillips, Kansas City, Mo. 
Hotel Gayoso, Memphis, Tenn. 26-29—National Association of Credit 
'93-—West Virginia Retail Jewelers Jewelers, National Jewelry Fair, Hotel 
Association, Annual Convention, Waldo Stevens, Chicago, Ill. 
Hotel, Clarksburg, W. Va. pa 


9_4—Washington State Retail Jewelers 


Association, Annual Convention, Hotel 


Davenport, Spokane, Wash. . 
9.4—Winconsin Retail Jewelers Associa- 

tion, Annual Convention, Hotel Schroeder, 

Milwaukee, Wise. ign 
9-10—Maryland-Delaware-District of 


2-13—Chicago Gift Show, Palmer 
House, Chicago, Ill. 

2-14—Merchandise Mart Gift Show, 
China, Glass and Pottery Market, Mer- 
chandise Mart, Chicago, III. 

9-12—American National Retail Jewel- 
ers Association, Convention and Trade 


Columbia Jewelers’ Association, Annual 1 , 
Convention, Dupont Hotel, Wilmington, on The Waldorf-Astoria Hotel, New 
ork. 


Del. 23-27—New York Gift Show, Hotels RAC : N E - 


9-10—Texas Retail Jewelers Associa- : SOW 
tion, Annual Convention, San Antonio, New Yorker and Pennsylvania, New York. UNIVERSAL MOTOR 
' 29-September 2—Mid-South Gift & FOR JEWELERS’ LATHES 






e®*ees THIS 


Texas. * : . , ' 

9-1]—Florida Retail Jewelers Associa- Jewelry Show and Variety Show, Hotel 
tion Annual Convention, Tampa, Fla. King Cotton, Memphis, Tenn. For long, trouble-free, wholly dependable lathe 
Y York S$ Retail Jewelers power service, specify this newest model RACINE- 
—— or ra eC ~ "a “ 1 September te see enn ae tte onc sg 
ssociati ua onvention ote 2 . os " esigned with a dynamically balanced armature, i 
Association, _ , , 3-10—Allied Gift & Jewelry Show, Hotel develops 1/12 H.P. Housing has a sturdy, attractive 
Utica, Utica, N. Y. ; Adolphus. Dallas. Texas crackle finish, and the base pedestal is substantially 
17-21—New York Stationery Show, - o-- go ggg wide. Equipped with Allen-Bradley Foot Rheostat 
or alle N York 9-10—Dallas Gift Show, Hotel Baker that provides speeds from zero, gradually increasing 
Hotel New Yorker, New York. and Santa Fe Building, Dallas, Texas. to poy ee UP 13,000 R.P.M. without load 

Egy - — .P.M, with full load. 
June 13-17—Boston Gift Show, Hotel Statler, 


. ; : — i Boston. Mass. Canadian Representative Chas. A. Branston, Ltd. 
3.4—National Wholesale Jewelers’ Asso 19.23—_Denver Gift & Jewelry Show 2508 Youge St., Toro,to, Ontario, Canada 
ee J ’ 


ciation, 41st Annual Convention, Ambassa- rete > + 
tel, Atlantic City, N. J. ote vany, Venver, Colo. 
gee "Material Distributors 27-28—lowa Retail Jewelers Associa- RACINE UNIVERSAL MOTOR CO. 


Association of America, June Conference, tion, Annual Convention, Mason City, 1637 Goold St., Dept. JCK-1£, Racine, Wisconsin 











Drake Hotel, Chicago, II. lowa. ; ae . 
12—Maiden Lane Outing Club of New 27-October 1—Philadelphia Gift Show, . 

York, Siesta Gute ana Amity- Hotel Benjamin Franklin, Philadelphia, Humanlike BRIDE 

ville, N. Y. Pa. Ideal for all displays. 
13-15—Virginia-North Carolina Retail Unbreakable..........$18.50 


Elaborately Dressed Height 17” 


Jewelers Associations, Annual Convention, 
Mayview Manor, Bowling Rock, N. C. 
18-20—United Horological Association 
of America, Annual Convention, Lord 
Baltimore Hotel, Baltimore, Md. 
27-28—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Birmingham, 


Ala. 


Present Rhapsody Diamond Ring 
To Ruth Warrick, Hollywood Star 




































TRAVELING CLOCK CASES | 
CIGARETTE CASES | 
At Cenuine 
Alligator 
| Ruth Warrick, screen actress, received 
3 High- | a royal welcome to Philadelphia from Ed 
: | Sickles in the form of a Rhapsody diamond 
| Polished | ring, on her arrival to attend the state 
‘ — —_ premiere of Jesse Lasky’s new picture the 
For + sme want a Jobbers “Miracle of the Bells.”’ 
xcepti . ° 
682 Broadway . JU NE _ _— Ruth in town with Charles Coburn, Leo 
New York, N. Y. GRamercy 3.5925 Carillo and Harry Burns, came to help | 
Lasky plug the opening of his film. She | 








a 


eam - | will shortly be seen herself in the “Arch | 
of Triumph.” Recently she played a 
leading role in the picture, “Song of the 
South.” 
| Ed Sickles, secretary of M. Sickles & 
Sons, old line Philadelphia jewelers, is the | 
man behind the Rhapsody diamond rings, 
the new brand of engagement and wedding 


rings that are receiving acclaim along the MONICA STUDIO 


Eastern seaboard. 8025 Santa Monica Bivd. Hollywood 46, Calif. 


PINS §$ PINS 


Club and Embiem Jewelry 
with that new “Hollywood Look”— for that new 

profit look.” Your club pin customers today are 
your diamond customers tomorrow! Don't overlook 
this important market. Send for illustrated folders, 
Price lists, discount information, etc. 


Write today to Department J-c 

















Since 1912 


J. A. MEYERS & CO. INC, 103! West 7th Stree | 


Los Angeles 14, Calif 
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BELMAR CREATIONS 


Tem @ tsialiaese 


22 West 48th St. _New York 


Philadelphia 











WRITE FOR 


Our New Brochure 
Featuring 


TILMORE WATCHES 


SOLE DISTRIBUTORS 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


Wholesole Jewelers 


Phila. 7, Pa. 





134 So. 8th St. 














Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street, Philadelphia 7, Pa. 
Has been appointed authorized 
distributors of genuine 


BENRUS WATCH MATERIALS 


in conjunction 
with our regular lines of 
Swiss & American 
Tools & Materials 








Complete Line Dennison Goods, Boxes & Tags 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somersel Streets 
PHILADELPHIA, PA, 




















a | 
BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


405 Sansom Street Philadelphia 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 


SJ pp Engravers, Jewelers 

: Write for free booklet, 

“‘Help Yourself to a Better 
Future’’ 


JOHN J. BOWMAN, Director 











660 Years’ Service Bowman Bldg., Lancaster, Pa. 








<¢ Nathan Brownstein, who recently with- 
drew from the firm of Brown, Gold Co., 
Philadelphia, has embarked in_ business 
with his son, Sidney, under the firm name 
of Brown & Son, Wholesale Jewelers. The 
new firm occupies the first floor of the 
building at 723 Chestnut Street. They 
have installed new fixtures and equipment 
and the establishment presents a most at- 
tractive appearance. 

Mr. Brownstein, who started his career 
in the jewelry field as an errand boy, is 
a well known personality in the jewelry 
trade. Sidney Brownstein, who was form- 
erly with the Brown-Gold Co., will con- 
tinue to call on his usual trade. Lester 
Jaffe and Harris Sayer, salesmen who 
formerly represented the Brown-Gold Co. 
are now associated with the new firm and 
will continue to cover their respective 
territories. | 
<4 “Marty Sheckman, office manager for 
Morris Goldenstuk, 310 Washington 
Square Building, announced that Lou 
Weissman has recently taken over the 
Philadelphia and surrounding territory, 
and that Al Engel still continues to 
represent this firm in the coal region. 

p After a quarter of a century at its old 
location at 1015 Chestnut St., Louis Sickles 
is moving to new and larger offices at 914 
Walnut St., completely modernized and 
comprising over 4,000 square feet. This 
year marks the 70th anniversary of the 
firm. 

<q Warning to watch for counterfeit $10 
bills was issued by Philadelphia Police and 
those of several outlying communities 
such as Chester, Pa. recently. The bills 
are issued on the Federal Reserve Bank of 
Chicago and bear serial numbers B-288 
and F-399. They are currently being dis- 
tributed in the Philadelphia area. Police 
requested cooperation in apprehending 
the counterfeiters. “Get a description of 
the passer, the license number of a car, if 
he is using one, and call the police imm- 
ediately if you receive any suspicious cur- 
rency,’ jewelers and others are requested 
<4 A thief smashed a display window of the 
jewelry store at 3357 N. Front St. about 
4:30 A. M. March 22nd and made away 
with two trays of wedding rings valued at 
$450. John W. Howland, the proprietor 
of the store, was asleep in his apartment 
above it when the crash of the window 
awakened him. He raced downstairs and 
into the street, but the thief disappeared 
by the time he arrived on the scene. 

<4 Charles G. Chase, 87 year old retired 
jeweler, died at his home March 22nd. 
He lived at 21 E. Lynwood Ave., Glenside. 
<4 A resolution opposing the re-routing of 
bus traffic from Race St. to Arch St. “with 
its consequent disruption of traffic and 
business” was passed unanimously by the 
Arch Street Business Men’s Association 
and sent to Mayor Samuel. At this writ- 
ing the outcome is still unknown. 

<4 Mrs. Philip Kind, wife of Philip Kind 
of S. Kind and Sons, has been re-elected 
chairman of the Philadelphia Army and 
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Navy Service Committee of the Jewish 

Welfare Board at the annual meeting of 

the YMHA. 

< Morton E. Snellenburg, head of the x 

Snellenburg & Co. store has returned to 

work after a ten-week stay in the hospital 

and several more days at his home at the 

Ritz-Carlton Hotel following a horse-back 

riding accident suffered Jan. 15th which 

resulted in a broken leg. 

<4 Elmer Ault, owner and operator of 

gift and jewelry shop at 7912 Frankford 

Ave. died Sunday March 28th at his home 

adjacent to the shop. 

<M. Simon and Co. are bringing in the 

younger generation by advertising they 

have “‘the official hand engraved steel dies 

for all seals and crests for all schools ip 

Philadelphia and _ vicinity.” “Official 

School Rings” bring in young customers 
with over 30 years of buying ahead of 
them. 

<4 Sidney Trabin, formerly a manager for 
one of the Peter’s jewelry stores, has 
joined the staff of Ringold Jewelers, Mrs, 

Ringold announced April 5th. 

4@ DeWolf Jewelers of Philadelphia wil 
probably have their new neon sign in place 
by the time you read this. Lewis DeWolf 
explains that it will be more elaborate than 
the average, with neon lighting completely 
surrounding the enclosed sign and large 
enough to throw its light on the whole ex- 
terior of the store. 

<4 Jewelers in the community of Harleys- 
ville, in the suburbs of Philadelphia, were 
inconvenienced by an otherwise amusing 
mistake made by the State Highway De- 
partment recently. The Harleysville 
Lions Club asked the State for signs to ban 
parking near the intersection of Souderton 
Pike and Sumneytown Pike. The State 
was a bit over-zealous in complying. A 
road crew began to erect 36 No-Parking 
signs along both sides of its single business 
street so that prospective buyers had quite 
a hike from the nearest place they could 
leave the car to the local jeweler and other 
merchants. Excited local leaders finally 
reached State Officials by phone, demand- 
ing a halt. The proper officials explained 
it was all a mistake and issued orders to 
remove the 18 signs which had already 
been erected. 

<4 Smoke from a fire in a rubbish chute in 
the Gimbel Store at 9th and Market Sts. 











FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 

Watch Maker’s & Jeweler’s tools and materials 
«LGR Products ¢ K G D Tools 
¢ Levin Tools e Bestfit Assortments 
¢ Cases G Dials ¢ American Perfit 

¢ Fulton G B.B. Glass Crystals 

¢ G.S. G S.U.C. Unbreakable Crystals 

¢ |.B. Watch Attachments 

¢ NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 
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filled several floors including the first, 
containing the jewelry department, in the 
latter part of March, but fireman were 
able to extinguish the flame with the help 
of the store equipment without any jewelry 
loss. “Glad jewelry isn t hurt by smoke 
said one store spokesman. — 

4 A new $5,000,000 shopping center to be 
known as Drexline will be built at the 
southwest corner of State Road and town- 
ship Line, Drexel Hill, by Peter S. Mozino, 
builder and owner. Plans are now under 
way, and a permit has been issued, for the 
center which will occupy a 12-acre tract 
and contain about 50 stores presumably 
‘ncluding the inevitable jewelry shop. 

4 Carlton’s of 135 S. 13th St. and Kelly 
& Co. of 11th and Walnut Sts. had the 
amusing, and somewhat embarrassing, ex- 
perience of appearing in the April Ist 
newspaper, The Philadelphia Inquirer, al- 
most “‘side-by-side”” and each advertising 
“Prices that cannot be duplicated”. 
Maybe the prices cannot be duplicated but 
the copy in the 21% inch ads certainly can. 
Maybe it was an april fool’s joke! 

4A unique ad brought Time Watches 
some attention and customers recently. 
It looked like a classified ad, containing 
only straight copy but it appeared in the 
display section of the newspaper. Head- 
line: ““Founp,” sub-head, “‘on 15th St. 
Saturday at 2:27 P.M.” The small print 
beneath told this story. “At 10:30 Satur- 
day morning, while on her way into town, 
Mrs. Ferne Markler broke the crystal on 
her watch. Between 11 and one she 
stopped at no less than 5 repair shops but 
no one could immediately replace the 
crystal... But at 2:27 P.M. she found, on 
15th St. the repair shop she was looking for. 
Six minutes after she entered the shop her 
watch was back on her wrist with a new 
crystal ground and perfectly fitted to the 
case. The same on-the-spot service will 
be provided you by Penna’s Only Store 
Featuring... the ad finished with the 
store’s name and exact address. 

¢q Shortly after two A.M. Sat. April 3rd 
two passersby noticed that the window of 
Roubert’s Jewelry store of 620 Edgmont 
Ave., Chester, was broken. They notified 
the police who called Charles Fisher the 
Manager and discovered that the window 
had been broken by a brick thrown through 
it. Several articles were stolen but the 
exact amount will not be known until in- 
ventory is completed, said Mr. Fisher. 

4 Nathan Brownstein, of Brown & Son, 
Inc., wholesale jewelers, 723 Chestnut St., 
was recently appointed a director of the 
Metropolitan Hospital, 19th & Green St., 
Philadelphia, where his son, Dr. Morton 
Brownstein, is completing his internship. 
“The regular meeting of the Sansom 
Business Men’s Association took place 
April 20th at the Warwick Hotel. Officers 
were elected, but the returns were not 
available on time to make this issue of 








SALESMAN 
WANTED 
SIDELINES 
Ident Bracelets. Trademarked — Na- 
tionally Advertised. Fine lines — com- 


petitive price. Box “H 912” 
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JCK. Plans were carried on for the big 
annual banquet May 11th to be held at 
the Warwick Hotel, also. 

4@The new diamond exchange which will 
soon open at 110 8. 8th St. will be known 
as the ‘“‘Diamond Center of Philadelphia’, 
it has been announced. It will open 
approximately May 15th. 

4@Milton Neff of 740 Sansom St. has 
completed modernizing his place’ of 
business. He now has a beautiful new 
office and show room. 

4Sixty-one safe robberies were solved 
recently when three men were caught 
with a small hoard of gold coins kept by a 
father in memory of his son’s confirmation 
party. The loot was worth a total of more 
than $110,000 and was obtained from 
robberies as far back as 1945. 

<@The regular monthly meeting of the 
Eastern Pennsylvania Guild of the 
American Gem Society was held March 
18th and April 15th. Both took place at 
the regular meeting place, the Academy of 
Natural Sciences, with dinner first at 
Holland’s. The instructor, Nicola 
D’Aszenzo, led the students through a 
discussion followed by identification of 
gem stones with the use of various in- 
struments and specialized equipment. 
4@Edward Sickles of M. Sickles & Sons, 
904 Chestnut St., is serving as chairman of 
the jewelry manufacturers and _ whole- 
saler’s Division of the current Red Cross 
Drive. The American Red Cross spokesman 
announced that he had _ exceeded his 
quota at the time of this writing and was 
passing 120 per cent of the quota. Mr. 
Sickles explained that he expected his 
committee would reach 125 per cent of the 
quota and praised the entire committee for 
their cooperation. Those on the committee 
were: Co-Chairman, Norman S. Rothchild 
also of M. Sickles and Sons; Jerry Atlas; 
Herman Dubrow; Max Feinberg; Billy 
Kellmer; Jack McWilliams; Stanley 
Milner; Louis Neff; Mickey Orloff; Al 
Paul; David Sickles. 

4@Nathan Ringold, chairman of the 
retail jewelers committee for the Red 
Cross -Drive, has done extensive and 
commendable work among the many and 
scattered small jewelers whom he was 
obliged to contact, reported the spokesman 
for the Red Cross. He has exceeded 24 of 
his quota at this writing. He gives credit 
to his committee consisting of: Irving 
Hutner of Gurwood Jewelers; Sidney 
Weissman of Weissman’s Jewelers; 
William Shrewsbury of Pasikow & Shrews- 
bury; Charles Fleischman of Holland and 
Fleischman; Samuel Kind of S. Kind and 
Sons; Lewis DeWolf of DeWolf Jewelers. 
“4@The regular monthly meetings of the 
Retail Jewelers Association were held 
March 16th and April 20th at Kuglers’ 
Restaurant. Both were well attended and 
a good time was had by all. 

4@The Jewelers Division of the Jewish 
Allied Appeal staged an _ impressive 
luncheon on April 2nd at the Benjamin 
Franklin Hotel. Amongst the distin- 
guished guests were Max Sleplin, Marine- 
Corps hero; John Ballard, president of the 
Bulova Watch Co.; A. Racoosin, Bulova 
salesman; A. Edward Mittler, Pennsyl- 
vania representative for Longines Witt- 
neur Watches; Samuel Daross, President 


(Please turn to page 335) 
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THESE “GRAN” Diamond Set But- 
tons and Pins have been designed 
for your most discriminating clien- 
tele with carefully selected top qual- 
ity stones of high brilliancy. 

Shrine buttons are available in 
platinum with 3 to 7 diamonds. 
Masonic buttons in platinum or pal- 
ladium with 3 diamonds, and Eastern 
Star pins in white or yellow gold 
with full cut center diamond and 
synthetic stone points. 

Our representative in your ter- 
ritory will be glad to show you 
these as well as the complete 


“GRAN” line for 1948. 


GIR AN 


AND COMPANY INCORPORATED 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. - Indianapolis 4, Ind. 
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NOW, 


you can convert your 
old style, agate jaw 


JEVIN 
POISING TOOL 
into an up-to-date Ruby Model. Our fac- 
tory will replace the old agate jaws with 
the new knife edge Ruby Jaws, 
full 34 inches long, for only . . 9.00 
LOUIS LEVIN & SON, INC. 


782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 























Rhapsody 


DIAMOND RINGS 
distributed by 
M. SICKLES and SONS 


906 Chestnut St. Phila. 7, Pa. 
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<4 Henry C. Miller, prominent jeweler of | <S. W. McKinney, who recently was 
Lexington, N. C., is the new president of graduated from the Southern College of 
the Lexington Merchants Association. Watchmaking, has opened a watch repair 
<4 The Pink House, Myrtle Beach, S. C., shop at Harrisburg, Ark. 
has been incorporated with capital stock <4 The Reliable Stores Corporation plans 
of $40,000 to operate jewelry stores, etc. to open a new retail jewelry store jp 
GRADUATION LeRoy H. Letts, Sr., is president. Houston, Texas, shortly, it has been ap. 
4 Alexander Jewelers, Inc., of Whitmire nounced. The chain recently opened new 
BRINGS BUSINESS! S..C., has been granted a charter by the stores in Lubbock, Texas, and Newport 
Secretary of State to deal in jewelry, News, Va. 
You can always count on clocks, silver. Authorized capital stock is a a? E. Bird, well-known San Ap- 
a : $15,000. A. D. Alexander is president. tonio, Texas, retail jeweler, has bec 
us to supply | all your 4 A bill to require State “sn for mem- associated with the lends Seuvion a 
Graduation Gift needs. bers of their profession has the backing of | East Houston St., that city. 
Be Smart! Order now members of the North Carolina Watch- <4 A. L. New has opened the New Jewelry 
, . "ae makers and Jewelers Association, it is | Co. store on Main St., Del Rio, Texas, 
for immediate delivery! learned. D. G. Underwood, of Winston- Formal opening of the store took place on 
<. . Salem, speaking at a meeting of the group March 1, 1948. | 
P.S. It’s a good idea to in that city Sunday, April 11, said that the 4@ The Texas Jewelry Store has beep 
check your June Wed- 1949 General Assembly would be asked to | opened in Eagle Pass, Texas, by Juan | 
: i canaeatis pass the bill. Underwood is secretary- Palacios. The store, which is the second 
ding requirements, too! treasurer of the State association. jewelry establishment for Eagle Pass, jg 
<4 Royal, Inc., Jewelers, 531 Main St., completely equipped to do manufacturing 
Danville, Va., is remodeling its store. | work. 
Management states that the store will re- <4 Jacob M. Paul, jeweler, located at 3310 
main open for business during the remodel- Eastern Ave., Baltimore, Md., for the past 
JEWEL RY re SEWEL ER ing. 34 years, had made some extensive im- 
4 The Fisher Co., jewelers, Chattanooga, provements on the second floor of his es- 
BALTIMORE 1. MD. Tenn., announces continuance of business tablishment. Mr. Paul has installed a new 
at the same location, 8 West Eighth St., modern front on the second floor thus pro- 
after the recent death of its late president, viding considerably more selling space and 
Thomas Henry McClure. “There will be more display space for merchandise. A 
no change of policies, standards or con- watch repair department has been estab- 
e trolling interest. There will be no change lished in the new sales area and the rest of 
in personnel. The management of the the floor will be devoted to the sale of elec- 
’ store, established in 1869, is now under the trical appliances, television sets and radios. 
|] S IN B A [; K direction of Wilford Caulkins, who has <¢ Williams Jewelry Co., Macon, Ga., an- 
been with the jewelry firm continuously nounced the appointment of Carl Hays, 
since 1915.” Jr., as general manager. Mr. Hays, a 
(} F FVERYTH IN ( <q Ernest Bourgeois has been named chair- native of Macon, has been in the jewelry 
man of the jewelry group of the Retail business there since 1934. He was re- 
Merchants Division, Jackson (Miss.) cently associated with a wholesale jewelry 
Chamber of Commerce. firm covering the entire state. 
<4 The Lincoln Jewelry Co., a new enter- 
prise for Greensboro, N. C., has opened a Rose Jewelers Open Sixth Store 
temporary office in the O. Henry Hotel The Rose Jewelry Co., Detroit’s fast 
there. President of the firm is Abraham burgeoning jewelry chain, opened their 
Solomon. Mrs. D. Bershtein is vice- | sixth store in that city on April 23rd at 
president and Jacob Bershtein, secretary- 17690 Joy Road. 
treasurer. Other member of the staff is 
Mrs. Katherine Windham. 
<q J. H. Cass, formerly of Winston-Salem, EXPERT REPLATING 
N. C., is now the new owner and operator AND REPAIRING 





of Cass Jewelry Co., formerly Gray Jewel- 


| ry Co., 105 West Market St., Greensboro, ;, ;, , , 
| N.C. He has had 15 years experience in the By Sterling Silversmiths Since 1885 
| Jewelry business. VICK SERVIC FAIR RATES 
| <4 W. G. Drosten, jeweler of St. Louis, ° . 
| Mo., director of the Jewelry Industry SPLENDID WORKMANSHIP 
| Council, was one of the principal speakers 
at the meeting of the Southeast Missouri Estimates Gladly Given 


Jewelers Association, division of the Re- 
THE A. G. SCHULTZ CO. 


tailers Association of Missouri, at Cape 
| Girardeau, Mo., April 11th. 423 E. Lombard St., Baltimore 2, Md. 
<4 The Jewelers’ Security Alliance of the —= 
United States, a crime detection and pre- 
vention bureau for the jewelry industry, ALBERT S SMYTH C0 
has awarded $100 to John Schnell, John " , 
Cunliff and George Pate of the St. Louis WHOLESALE 
(Mo.) Police Department for their work in DIAMONDS - WATCHES 
21 W. BALTIMORE ST. the arrest of two men who stole merchan- ® JEWELRY @ 
BALTIMORE 1, MARYLAND dise last September from the Selle Jewelry S HOPKINS PLACE, BALTIMORE, MD. 
Co. in St. Louis. 
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The West Coast 


4M. H. Korday, watchmaker and jew- 
eler, has announc ed the opening of his new 
store at Umatilla, Ore. 

4 Following the sale of his jewelry stores to 
Barry’s Jewelers, Robert Thorne is now 
half owner in the Leslie Gold Co., wholesale 
jewelers in the Metropolitan Bldg. ., Los 

S. 

Angles Sonnebaum Co., wholesale jew- 
elers, has moved from 220 West Fifth St., 
Los Angeles, into larger quarters at 424 
South Broadway, Los Angeles. 

4Frank Karl, former owner of Karl's 
Jewelry Store, 7716 South Western, Los 
Angeles, Calif., recently opened a modern 
new store at 11014 South Vermont in Los 
Angeles. He will operate the store under 
the name of Karl Jewelers. 

4 Arthur Michaels, proprietor of Michaels, 
jewelers of Vermont Ave., Los Angeles, was 
honored by being elec ted president of the 
Southern California Retail Merchants 
Association. This state wide organization 
is composed of leading merchants from all 
walks of retailing and is a most agressive 
group working for the betterment of 
retailing. 

4@ Realizing the importance of effective 
window displays, the California Retail 
Jewelers Association presented a series of 
district meetings in towns throughout 
Southern California, among them San 
Jose, Huntington Park, Van Nuys, Pasa- 
dena, and Long Beach. Offering instruc- 
tive and informative pointers on window 
displays, the program was enthusiastically 
received by the various districts. One of 
the principal speakers, 
president of Sylvan Cohen Displays in San 
Francisco, delivered some idea-provoking 
opinions via a wire recorder, a newly 
developed technique. Mr. Cohen’s views 
were presented and explained by Ed 
Heiden, representative of the Lam-Sil 
Displays, San Francisco. 

4qFawcett’s Jewelry, under the manage- 
mant of Carl P. Fawcett, have opened their 
new store at the northwest corner of 11th 
and Pacific Ave., in the. Rust Building, 
Tacoma, Wash. The store was formerly 
located at 117 South 11th St., that city. 
According to manager Fawcett, the prem- 
ises are attractively modernized with the 
exterior in black structural glass and large 
neon signs in gold. Three display windows 
afford a clear view of the interior, which is 
completely redecorated. The latest in 
indirect lighting adds to the effectiveness of 
the pale blue walls and the modern display 
cases. 
<@Milton E. Phillips, Seattle jeweler, 
opened a new store at 4721 University 
Way. His son, H. K. Phillips, will manage 
the new University district spot. 
4 Robert H. Schaefer, a jeweler at San 
Francisco, Calif., on April 9th was installed 
as a member of the city fire commission. 
Mr. Schaefer was given the oath of office 
by Superior Judge Thomas M. Foley. He 
is an honorary member of the California 
State Firemen’s Association. 

<4 Opening of a new jewelry department in 
Milliron’s Department Store, Broadway at 
Fifth Sts., downtown Los Angeles, was 
announced by A. MacCorquodale, vice- 
president and general manager. Managed 
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by Adolph Morgan, who has had a good 
background in retail jewelry experience, 
the new department is located on the main 
floor. Attractively redecorated and _ re- 
fixtured, the jewelry department has a new 
and dramatic lighting effect. 





Dr. Jahns is Featured Speaker 
At AGS California Guild Meeting 

“Gem Mines of Southern California” 
was the subject of Richard H. Jahns, 
Ph.D., of the Geology Department of 
California Institute of Technology, in 
speaking to members of the Southern 
California Guild of the American Gem 
Society at its March meeting in Los 
Angeles. 

It was in this district that the first 
Kunzite and Morganite were found back 
in the early days of the century when the 
major portion of gem spodumene in the 
world was produced at Pala. Likewise, 
one of the earliest of these mines, the 
Himalaya Mine in San Diego County, 
became the greatest producer of pink 
tourmaline in the world during that period. 

Although pegmatite mines of Southern 
California gave their last dying gasp as a 
commercial project in 1924, they are since 
the delight of mineral collectors, and three 
mines are reported again being opened for 
operation. 

Dr. Jahns illustrated his talk with slides 
showing the sections of the district and 
how the gem minerals were mined. He 
also brought with him many interesting 
specimens of gems found in the district in- 
cluding the largest specimen of Kunzite 
ever found in the world. 

In the second portion of the evening’s 
program Percy Jones, sales manager of 
EK. W. Reynolds Co. and one of the found- 
ers of the Southern California group almost 
17 years ago, showed a technicolor film, 
‘Watches through History.’”’ Made by the 
U.S. Time Corporation, the picture carries 
one through 400 years of watch making 
and exhibits some of the most beautiful 
time pieces ever created. 

Other old timers who attended the 
meeting were George Schneider of Holly- 
wood, and George Huston of Kreuger 
Lapidaries who has not missed a meeting 
since the Southern California group or- 
ganized. 


PHILADELPHIA 

(From page 333) 
of the Allied Jewish Appeal for 1948; and 
a host of prominent wholesale and retail 
jewelers from this area. 
<4@Plans have been completed for the new 
John Wanamaker store in Wilmington, 
Del. This department store will be 
erected on a 16-acre tract of ground with a 
sloping contour permitting vehicle en- 
trances in the front on the first floor and 
in the rear onto the second floor. John E. 
Raasch, President of John Wanamaker, 
made the announcement. He mentioned 
that a parking space for 400 cars and a 
space for a contemplated shopping center 
around the building, has been included in 
the plans. 
4Vera Frank, formerly with Paul Dreher 
of 717 Sansom St., announced the opening 
of her new office at 106-108 South 
Seventh St. Miss Frank specializes in 
fine jewelry and watch repairing and also 
purchases and appraises jewelry. 
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ANTIQUE and MODERN 


REPAIRING 
REPLATING 
REFINISHING 
LACQUERING 
SPECIAL ORDER 


Write for Price List 
Serving the Trade since 1892 





The House of Mastercraftsmen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS 
205 S. 9th St. Philadelphia 7, Pa. 














For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street ~ Heuston. Texas 


























""NORTH-LITE”’ SHADES 
Shuts out the sun but lets in the much 
needed North Light required in your work. 
Call or write for samples and prices 


SOLARPRUF SHADE CO. 


CHelsea 3-5981 
228 Seventh Ave. New York 11, N. Y. 




















FINE ENGLISH 
TABLEWARE 


MIDHURST IMPORTING CORP. 
15 EAST 26TH ST., NEW YORK 
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DLATING 
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HODANIZE 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























MASTER Watchmahing 


“Famed the World Over 
as the School of Quality” 
CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 


gitimate jewelers. Write for date and 
information, 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - 
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4 Frederick J. Essig & Co., cutters of 
precious and semi-precious stones, who 
recently purchased the lapidary business 
of Klein Bros. Co., have now consolidated 
the two organizations in larger quarters at 
West Madison St., Chicago. 

4@The Golden Roosters of Chicago have 
announced that their annual all day sports 
and initiation event will be held = on 
Thursday, June 24th, at Acacia Country 
Club on Route 66 at Wolfe Road. There 
will be golf in the morning, soft ball and 
other events morning and afternoon, with 
initiation starting at 6 A.M., through din- 
ner in the evening. The location is a break 
for members living on the South Side, who 
for several years have had to travel through 
Chicago and miles north to Sportsmens 
Park. 

<4 Max Wood who has operated the Wood 
Jewelry Co., at 54 West Madison St. for 
many years and whose sons, Darwin and 
Milton, recently joined him in the bus- 
iness, announced Jast month that they 
have leased the building at 156 North State 
St., a jewelry store for many years until 
the past two, and after completely remod- 
eling will open a new store. The one on 
Madison St. will be continued and both 
will operate as Wood & Sons. 

< Manuel Schochet, president of Glaston- 
bury, Inc., 119 West Hubbard St., Chicago, 
Illinois, died on April 7th. This silverware 
manufacturing concern was_ established 
about 35 years ago by Mr. Schochet and 
his brother Leon, who survives. 

<¢ Hugo Marks, age 61, president of Marks 
Bros., who operated five important stores 
on State St. in Chicago, including Lebolt & 
Co. died on March 18th. 

<4 Joseph K. Buro, who has operated a 
jewelry business at 4359 Elston Ave. in 
Chicago, for nearly 40 years, died on 
March 8th. 

<The Chicago Silver Co. business located 
at 226 South Wabash Ave. Chicago, was 
recently purchased and incorporated by 
Richard Radewagen, John F. Ryant and 
Richard A. Koehnemann. The company 
has been well known manufacturers of 
sterling silver holloware for many years 
and the Rade Co. formerly operated by 
Mr. Radewagen at 31 North State St. in 
the manufacture of sterling frames, link 
bracelets and novelties is now a division of 
the Chicago Silver Co. Inc. Facilities and 
show space have been increased and 
operating personnel more than doubled. 
Mr. Radewagen is president and manager 
of operations, Mr. Ryant, treasurer and 
direstor of sales, Mr. Koehnemann, secre- 
tary and chief designer. All have been 
experienced in the silver industry for 
many years. 

4@Vincent Healy, vice president of 

Carteaux, Inc., located at 30 North 
Wabash Ave., Chicago, died on March 
28th. 

4 George T. Hicks, associated with the 
jewelry business in Chicago for many 
years, and located in the Heyworth Build- 
ing for more than 30 years, died suddenly 
on March 30th while spending the evening 





with associates at the Illinois Athletic 
Club. 

<4 Emil C. Wachter, secretary and manager 
of the Zerweck Jewelry Co. in East % 
Louis, Ill., was elected president of the 
St. Louis Guild of the American Gem 
Society at a meeting held at Washington 
University in St. Louis on March 25th 
Mr. Wachter is a former president of the 
gemology section of the St. Louis Academy 
of Science and was active in the estab. 
lishment of the St. Louis Guild. He alg 
was instrumental in the establishment of 
the course of study for jewelers of the 
Greater St. Louis area several years ago, 
<The annual golf outing of the Chicago 
Jewelers Association will be held op 
Thursday, June 17th at Elgin, Ill, By 
holding the outing in Elgin it is hoped that 
a rainy day will be avoided but President 
Charlie Brown will not guarantee, 





Bill Wagner is Guest Speaker 
At Meeting of Jewelers Ass'n. 

The April monthly dinner meeting of the 
Jewelers Association of Greater Chicago 
was well attended and one of their most 
interesting meetings. Vice President 
Norman Kernis presided in the absence of 
President, Joseph Hirtenstein. Mr. Kernis 
opened the meeting by asking for a 
standing silent tribute to the memory of 
Hugo Marks, one of the charter members 
who died on March 18th. He then in- 
troduced notable guests present. 

The question of better cooperation with 
the Chicago Credit Bureau to the end that 
all members would secure more complete 
service was discussed and referred to the 
Board for action. The auction business in 
Chicago was again discussed as a result of 
recent experiences by officers and it was 
generally agreed that the suggestion by 
<xecutive Secretary, Ben Sacks, that the 
city ordinance regulating auctions needs 
amending and clarification and efforts will 
be made along these lines. 

Wm. Wagner, Executive Secretary, 
National Association of Credit Jewelers, in 
Chicago to attend a meeting of the com- 
mittee in charge of arrangements for the 
convention and Jewelry Show at the 
Stevens Hotel in Chicago on July 26-29, 
1948; enroute to Arizona and Mexico ona 
vacation-business trip, was the guest 
speaker. Well informed on problems of the 
industry, Mr. Wagner gave a very inter 
esting talk. In closing, he gave assurance 
that the convention and show this yeat 
would exceed by at least one-third any 
previous one, already a third more exhib- 
tors have contracted for space. The plan 
for advance registration should double the 
attendance of jewelers. Cards will be sent 
to every jewelry store in the country and all 
owners and employees, regardless of mem- 
bership or association affiliation, may fil 
out and present them at the convention with- 
out charge and receive credentials adm 
ting them to all exhibits and open meetings. 

Baskin Radio & Jewelers, 4009 West 
North Ave., Chicago, was elected to met 
bership. 
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Ship's Store Merchandise Under Excise Tax 


Effective July 1, Navy Secretary Reveals 


Depa 
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The matter of excise tax payment on items sold by Ship's Service Stores 
ig a further subject of much misunderstsnding. It is true that the Navy 
rtment and the Bureau of Internal Revenue reached an agreement during the 
war whereby the excise tax is not paid by naval personnel on the items sold 
in the stores which normally are subject to such tax. Under the terms of that 
agreement, however, the Department has limited such items sold to only those 
of an inexpensive nature. The Navy has been advised that the Sureau of Internal 
Revenue will start collecting thie excise tex, on applicable items sold through 
our stores, on 1 July, 1948. Excise tax has, of course, been paic by naval pere 
eonnel on all special order or discount purchases. 





24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 
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An extract of a letter from the Secretary of the Navy to Senator Theodore Francis Green 
of Rhode Island, pertaining to excise tax collections on Ships’ Service purchases, is repro- 
duced above. 


The Secretary of the Navy, in a letter 
to Joseph L. Aronson, of Newport, R. [., 
has declared that the 20 per cent excise 
tax will be applicable on all items sold at 
Ships’ Service Stores starting July 1, 1948. 

The announcement came as a result of 
extensive correspondence carried on with 
the Navy Department through Senator 
Green of Rhode Island. The correspond- 
ence, Mr. Aronson feels, provides ample 
evidence to warrant a searching investi- 
sation into the set-up of Ships’ Service 
Stores and Post Exchanges. 

John J. Kenny, Under-Secretary of the 
Navy, in his letters to Senator Theodore 
Francis Green, says, in effect, that Ships’ 
Service Stores must be operated to make 
money for carrying on essential “welfare 
and morale” activities among enlisted per- 
sonnel. This is necessary, he maintains, 
because the United States Congress does 
not provide funds for these purposes. 


That statement by the Under-Secretary 
of the Navy places full responsibility for 
the gigantic system of Ships’ Service Stores 
and Post Exchanges squarely on the Con- 
gress, 


To fulfill its responsibility to the men 
in the country’s Armed Forces and _ to 
American business, the Congress, first of 
all, should get the facts about how busi- 
ness, especially retail business, is being 
harmed by Ships’ Service Store and Post 
Exchange manipulation and machination, 
Mr. Aronson stated. 


Said Mr. Aronson, “The correspondence 
shows that the entire Nation’s economy is 
threatened and harmed by a system that 
attempts to stretch the pay and emolu- 
ments of commissioned officers in the Army 
and Navy to maintain certain standards of 
living and social positions.” 

The correspondence is being placed in 
the hands of the members of the Congress 
and also will be distributed in newspapers 
and retail trade associations. The purpose 


ANTHONY J.GREGORY 


AUCTIONEER 
Serving legitimate jewelers for 
20 years 
6956 North Ashlend Ave., Chicago 26 
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is to arouse the Congress to investigate 
Ships’ Service Stores and Post Exchanges 
with a view to curtailing their operations 
so that they will fulfill only their primary 
purpose. 


Seeking Job Opportunities 
For Workers 45 and Over 


A campaign to secure job opportunities 
for workers 45 years of age and over and 
to acquaint employers with the positive 
values of older persons as employees was 
launched on Sunday, April 18th, by the 
Federal Employment Service, a non-profit 
and non-sectarian vocational guidance and 
job placement agency affliated with the 
Federation of Jewish Philanthropies of 
New York. 


Under the slogan, “Experience, Loyalty, 
Skill—Come With Age,” the drive was de- 
signed to urge more than 50,000 employers 
in business, industry and the professions 
in Greater New York to study their or- 
ganizations to determine whether jobs can 
be made available to older persons, Arnold 
Askin, chairman of the drive, said re- 
cently. 


Plans for the intensive, week-long cam- 
paign which had been endorsed by Mayor 
William O’Dwyer included: visits by 35 
field representatives of the FES to em- 
ployers to study their personnel set-ups; 
35,000 letters mailed to employers and 
employer groups; telephone solicitation by 
30 workers; and meetings with industrial 
leaders to go into the problem. 


The first campaign of its kind ever con- 
ducted in the United States, Benjamin 
Lazrus, president of Benrus Watch Co., 
who also participated in the campaign, said 
that the failure to hire older workers is 
a “bad habit” on the part of manage- 
ment that is being continued even though 
the war years showed that such workers 
can be effectively utilized. 


He said that employers had the respon- 
sibility of absorbing these workers, or of 
transferring them to other jobs within the 
organization when they can no longer per- 
form their original duties rather than dis- 
missing them. At the same time, he said, 
older employees must recognize that they 
are aging and should develop secondary 
skills. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
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One simple application of Pro-Tex- 
Sil will protect beautiful silver from {¢ 
tarnish for many weeks. 
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FREE TEST SAMPLE | 
WELMAID MANUFACTURING Corp. | 
—— 1737 N. Campbell, Dept 25, Chicago 47 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Send sample of 
what you want! All 
Guaranteed! Remit 
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Harry Greenwold Co. 


The House of Quality and Service 
IS WEST 7th STREET CINCINNATI, OHIO 


VIRGIN Diamonds 
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ines of quality and style that give you pro- 
tected profit. You can recommend these fines 
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SCHUMER BROTHERS CO. 
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» Al Schneider, Northside jeweler, has com- 
pletely remodelled his present quarters into 
a beautiful and modern store. 

>» Al Sauer of A. Sauer & Co., is the new 
president of the Cincinnati Wholesale & 
Manufacturing Jewelers Association. 

>» George Hook, jeweler located in the Mer- 
cantile Library Building, returned from a 
recent trip to Florida. He travelled as far 
as Key West. 

> Ed Bohmer, Sr., jeweler in the First 
National Bank Building, and his family 
visited his son in Florida. His son has a 
jewelry store in West Palm Beach, Fla. 
>R. T. Welling, Lockland jeweler, re- 
turned from Florida with John Gerwe of 
Gerwe-Brown Co. 

> Lars R. Ollson, associated with M. A. 
Mead & Co., Chicago, was in Cincinnati 
during April calling on the trade. Mr. 
Ollson was formerly with Gerwe-Brown Co. 
> William Donahue, formerly a jeweler in 
Lawrenceburg, Ind., sold his business to 
his brother and went to Los Angeles, Calif. 
>» Jack Gerwe and Emmett Fitzpatrick, both 
travelling for Gerwe-Brown Co., are both 


' home after a successful business trip. 


» Local jewelers seen at the opening base- 


| ball game between Cincinnati and Pitts- 


burgh included Louis Hummel, Jr.; 
Thomas Hummel; David Shaw, George 
Newstedt Co.; Victor Hagen, Louis Hum- 
mel, Inc.; George Hook; Herbert Kromb- 
holtz, Silverton Jewelers; Joseph Dilger, 
Motch Jewelers, Covington, Ky.; Robert 
Herzog, Elmer T. Herzog, Covington, Ky., 
jeweler; Carl Wagner, E. Wagner & Sons; 
George Kleier, Cheviot Jewelers, and 
Maurice Gerwe, Gerwe-Brown Co. 

> John A. Gerwe, Maurice Gerwe and R. 
T. Welling, Lockland jeweler, attended 
opening of Keenland Race Track at Lex- 
ington, Ky. 

»>E. A. Oberrecht opened a new store 
March 22nd at 7370 Reading Road in the 
New Roselawn Center Building. Al Billota 
is in charge of the watch repair depart- 
ment in the new store. 

> Charles H. Goren, bridge expert, had his 
usual gallery of kibitzers at the opening 
of the Midwest Conference Championships 
held recently at the Hotel Gibson. Among 
those attending was George Warren with 
the George Newstedt Co. 

> John D. McDonald, veteran jeweler and 
for the past 25 years associated with Eddie 


| Ryan, engraver, 529 Hulbert Block, died 


April 4th of a heart attack. 

>» Fred A. Shibley and G. A. Hudson re- 
cently announced the sale of the Shibley 
and Hudson jewelry store, Wooster, Ohio, 
to Mr. and Mrs. Olin R. Pritchard. The 
store will be operated under the name of 
Shibley and Hudson, and no changes are 
contemplated in employees or business poli- 
cies. The owners will continue to render 
the same service and carry the same lines 
of merchandise. 

» At the April meeting of the Northern 
Ohio Guild of the American Gem Society 
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held at the Hatch Building, Wester R 
serve University, Dr. Glenn C, Tague * 
sistant professor of geology at WRU wi 
sented another lecture in his series on 
gemstones, “The Feldspar Group.” 





Proposed Change in Labor Act 
Affects Indians Who Make Jewelry 


Special exceptions from Fair Labor 
Standards Act home worker restrictions in 
the jewelry manufacturing industry, to per. 
mit such work by American Indians living 
on reservations in New Mexico and Ay. 
zona, have been proposed by Wm. R, Mp. 
Comb, Administrator of the Wage an 
Hour and Public Contracts Divisions, J), ¢ 
Department of Labor. 


The exceptions would make it possible | 


for Indians residing on the Navajo, Puebl 
and Hopi Reservations to make genuine 
hand-fashioned jewelry subject to the Acts 
wage and hours provisions. Work would be 
performed under specific standards set yp 
by the Indian Arts and Crafts Board of the 
U. S. Department of Interior. 


Interested parties were given until April 
23 in which to submit written statements, 
in quadruplicate, to the Administrator, 


It is estimated that the proposed change 
would affect nearly 1,000 Indians. The 
amendment would not exempt employers 
from complying with the Wage and Hou 
Law minimum wage and overtime provi 
sions, McComb explained. 


Phineas Peters To Canvass Trade 
In Greater N. Y. Fund Campaign 


Phineas Peters, Peters Jewelers, will 
serve as chairman of the committee to can- 
vass Brooklyn jewelry concerns in the 
New York Fund’s 11th annual 
campaign. 

This announcement was made by Robert 
E. Blum, vice-president, Abraham & Straus, 
who is chairman of the Fund’s committee 
to solicit Brooklyn’s commercial and mer 
chandising establishments. Under leader: 
ship of Chester A. Allen, vice-president, 
Kings County Trust Co., the Fund’s Brook: 
lyn chairman, intensive boroughwide car- 
vassing is being conducted. 

The Fund annually seeks business’ share 
of the over-all contribution needs of 42 
hospitals, health and welfare agencie 
throughout New York City’s five boroughs 
These organizations need $41,000,000 in 



















ee 


contributions this year, of which $8,000,00 § 
will be sought from corporations, partner 
ships, employee groups and organized labor. § 


Mr. Peters will organize a committee  F 


volunteer workers to canvass concerns lf 
the jewelry field. 


The Fund’s 1948 appeal, with Henry CF 
Alexander, vice-president, J. P. Morgan & § 


Co., as campaign chairman, will continu 


through June 11th, with the month f & 


May again to be known as “Greater Nev & 


York Fund Month.” 
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Seated at the head table at the Massachu- 
setts and Rhode Island Retail Jewelers 
Association annual dinner were: Upper 
left hand corner, left to right: Mrs. Addie 
Fiske Goodell, Epping, N. H., immediate 
past president of the New Hampshire RJA; 
Albert Alie, Dover, N. H., president of the 
New Hampshire RJA; Mrs. Albert Alie, 
and Boyd Evans, assistant secretary, Amer- 
ican National Retail Jewelers Association. 
Upper right hand corner, left to right; Mrs. 
William Pierpont; James A. Moran, Jew- 
elry Industry Council; John McNamara, 
president of the Diamond Peacock Club; 








Topping all previous records for attend- 
ance, the 33rd annual convention and din- 
ner of the Massachusetts and Rhode Island 
Retail Jewelers Association was held in 
the Parker House, Boston, on April 7th. 
Many were unable to obtain tickets, and 
the ballroom was filled to overflowing 
capacity. 

Drawing of more than 100 valuable 
door prizes took place after the dinner. 
These were donated by Bliss Bros. Co.; 
Kestenman Bros. Mfg. Co.; Ripley-How- 
land Mfg. Co.; Walter E. Hayward Co.; 
W. E. Richards Co.: Pitman & Keeler, 
Inc.; F. & V. Mfg. Co., Inc.; M. & S. 
Page Co.; Hamilton Watch Co.; Waltham 
Watch Co.; Zippo Mfg. Co.; Hanover 
Jewelry Mfg. Corp.; Herbert W. Stranger 
Co.: Jacques Kreisler Mfg. Co.; Lunt Sil- 
versmiths: Nathaniel I. Goodman, Inc.: 
D. C. Percival Co.; Benrus Watch Co.: 
Webster Co., Silversmiths; Forstner Chain 
Co.; L. S. Peterson Co.: E. H. Saxton Co.: 
Wells Mfg. Co.; Swartchild & Co.: and 
Sheaffer Pen Company. 

Several fine entertainment acts were pre- 
sented. Among the convention speakers 
in the afternoon, preceding the dinner 
were: Robert C. Smith, Towle Mfg. Co.: 
Jacques Meyer, Cramer-Tobias, Meyer, 
Inc.; William E. Pierpont, Hamilton 
Watch Co.; James A. Moran, Jewelry In-- 
dustry Council; and Thomas M. Hennessey, 
vice-president, New England Telephone & 
Telegraph Co. At the annual business 
meeting, John H. Peterson, of Peterson’s 
Associates, Needham, Mass., was elected 
president to succeed Robert A. Abbott of 
Wood-Abbott Co., Lowell, Mass. Frederic 
W. Bird of the E. B. Horn Co., Boston. 


was re-elected treasurer for the 22nd 
term. 
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Members of Massachusetts -Rhode Island 






Co., and Vincent Chapman, Jewelers Board 
of Trade. Lower left hand corner, left to 
right: Raymond Wells, president, New 
England Manufacturing Jewelers & Silver- 
smiths Association; Mrs. Raymond Wells; 
Mrs. Harold Partridge, and Harold Part- 
ridge, immediate past president of the 
Massachusetts & Rhode Island RJA. Lower 
right hand corner, left to right: Mrs. John 
Peterson; John Peterson, newly elected 
president of the Massachusetts & Rhode 
island RJA; Robert Abbott, retiring presi- 
dent of the association, and Mrs. Abbott. 








Other head table guests at the dinner in- 

cluded, left to right: Mrs. Frederick Bird 

of the New England Guild, American Gem 

Society; Frederick Bird, treasurer, Massa- 

chusetts & Rhode Island RJA, and William 

Pierpont, New England representative of 
the Hamilton Watch Co. 





Wins Top Door Prize 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 











Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 


OS a $7.80 
ED sé. aa $7.20 
a $6.60 
a $5.10 
No. 3-64 ..... $3.60 














“New Look" 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 


* NEW BEZELS & SHANKS 

* SIZINGS 

* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


re tennia / ewe ce 


1947 BROADWAY, N. Y. 23, N. Y. 











PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts marke 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE - YORK, PA. 











John H. Greco, Andover, Mass., (left) 

was holder of the lucky ticket number 

which drew the top door prize of a fine 

radio. J. H. Couto, of Providence, holds 

the radio with D. A. Robertson of Fram- 
ingham, Mass. 








220 Arch St. 


JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 


E.W. KOCH MACHINE WORKS 
Cumberland, Md. 
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| Where to Buy. 
| China and Glass 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC- 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTGN Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT'’S 
English Staffordshire Ware 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 + Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 





Smoking Articles, Toby Jugs and Lustreware 














Dd. importers of 
.7 ENGLISH CHINA 
and 
EARTHENWARE 

Btoek and Import 


VILLE & CO., INC. 


e. New York 10, N. Y. 
AL. 4-0104 
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ROYAL DOULTON 


English Bone China and Earthenware 


DOULTON and CO., Ine. 
Successors To 
, Wm. 8. PITCAIRN CORPORATION - 
ei? Fifth Ave _ New VYerk, N. Y. 
asteinentincieieiaicna ae 
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OBITUARIES 


Joun Buiacu, 65, for many years a jew- 
eler at Wahoo, Nebr., died March 26 from 
the effects of a stroke. He is survived by 
his widow and three daughters. 


Joun ConkKLIN, 57, who has operated a 
jewelry manufacturing business at 50 Co- 
lumbia St., Newark, N. J., for 10 years, 
died April 4. Before establishing his own 
business, Mr. Conklin worked for many 
jewelry concerns in the Newark area. Sur- 
viving are his widow and a daughter. 


Harry Gowpserc, 59, president of the 
La Salle Manufacturing Corporation, 64 
West 48th St., New York, died suddenly 
of a heart attack on March 21, while on 
a vacation in Florida. He started his career 
41 years ago as an. immigrant boy from 
Russia, and was employed by William 
Scheer and Walter P. McTeigue up to 


HARRY COLDBERG 





the time he engaged in business for him- 
self. One of Mr. Goldberg’s great accom- 
plishments was being entrusted with the 
mounting of the famous Jonker diamonds, 
and other famous jewels. In addition to 
his widow, he is survived by his two daugh- 
ters and a son. Business operations will 
be continued by his former associates. 


ArtHur H. Gotpman, 47, sales repre- 
sentative for Baskin Brothers, ring manu- 
facturers, 38 West 48th St., New York, died 
March 14 in Richmond, Va. Mr. Goldman, 
who joined Baskin Brothers in January 
of this year, was formerly connected with 
Max Kohner, wholesale jewelers, Balti- 
more, Md., for ten years. Prior to his es- 
tablishing residence in Richmond, Mr. 
Goldman lived in Miami, Fla., and -was 
well known in jewelry circles throughout 
the Eastern seaboard. Survivors include 
his widow and two sons. 


W. D. Harris, manager of the Perel & 
Lowenstein Jewelry store at Mayfield, Ky., 
died of a heart attack at his home there, 
April 15. He founded the jewelry store at 
Mayfield, which was sold to Perel & Low- 
enstein several years ago, and stayed on as 
manager. Surviving are his widow and a 
daughter. 


Jates J. Loes, 66, a representative of 
Baumgold Brothers, Inc., 62 West 47th St., 
New York, died March 25. Born in Cincin- 
nati, he studied abroad, then came to New 
York at the age of 17 and entered the 
diamond business with Albert Lorsch  & 
Co:, with whom he was connected for more 
than 25 years; Subsequently he became a 





partner with Albert Lowenthal, jn the di 
mond business, and later was associated 
in the same field with his brother, Willis, 
A. Loeb, under the name of James J Lad 
& Brothers. In 1930 Mr. Loeb hens 
resident buyer in Antwerp for many pei 
can diamond dealers. He returned before 
the outbreak of the second World v. 
and has since been with Baumgold Broth, 
ers. 


Stuart McKenzie, for 48 years asso. 
ciated with the D. C. Percival & Co, Bos 
ton, as salesman in Boston, Providence, ang 
Worcester, died at his home in Wakefield, 
Mass., on Easter Sunday, March 29. Mr. 


STUART McKENZIE 





McKenzie was for a number of years a 
director of the Percival firm. He was a 
member of the Golden Rule Lodge, A, F. 
& A. M. of Wakefield; Waverly Royal 
Arch Chapter of Reading, Mass., and the 
Order of the Mystic Shrine of Boston, 


JosEPpH Q. Miter, of Melrose, Mass, 
for a number of years a salesman for the 
Alvin Division of the Gorham Co., and 
more lately associated with the Burche 
silverware firm in Wakefield and Stone. 
ham, Mass., died about the middle of 
March. 


THomas G. Saber, 76, president and 
treasurer of Sadler Brothers, jewelry manu- 
facturers of Attleboro, Mass., died March 
29. The business in which he spent his 
active life was started by his father in 
1852. It was there that he and his brother 
learned the jewelry business. The two 
brothers succeeded to ownership when 
their father retired. He was active in civic 
affairs in Attleboro, having been a menm- 
ber of that community’s first city council 
for three terms, a member for 13 years of 
the school committee and a park commis 
sioner for 10 years. Surviving are his 
widow, a son, and two daughters. 


Vircit C. Swiney, 45, operator of a 
jewelry store at Farmer City, Ill, died 
April 1 in Bloomington, Ill. He had been 
engaged in the jewelry trade in Farmer 
City for a number of years and bought his 
own store in 1945. Besides his widow, he 
leaves two brothers. 


SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Ine. 


7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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ArperT S. VENNERBECK, 72, president, 
treasurer and general manager of the 
Providence jewelry firm of Vennerbeck & 
Clase Co., died April 19 at his Edgewood 
home. Mr. Vennerbeck was a former presi- 
dent of the Rhode Island Golf Associa- 
tion and in 1908 was Rhode Island State 
golf champion. He was vice-president of 
the Rolled Gold Platers’ Association and 
president of the Oak Bluffs (Mass. ) Coun- 
try Club. Surviving are his widow and a 


daughter. 

Warren J. Piper, 56, a Chicago jewelry 
manufacturer and retailer, died of a heart 
attack March 31 in New York while on 
a business trip. Mr. Piper was born in 
Chicago, the son of Dr. Richard a Piper, 
prominent surgeon and one-time Commis- 
sioner of Health. The son was still a stud- 
ent at college when he established his own 
jewelry factory in Chicago 38 years ago. 
He later set up diamond buying agencies 
‘n Amsterdam, Antwerp, London and Paris. 
Mr. Piper designed most of the gold and 


WARREN J. PIPER 





platinum jewelry produced by his company 
and he served as personal adviser to many 
jewel collectors. In 1936 Mr. Piper formed 
.a syndicate to buy the famous Crown of 
Andes in South America and in 1945 he 
purchased the crown jewels of Portugal 
from the estate of Crown Princess Bra- 
ganza. He was active in the Rotary Club 
and was the composer of three operettas 
produced at Northwestern University. He 
is survived by his widow, two sons, a 
daughter and a sister. 





Jewelry Restrictions in the U.K. 
Are Headache to Customs Officers 


Britain’s new restrictions against taking 
jewelry in and out of the country are giv- 
ing the customs inspectors a headache. 

In spite of the fact that men have 
been switched from other departments to 
work at the ports, there are still not 
enough customs officers for a thorough 
check of all travelers. 

The only item of personal adornment 
that is never questioned is the wedding 
tring, whatever its value. The engagement 
ring, however, is another question. Since 
there is no standard design and no proof 
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English Earthenware 








U.S.A. j 
ENGLAND Representatives 
° 


. FISHER, BRUCE & CO. 
Phila.: 221 Market St. ¢ New York: 1107 Broadway 
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can be demanded that the bearer is really 
engaged, the engagement ring is carefully 
checked. If the ring is ‘above a certain 
value, (individual estimates are made by 
officials) they will not let it out of the 
country. This figure is kept secret. If it 
wasn’t, intending smugglers would keep 
below it. All wrist watches are , passed un- 


less of the ornate. or diamond-encrusted | 


type. 

Visitors entering the country are allowed 
to keep all personal jewelry but on leaving 
there is no proof that the items they have 
in their possession, are the ones they 
brought in. This is extremely trying for 
the customs officers and they would like 


to issue certificates to visitors, stating ex- - 


actly what they bring into the country. 





Chairman of UJA Jewelry Division 
Returns From Tour of Palestine 





we: 


Harry D. Henshel (right), vice-president 
of Bulova and a national chairman of the 
United Jewish Appeal Jewelry Division, 
returned recently from a 14-day tour of 
Palestine to obtain a first hand picture of 
mass resettlement of refugees, and new 
industrial and agricultural projects de- 
signed to develop the land and provide 
employment for the newcomers. 

The prominent jeweler, who in past 
months has helped jewelry trade leaders 
set new gift standards for the $250,000,000 
United Jewish Appeal in Akron, Cleveland, 
Dallas, Houston, San Antonio, New Or- 
leans and other leading cities, will re- 
port his observations to jewelers’ groups 
throughout the country. 

He is shown with Melvin L. Krulewitch, 
New York attorney and an active leader 
in the Greater New York United Jewish 
Appeal. 


The $250,000,000 U.J.A. campaign, larg- © 


est private welfare drive ever undertaken 
in this country, supports the world-wide 


relief, reconstruction and resettlement pro- | 
grams of the Joint Distribution Committee, | 


the United Palestine Appeal and _ the 
United Service for New Americans. 





Moves Into. Larger Quarters 


R. E. Haley, retail jeweler, who has 
been located at 43 Corey St., West Rox- 
bury, Mass., for the past two years, re- 
cently moved into larger quarters. He is 
now located at 1890 Center St., West Rox- 
bury, which was formerly occupied by 
Peterson’s Associates of Needham, Mass. 





GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St.. New York 10, N. Y. 
Tel. GR 77-0400 
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| 7 Domestic and Foreign , a 
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CHINA 


Theodore Haviland 
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MADE Im AMERICA . ) 
| 
THEODORE HAVILAND & CO. | 

INCORPORATED 


) 
26 West 23rd Street | 
New York 10, N. Y. | 
| 
’ 





‘ 


Merchandise Mart Room 302 Brack Shops 
Chicago 54, Ill. Los Angeles, Calif. 
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SERVICE PLATES - DINNERWARE | 


Famous for all-over 
"SATIN GOLD” CHINAWARE 
ATLAS CHINA CO., Ine. 


27 West 20th St.(Since 1918) New York 11, N.Y. 




















FINLAND CERAMICS and GLASS CORPORATION 








Crystal 
225 FIFTH AVENUE 








LEVY BROS. CHINA CO. inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroem Shewroom 
79 Fifth Avenue 225 Fifth Avenue 


MARY RYAN sccessons 


FURNITURE 





GIFT AND ART 
NOVELTIES 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 











CASTLETON 


dm. American China 
OS RY) 
| CASTLETON CHINA INCORPORATED 
| L. E. Hellmann, President 


| 212 FIFTH AVENUE NEW YORK 10 


ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
| Telephone: CHelsce 2-8702 and CHolscn 2-2568 
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First in a new series of articles explaining, in detail. 


Vibrating A Hairspring 





the operation in which a hairspring is fitted to a balance so that 


it oscillates a required number of times an hour. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


HE complete job of vibrating consists of the fol- 
lowing separate and individual operations. 


. Selecting the hairspring. 
. Pinning it to the collet. 
. Truing the spring after it is colleted. 


. Attaching the colleted spring to the balance, timing 
or “vibrating” the spring. 


m CN = 


5. Studding the spring and centering it. If it is a 
breguet or overcoil spring, it must be raised, lev- 
elled, curved and centered. 


HAIRSPRING ASSORTMENTS 


Before going into the actual operations of hairspring 
work, some general knowledge of hairsprings should be 








Fig. 1. WHairspring in which all of the 
spirals are on one level (flat hairspring) . 
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| Fig. 2. Balance bridge used in 
connection with the flat or one- 
level type of hairspring (Fig. 1). 


had. When a hairspring is to be chosen for a balance, 
there are many influencing factors. The diameter of the 
balance, the weight of the balance, the number of vibra 
tions required in an hour, the type of hairspring 
(whether flat or overcoil) and the design of the balance 
bridge to which its outer terminal will be attached all 
enter into the choice of spring. 


When all the spirals of a hairspring are on one level 
it is called a flat hairspring as shown in Fig. 1. The style 
of the balance bridge which this fits is pictured in Fig. 2. 


Fig. 3 shows a hairspring whose last coil is raised and 
brought over the main body. Such a spring is called a 
“breguet,” named after Abraham Louis Breguet who 
first introduced this form about 150 years ago in an 
effort to permit the spring to vibrate more freely and 
perform these vibrations in a concentric manner. The 
balance bridge of such a spring is illustrated in Fig. 4 


TYPES OF HAIRSPRINGS 

It is possible to purchase hairspring assortments 80 
that the selection of a spring is facilitated and the sub 
sequent vibrating operation is more easily done. These 
sets are composed of a few dozen hairsprings, assorted 
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WHILE YOU PAY 


If you agree (as almost all watch- 
makers do) that the Watch- 
Master does save time, save labor, 
promote better watchmaking, re- 
duce “‘call-backs”, justify higher 
charges, — then you must agree 


that its use IS profitable. 


SOME DAY YOU WILL OWN A 
And, if that is so, every day that 


you are without a WatchMaster 
means money lost—to you. 





WHY NOT NOW? 
It prints a chart record showing So,—why not get one now on a 


the 24-hour rate of any watch of MONTHLY PAYMENT PLAN 


any beat in any position, indi- ; 
cating the cause of any irregu- and pay for it out of a part of the 


larity, all in 30 seconds. ‘ ; 
Guaranteed accurate to extra profit ut can make for you. 


1/1,000th of 1%,. 


Write for ''Profit-plan’’ Booklet 


Amertean Time Products. Ine. 


580 FIFTH AVENUTE ni: WwW Y_ORK. ~~ ws 


Distributors of Western-Electric Watch-rate Recorders 
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according to the diameter of the balance. About twelve 
different sizes of balances for wrist watch sizes are rep- 
resented on a gauge. “A” would be for the very small- 
est balance and going up to the largest balance in the 
assortment, let us say, “L.” 

However, balances of one size seldom equal each other 
in weight. One balance although of equal diameter may 
have a heavier or thicker rim, larger, heavier or more 




































Fig. 3. Breguet hairspring in which the 
last coil is raised and brought over body. 


screws. Therefore, the heavier balance will offer greater 
resistance to the hairspring and the swings of the bal- 
ance will be slower. To overcome this resistance, hair- 
springs in most assortments for a balance of certain 
diameters come in about four varying strengths. 

Let us assume that we have a balance that fits into 
the gauge marked “H.” If this balance came from a 
thin watch, it would also be thin and light. The hair- 
spring most suited to this balance might be the one 











Fig. 4. Balance bridge used with 
the Breguet type of hairspring. 





marked “H-1.” A heavier balance of the same size with 
ten screws might require a stronger spring, let us say. 
“H-2.” The same balance with sixteen screws might re- 
quire the strongest spring, “H-4.” 






If springs from a mixed lot are to be used, there are 
a few rules which will help in selecting the proper 


spring. 
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Two main factors in choosing a spring are Strength 
(in its relationship to the weight of the balance) and 
the diameter (in its relationship to the size of the bal. 
ance and bridge). Of the two, the strength of the sprin 
must be given first attention. This is because a seal 
that first appears to be too large in diameter and with 
too many coils may also be too weak for the balang 
Upon testing, however, it may be found that if g Pm 
coils were removed, the strength of the spring would he 
suitable. This would also reduce the diameter sufficiently 
to permit its proper attachment to the balance bridge. 


Unfitted springs have between 14 and 18 coils, Afte, 


I! COILS I! COILS 


























Fig. 5. A balance fitted with spring “’A” will 
go slower than one fitted with spring “’B.”’ 
“"C” is stronger than “B” because it is wider 
at ‘A.’ Spring “’D” will act as the strongest 
because it is as wide and thick as “C.”’ How- 
ever, it is shorter and the arcs will be quicker. 


fitting, these may finally have between 11 and 16 coils, 
This reduction affects its diameter as well as increases 
its resistance to the weight of the balance and increases 
the speed of the vibratory arcs. 

The “strength” of a hairspring is dependant upon 
the number of coils to a given diameter, (also called its 
length) the width and the thickness of the wire from 
which it is made. (Fig. 5). 

If a hairspring were fitted to a balance and the end 
of this spring grasped with a tweezer and the balance 
permitted to hang, it would drop until the weight of 
the balance equalled the resistance of the spring. A 
lighter balance would not drop so far. A weaker hair 
spring would permit the balance to suspend itself fur- 
ther downward. 

Balances that are required to vibrate a given number 
of times an hour (let us use the standard, 18,000) re 
gardless of size, will have the same relative weight re 
sistance to their hairsprings. This similarity in resistance 
of the balances to their hairsprings will manifest itself 
whenever the balances are suspended from their hair 
springs. 

(To be continued) 
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WAYFARER: PW-191. Smart chro- 
mium-plated Sentinel Watch with 
outside black numeral dial fitting 
snugly into a stand-up metal frame 
that folds flat in a genuine leather 
case. An excellent timekeeper for 
bedside use and a reliable ieee 

companion. Retails $4.95 


CAMEO: WW-123. This beauti- 
fully designed Wrist Watch is in 
great demand. Case, 10 kt. rolled 
gold, stainless steel back. Raised 
= metal dial. Clear view crys- 


. Pigskin strap. Retails $7.95 








Moen pepe 2s 
ARTCRAFT: SD-138. Self-starting 
Occasional Electric Clock. Gum 
wood case, butt walnut top. hand 


rubbed finish, : gold plated feet. Sil- 


ver plated metal dial and gold plated 
hands, 5%” high. Retails $9.95. 


PRINCESS:1D-0-13.A tiny, very 
beautiful Sentinel one-day Alarm 
Clock only 3%” high. Metal case, 
durable ivory baked enamel finish, 
brass plated bezel and hands, single 
wind for time and its cheerful bell 
alarm. Retails $3.25. 


--.an ideal jewelers’ item... 


SENTINEL Beautifully Styled 


8-DAY ALARM retails *3.95 


This beautifully styled 8-Day Alarm (8D-182) 
for bedroom or living room has watch-type es- 
capement for quiet operation, clear bell alarm. 
Its 5” square metal case is finished in durable 
ivory baked enamel with polished brass plated 
bezel and graceful distinctive hands. All Sentinel 
clocks and watches are sold under Fair Trade 
Agreements in states where applicable, with 
liberal margin of profit. 


THE E. INGRAHAM COMPANY 
BRISTOL, CONNECTICUT 
Established 1831 









Prices exclusive of taxes 
and subject to change. 
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EPAIR CHARGES—Dissatisfied with our watch re- 
pair department, its profits, we are setting up a 

new accounting system. Wish you would give us a figure, 
per unit of watch-repair jobs, that would represent a 
good average of cost of material. (Question No. 6029) 


R. H. A. 


Answer—Maybe it would be better for us to write 
you first for a clearer idea of your plan; but assuming 
that this is to use a “yardstick” figure for cost-of-mate- 
rial per job with which to judge and control the work 
of your watchmakers, let us say that we do not think 
this could work out reliably as part of a contro] method. 
to use data of other businesses than your own. This 
figure would vary greatly in different shops, depending 
upon the class of trade served, and could be misleading. 
More important than anything else as a profit factor 
is the competency of the watchmakers employed, their 
mechanical abilities, and personal characters. This, of 
course, is more a matter of personnel selection than of 
accounting method, however useful the latter is. On the 
other hand, if you wish to use the kind of data your 
question implies, we believe this had better be obtained 
from a study of costs in your own operations, rather 
than figures from anywhere else. 


IL AMOUNT—How is it best to judge the right 
quantity of oil given at escape wheel teeth, how 
tell if too much or too little oil? (Question No. 6030) 


T. H. M. 


Answer—A good method for applying oil to the 
wheel-and-pallet action, is to dip oiler in oil, then, as 
the escapement runs, touch the drop of oil on the oiler 
to every third tooth of the wheel. This will carry oil 
to every tooth after a turn or two of the wheel has been 
made. When freshly oiled in the correct amount. each 
tooth will have on its lifting-face a “mound” of oil, 
and the same on each pallet stone on the locking and 
lifting faces; but there will be no surplus oil that could 
run down over the front of the teeth or gather on 
pallet stones except where contact occurs with teeth 
during locking and lifting actions there. 
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ETTING STONE—Am practicing stone-setting, as an 
on-the-job trainee. The shop has a set of round 
burrs for cutting seats through claws of settings, which 
makes a round seat, but a stone I have here is not ex. 
actly round and won't fit. What is the right way, to 
bend the claws in and out to fit, or what? (Question 


No. 6031). 


Answer—For fine work in setting stones with irreg. 
larly round girdles, instead of bending the clamps, 
the insides of seats are cut out with a graver used like 
a chisel, on claws selected by laying the stone over them 
all, choosing those positioned where the girdle is of 
greater diameter than of its average, so as to alter the 
minimum number of seats. This preserves the exterior 
form of the setting, which would be made irregular by 
bending. 


OLLING GOLD—How can I roll gold to make gold 

leaf for picture frame repairs? This leaf costs so 

much that I am looking up a way to cut down the cost. 
(Question No. 6032) L. M. 

Answer—After pure gold is rolled as thin as rolls 
can make it, the final steps are a series of hand-ham- 
mering operations, on small pieces of rolled metal placed 
between layers of “gold-beater’s skin,” a peculiarly 
tanned skin from intestines of cattle, using hammers 
weighing up to 16 lbs. This work is an ancient craft 
that would have to be learned from an experienced 
workman and this, and the cost of equipment and ma 
terials, would make it impossible for you to make gold- 
leaf as economically as you can buy it. 


oo CUTTER—Was lucky enough to find a wheel- 
cutting attachment for sale that fits my lathe, but 
there were no cutters with it. Now we have a job to make 
a fourth-wheel for a grandfather clock. I was told that 
it is easy to make a single-tooth cutter for such work. 
Would this do the job O. K., and how can one be 
made? (Question No. 6033) S. L. 


Answer—A well-made single-tooth or “fly”’ cutter will 
do just as good work as a multiple-tooth or milling 
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Makes a radio a musical alarm 


SWITCH ALARM... an accurate Telechron electric clock that 
turns on a radio or other electrical appliance automatically at 
a pre-set time. It makes your radio a musical alarm, brings in 
your favorite programs. Because it has a standard alarm as 
well, you can sell it to your customers as a two-way clock. 


FOR MAY, 1948 


It’s a radio 
It's a clock 


li‘s a musical 
alarm 


MUSALARM ... combines 
an accurate, long-life 
Telechron electric alarm 
clock with a wide-range, 
5-tube superheterodyne 
radio. The clock, start- 
ing the radio automati- 
cally at a pre-set time, 
makes this a musical 
alarm .. . and it brings 
in favorite programs that 
are pre-selected, too. 


It turns a radio—and other 
appliances—ON and OFF . 


SELECTOR... an accurate Telechron electric clock that 
turns a radio on and off at pre-set times. It can operate 
an electric roaster, coffee-maker, washing machine, and 
other electrical appliances automatically, as well. So 
versatile your customers will want several! 


These Telechron awakening devices—advertised in leading national magazines— 
are making conversation and sales. Order them from your Telechron distributor. 


The first and favorite electric clock « Telechron Inc., Ashland, Mass. 
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cutter, which at present would be hard to buy, as the 
recent war interfered with European exports and. this 
trade is still irregular. The making of fly-cutters is well 
explained in “Practical Benchwork for Horologists,” by 
L. and S. Leven, which book is obtainable, sent post- 
paid, for $5.00, from the Book Department, JEWELERS’ 
CIRCULAR-KEYSTONE, 100 E. 42d St., New York 17, 
N. Y. We should add that fly cutters are not very satis- 
factory for cutting steel wheels or pinions; they are 
perfectly suitable for cutting teeth for brass wheels. 
For cutting in steel, the milling type of cutter is re- 
quired. 


IAL NUMBERS—What is true about using [III on 

clock dials instead of IV? Is the story usually 
told, true, that King Louis the Fourteenth of France, 
punished his clockmaker for using IV, and that this 
started the custom? (Question No. 6034) F. M. N. 


Answer—The story of Louis and his clockmaker has 
never been substantiated. If you look at a dial with 
Roman numerals, you will see that there is a pleasing 
“balance” between the heavy IIII, and the VIII on the 
opposite side of the dial, that would be lacking if IV 
were used. With the latter, there seems to be “‘some- 
thing missing” on that side of the dial. Our idea is 
that this causes a general preference for the customary 
form of IIII, in Roman dials. 


ASTING MATERIAL—I have experimented in cast- 

ing rings in sand and am pleased with my success 

so far. But sand has become too dry to work well. What 
is best to use to make the grains stick together? Also, 
what do you think best material for models or patterns? 


(Question No. 6035) T. R. 


Answer—Glycerine is probably the most-used liquid 
for dampening sand for small casting work. About ma- 
terial for making patterns for molds for rings, this 
should depend upon the quantity of castings to be pro- 
duced of one kind. If this is considerable, it would save 
work, in the long run, to make patterns of brass. If 
however only one or a few castings are desired of one 
pattern, any kind of hard, close-grained wood may be 
used, and can be shaped up much more quickly than 
metal. Time may be saved further, if the work is to 
have irregular features, by modeling these in plastic 
wood. Final form and finish in either case should be 
given“by filing or using abrasive cloth or paper, and 
the finished surfaces should be well coated with shellac 
in alcohol, or lacquer. 


EMAGNETIZING—We have direct current only. 
and is there any way this can be used for demag- 
netizing watches? Demagnetizers listed in our dealer’s 
catalog are all for alternating current. (Question No. 


6036) C. Y. 


Answer—Formerly, before the change from direct 
current to alternating current service became generally 
established, tool dealers all offered demagnetizers that 
were used on direct current. These had rotating or slid- 
ing parts, operated by hand, that produced alternations 
in direction of current flow. Perhaps by writing to dif- 
ferent dealers (see advertisements in J.C.-K.) you might 
find one who could still supply one of the old kinds. 
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Another way would be to advertise for one jp the 
J.C.-K. classified department, or any resourcefy] elec. 
trician could contrive a converter to use with an alter. 
nating current demagnetizer, using his ordinary repaiy. 
shop facilities. Demagnetizing requires alternating 
current, either supplied directly from service lines, or 
converted as explained from direct current. 


CREW-PLATE OILING—Should oil be used jn , 
screw-plate, for cutting threads? (Question No 


6037) O. N. M. 


Answer—Use oil when cutting threads in steel; gy 
not use oil for thread cutting in brass or soft metals 
generally. 


RUING CHUCK—Is there any way to true up q 
wire-chuck, after it has been strained out-of-trye? 


(Question No. 6038) W. C. 


Answer—Not impossible, but in nearly all cases, jt 
would cost more to retrue a chuck than to buy a new 
one. In any case, the job should be done by the many. 
facturer of the chuck, or by a skilled toolmaker. 


XCESSIVE LOCK—We received a new small brace. 

let watch, right from manufacturer, one of the 
leading American factories, in which the lock-plus slide 
on both. pallets is about equal to the thickness of the 
stones. Isn’t this too much, and what should we do 


about it? (Question No. 6039) M. H. A. 


Answer—Yes, the amount of lock described is cer. 
tainly excessive. You could of course close the bank. 
ings and then check the escapement adjustment through. 
out; but as you say this watch is new, and from a good 
maker, we think this manufacturer would appreciate it 
if you would return the watch to the factory. The defect 
seems to be a case of fault on the part of some inspec: 
tor at the factory, and they could tell who was at fault, 
no doubt, as factories keep records by serial numbers 
of watches at various steps in manufacture. It would 
also be well for them to have an opportunity to correct 
carelessness of any workman, as they are most of all 
interested in keeping up quality of their product. 


EMPERATURE CONTROL—Could a thermometer 
be used for better work in tempering. staff-steel, 
springs, tools, etc., by watchmakers? I know that this 
is the way they temper things in factories. (Question 


No. 6040) K. B. 


Answer—Because of the conditions of work in re 
pair-shops, it is better for watchmakers to use the simple 
color-scale method for tempering. steel. For mass-pro 
duction manufacturing, as of steel parts of watches, in 
factories, conditions are different. There they may have 
to temper thousands of certain similar parts per day, 
all to be given exactly the same tempering heat; and 
because of these quantities of work, even to invest sev- 
eral thousand dollars on pyrometric equipment (elab- 
orate furnaces with electric recording thermometers) 1s 
profitable, whereas it would be absurd to install this 
in a repair shop. Judging tempering heats by the gradu 
ally deepening colors formed on the surface of the steel 
parts, is reliable, economical, and entirely suitable for 
use under repair-shop conditions. 
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Watch Repairing 
AT THE 


Learn 


School 


Prepare now for a prosperous future. Learn watch 
repairing at the school which has more and better 
equipment . . . more competent instructors ... seven 
buildings. Step by step instruction makes you expert 
in latest methods. Our graduates are in demand. Free 
placement service assists you to locate in city of your 
choice. Write TODAY for free 24-page catalog. 








JEWELERS: Let us prove to you that our 
graduates are competent. If one of them who is 
placed with you on our recommendation does not for 


Approved 


meet your requirements in the gn gar V eteran 
we will protect your loss up to $100 with our aa 
Cash Bond. Write us for full details. Training 











WESTERN PENNSYLVANIA 

HOROLOGICAL INSTITUTE, INC. 

808 RIDGE AVENUE PITTSBURGH, PA. 
Established 1936 


Dept. 18 















For Sawing - Slotting - Milling 
_..vutting Up Stock - Winding - Etc. 
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BED: Hand Scraped, ‘’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 
REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 
SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 - 
3400 RPM using 1800 RPM Motor. 
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_ REYNOLDS HAS PRESSES! 
é FOOT / SCREW oq (> POWER 
Fe. omg 


REYNOLDS 1 )) 
FOR FOOT . 
PRESSES 


REYNOLDS macuinery co. 


303 EDDY STREET — PROVIDENCE 3, RHODE ISLAND 


REYNOLDS 
FOR POWER 
PRESSES 


U 
; \ REYNOLDS 
SCREW PRESS 
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GILBERT'S GEARED TO 
Gu NEEDS. , 
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Look to GILBERT for the 


* Style 

* Dependability 
* Quality 

* Value 


THAT BRINGS FAST, PROFITABLE SALES 
AND WELL - SATISFIED CUSTOMERS 





Distributed thru the wholesaler 





Clack makers to the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 


551 Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Bivd. 
Chicago 4, Ill. 
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ASR SALESMEN MEET IN NEW YORK 
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A.S.R. Lighter sales staff photographed at the recent convention of American Safety 

Razor Corp., held in New York. At this meeting the men were given the news that 

by Autumn, 1948, the company will produce lighters in precious metals as well as 

a variety of table models. The corporation is continuing its policy of marketing new 
lighters primarily through jewelry and department stores. 





Jacques Kreisler Corp. 
Offers Eight New Displays 


Realizing the retailer’s need for counter 
and window displays, the Jacques Kreisler 
Mfg. Corp., of North Bergen, N. J., manu- 
facturer of watch bands for men and 
women, has introduced eight new displays. 
Joseph W. Roberts, advertising manager, 
has stated that “promotion and display 
material used as selling tools in the hands 
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of our customers is one of the most im- 
portant factors in our efforts to help the 
jeweler sell what we sell him.” 

In addition to extensive large space ad- 
vertising in Life Magazine and 110 of the 
leading newspapers throughout the coun- 
try, Jacques Kreisler has laid tremendous 
stress on the integral part display and pro- 
motion material can have in a smoothly 
consummated sale. Two of the displays 
featuring the revolutionary new Circlette 
ladies’ watch bracelet incorporate the full- 
page full color advertisement which intro- 
duced the Circlette in the pages of Life, 
April 9 issue. 

“We at Jacques Kreisler know that a 
display which acts as a ‘silent salesman’ 
can go a long way toward making ‘add-on’ 
sales faster,” Mr. Roberts said. 


New L. A. Headquarters for Levin 


Louis Levin & Son, precision tool manu- 
facturers for the jewelry trade, are build- 
ing a new plant on East 14th St., Los 
Angeles. 
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Eight Unit Year ‘Round Display 
Designed by JC-K Display Expert 


Decorative units dramatizing all import- 
ant seasonal selling events designed by 
Virginia Dixon, JC-K’s display consultant, 
are now available from Jo-Mart Displays, 
225 Mercer St., New York 12. 

Allowing generous display space for 
merchandise, the units fit neatly and quick- 
ly over a sturdy turntable motor. 

Displays include a Valentine heart, Eas- 
ter Bunny, “Miss Springtime,” Mother’s 
Day, a June Bride wedding cake, “fall fes- 
tival” and “Season’s Greetings.” The eight 
units, plus turntable, are available for $75. 


L. Luria & Son, Inc. 
Has New Atlanta Home 

Co-incident with their 50th anniversary, 
L. Luria & Son, Inc., have moved to their 
modern two-story office and warehouse at 
214 Pryor St., S.W., Atlanta, Ga. This 
move will enable them to carry a com- 
plete stock and sample line of all their 





merchandise and permit them to service 
their many customers more efficiently. 

Harold Gaines, formerly merchandising 
manager of the Miami branch, has _ re- 
placed Ben Hyman as sales manager of 
that branch, which will continue to func- 
tion as a major Luria unit. Danny Burke, 
well known in the Southeastern area, will 
be associated in the operation with the 
Atlanta branch. 
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Extra Payments to Employees 
Voted by International Directors 


As a result of continued favorable 
operation of the company, the board of 
directors of The International Silver (Cp, 
has voted extra cash payments to employ. 
ees. Payments to hourly, piece work and 
salary employees, according to President 
Evarts C. Stevens, were made on April }5, 

“The gratifying progress of our com. 
pany continues,” stated President Stevens 
in a message to all employees, “and dy. 
ing the past few months the results of oy 
operation have been favorable. Because of 
our wish, so often expressed, that all oy 
people who have contributed so much to 
this successful operation shall share in jts 
result, the board of directors resolved to 
make the payments.” 

This action, President Stevens pointed 
out, is not part of a continuing program 
but is based entirely upon what has been 
accomplished during the past few months. 
It will have no relation to any similar 
action that might be taken later in the 
year. Consideration of any future action, 
he added, must of necessity be governed 
by conditions then prevailing. 

The April 15 payment was considerably 
higher than the extra cash payment made 
to employees on the same date a year ago, 
During 1947, three extra cash grants— 
amounting to approximately $1,250,000— 
were made to employees. 


Wilsons of Syracuse, N. Y. 
Stage Debut With “Keepsake” 


Wilsons Leading Jewelers, Inc., Syra- 
cuse, N. Y., recently staged a spectacular 
promotion announcing the new diamond 
department and their debut with the 
“Keepsake” diamond ring line. 

As the largest user of newspaper space 
in the retail jewelry field, Wilson’s paved 
the way for the opening of their new 
“Keepsake” diamond ring department with 
big, splashing, full-page advertisements in 
local papers. On opening day, the first five 
hundred shoppers received gardenia cor- 
sages, while every visitor in the diamond 
department received a copy of the famous 
Keepsake Etiquette Book. 


A special sound system filled both the 
store and the street with music, inter 
spersed with Keepsake spot announcements 
recorded by Jim Ameche of radio fame. 
Store windows featured several “Keepsake” 
displays plus a wide selection of “Keep- 
sake” ring styles. Inside the store, the ex- 
tensive Keepsake point-of-sale system 
marked a sales route between the front 
entrance and the diamond department. 
Life counter cards, illuminated counter 
signs and wall plaques displaying national 
advertisements routed traffic to the dia 
mond department where the Keepsake 
Counterpad Merchandiser continued to tell 
the “Keepsake” sales story. 
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FIT-TITE MOULDED GLASS 


Wateh (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS * ROUND FLAT TOPS 


»»e precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
those capable of being modernized with moulded 
glass crystals. Completely finished and ready for 
dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 
fu } glass with the finest quality moulded glass crystals 
\\ you —or your customers —can buy. 


I ULT ( \ Cabinet Assortments or rofits. 


Your material jobber will supply you. 
WATCH CRYSTAL CORP, 
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Write for the new FULTON 
Moulded Glass Watch Crystal 
Catalog No. 3 















121] FULTON STREET, NEW YORK 7, N.Y ESTABLISHED 1931 














KNOW YOUR VIBRATOR e¢ MAIL DIRECT 


S outhern SAME DAY SERVICE 
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balance, stud 

















Inc eling necessary. and collet. 
Contract esti- 
ONE OF AMERICA’S Use only heavy mates given to 
mailing envel- Watch and 
FINEST AND MOST opes. Sent up- Clock manu- 
MODERN on request. facturers. 
WATCHMAK | NG These and many other letters from customers prove our service. 
|! wish to compliment you on hairspring you vibrated for me. 
SCHOOLS | had it back in 5 days and it rated WITHIN 20 SECONDS 


on my timing machine. You shall have all of my hairspring 
jobs and | shall recommend you to others. Thanks. B. 
- - SCHEEL, 353 E. Commerce St., San Antonio, Texas. 
NATIONALLY ACCREDITED Just getting around to think you for your QUICK SERVICE 
on my hairsprings. You have been recommended to my fellow 
watchmakers as DEPENDABLE—V. D. POPHAM, Morrow 
(DAY & NIGHT CLASSES) Watch Shop, Morrow, Ohio. 
Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. 
VETERANS APPROVED UNDER PUBLIC Your fast efficent service is very much appreciated. In the 
future we shall send all our hairspring jobs to you. | men- 
LAW 16 AND 346 tioned your exceptional service to some of my friends and 
they have already sent to you. Thank you again. Sincerely 
a E. SCHMITZ, 222 Hollister St., Grand Rapids, 
ich. 


WRITE FOR FREE CATALOGUE HAIRSPRING VIBRATING CO. 


CHARLES THOMAS 
P. O. Box 330 336 48th St. Union City, N. J. 


Formerly in charge of Hairspring Dept. for Bulova Watch Co. 


83 NORTH SECOND ST. MEMPHIS, TENN. 
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Norman L. Pearce Named 
Sales Manager of B. B. Ball Pen 


Appointment of Norman L. Pearce, 
former President of the Fountain Pen and 
Mechanical Pencil Manufacturers Associa- 
tion, as General Sales Manager of the 
B. B. Ball Pen Co., Hollywood, Calif., was 
announced recently by Robert E. Blythe, 
B. B. President. 

Pearce, who also was Sales Manager of 
the Eberhard-Faber Pencil Co., will make 
his headquarters in the Chicago office of 
the B. B. Co., and will direct the increased 
sales expansion program made necessary 
through heavy volume demand. 

Pearce’s sales program has been devised 
as a result of the firm’s use of full-page 
advertisements in national magazines, trade 
publications, and extensive point of sale 
and merchandising assistance to dealers. 

Together with the Hollywood manufac- 
turing headquarters and the Chicago sales 
office, Pearce will direct increased sales 
staffs in important key cities throughout 
the country. 





New Karlan & Bleicher Catalog 


Profusely illustrated throughout its 76 
pages, the new catalog released by Karlan 
& Bleicher, ring findings manufacturers, 
188 W. 44th St., New York, shows vir- 
tually every type of ring and ring finding. 
Every item is fully described and its uses 
















explained. Many of the pages are illus- 
trated in two colors with beautiful two- 
tone effects. 

A veritable storehouse of ideas for those 
making and selling rings, the catalog is the 
path to better ring-making. Items shown 
in this book include: mountings, wedding 
rings, matched sets, dinner rings, stone 
rings, stone ring settings, shanks, findings 
and thousands of ornaments, Old English 
initials, etc. All items are supplied in all 
colors and karats of gold and also in 
platinum. 





Deadline Is Extended 
On Window Competition 


The B. B. Pen $5,000 window display 
competition deadline has been extended 
from May 31 to June 30. 

This announcement was made recently 
by Norman L. Pearce, sales manager of 





302 




















DEE DIVISION SALESMEN ATTEND BANQUET 





oe 


aT 





Members of the sales staff of The Dee Division of Handy & Harman, refiners and many. 

facturers of precious metal alloys, Chicago, attended a banquet at the Cherry Circle Room 

of the Chicago Athletic Club on February 16. A sales clinic preceded the banquet, as did 

a visit to the firm’s testing department where the properties of the various alloys, and 
their application, was considered. 





the B. B. Pen Co., Inc., Hollywood, Calif. 

Full details of the competition were 
published in the April issue of JEWELERS’ 
C1IRCULAR-KEYSTONE. All retail stores are 
eligible to enter, and compete for the 34 
prizes, ranging from a 4-door Buick to 
Toastmaster toasters, for the best window 
displays of B. B. pens. 





Graduation Promotion Plan 
Is Made Available to Jewelers 


A syndicated graduation promotion of- 
fered to one jeweler in a community on 
an exclusive basis for use in June, is of- 
fered by Umland & Co., 709 Mission St., 
San Francisco, Calif. 

The plan involves use of $2.50 gift-cer- 
tificates which may be applied against any 
merchandise in the store. The promotion, 
already tested at mid-year graduatian, was 
extremely successful in creating good-will 
of both parents and students. 

Full details of the plan are available 
from Umland & Co., at the above men- 
tioned address. 


Ronson Opens New Service Center 


With completion of extensive alterations 
to two recently acquired buildings, Ronson 
Art Metal Works announces the opening 
of a new Service Center in Newark, N. J. 
The premises, newly reconditioned and 
equipped, provide approximately 27,000 
square feet of space. Situated adjacent to 
the Ronson plant which faces Aronson 
Square, the new structure houses all func- 
tions of the Service Department, with the 
exception of “over-the-counter” adjust- 
ments, which will continue at Ronson’s 
Center St. Bldg., in Newark. 

Parts production for use in service work, 
as well as receiving and shipping of service 
merchandise, will be conducted on the 
main floor of the new building, with the 
third floor devoted to all phases of han- 
dling and processing of such merchandise. 
Administrative and clerical activities will 
be concentrated on the middle floor. 

A good portion of the second floor space 














will in time be developed for use by the 
staff required in the organization, direction 
and control of Ronson service offices to be 
located in cities throughout the country, 
some of which are already in operation, 





Elgin American Offering 
New Powder Puff Unit 


Elgin American is currently offering 
dealers a powder puff unit which enables 
them to provide a much needed service to 
their customers. 


The offer comes in Deal #2125, which 
consists of an assortment of 160 of the 
finest quality Elgin American powder puffs 
and sifters in a conveniently sized display 
case designed in clean, modern lines with 
a black plastic base and a clear lucite 
top. The puff and sifter assortment is bal- 


















anced to fit the many Elgin American 
compacts now in use, and each puff is 
separately packaged to preserve its fresh 
appearance. 

The display case has compact and sifter 
partitions of durable plastic and adjustable 
legs on the back of the case to allow the 
display to be tilted or to rest flat. It meas- 
ures 2%” wide and 114” deep. 

For a net cost of $21.25 the dealer ob- 
tains the display case, a merchandise as 
sortment and an Elgin American compact. 
The compact retails for $10.00 and the 
merchandise for $30.00 and brings a profit 
of 47 per cent of resale price. 


Additional puffs and sifters can be pur 
chased separately to fill in depleted stock. 
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4 Compl Spry owe 


WATCHMAKERS and JEWELERS 


Now Available! 
“BULOVA MANUAL on WATCHMAKING” 
A “MUST” for every Watchmaker! 


Over 275 pages chock full of practical information, instruc- 
tion, and illustrations. This 814” x 11” volume was 00 
formerly restricted—now you can get it for only. . $5 
















































Genuine Gruen! 


FRENCH BALANCE STAFF and STEM COMBINATION 
PRISMATIC BINOCULAR 8x30 os ee 























These glasses represent fine workmanship in regular weight pelle ne Shea tonne aeaeeeee = — Compara- 
binoculars, giving outstanding performance and sharp clear Se $11.75 
. vision. They are sturdily constructed with adequate pro- 
tection against moisture and dust. They are fully achro- ® HAIRSPRING VIBRATING - @ DIAL REFINISHING 
matic and come equipped with a neck strap for the binocu- @ CRYSTAL FITTING @© UNBREAKABLE ELECTROSEALS 
lar and a good quality leather carrying case with shoulder e CENUINE (One Year Guarantee) 
AMERICAN 
SPECIFICATIONS eres 
SPECIFICAT | + TCHMAK- 
: Height—4 1/2” Width 534” , ERS, TOOLS 
Weight without case—I17 oz. Magnification 8x SWISS 
Diameter of objective—30 mm. MATERIALS 
| Field of view at 1000 yards—115 yards Write for Free 
Centre screw focussing, additional adjustment of right eye- Catalog 
piece.—Complete with fine leather case and straps. ~e a , 
Our price—$30.00 — Ligne e % <1 ch parts 
auge Ory ." 
KLEIN BROS. OPTICAL DEP’T D °rs for “hard-to-9® 


Heyworth Building—Room 1408 


8 South Wabash Ave. Chicago 3, Ill. 15 MAIDEN LANE @ NEW YORK 7, N. Y. 


Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 

e Using emery paper disk, in 
the center for fast cutting. 











@ One rod only to guide 
your QUADRANT very easy 
to adjust. 





@ Gives your rings or brace- 
let parts a mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
is fused on the outside rim 
of the large wheel. 


E Specialists for the jewelry in- 
= dustry. Call Flushing 3-6125 


ALKA seneinne Saeae & EXP. WORK 
22-44 122 STREET COLLEGE POINT, L. I., N. Y. 


WIDELY 
USED 





for restoring Brilliance 
to SILVERWARE 


Made of soft, smooth substances, 
Kantor’s is kind to Silver. Requires 

a the minimum of rubbing, will not 

~~ > S scratch and leaves a lustrous, new- 
oe . like finish. Packaged in 4, 8, 16 and 



























| : 32 oz. bottles, Kantor’s fulfills every 
_. . demand . . . and at a profit for you. 
? " 8 oz. is best size-for Jewelers. 





Manufactured by 


AITORS ne 


MONTGOMERY, ALA. 











“ORDER FROM YOUR DEALER TODAY]. 


WM. F. NYE INC. 


NEW BEDFORD....MASS. 
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New Budget Chest Is Offered By 
International's Sterling Division 

A new service-for-eight budget chest is 
being introduced by the sterling division 
of The International Silver Co. Featuring 
a portable tray, it contains 42 pieces of 
sterling flatware. Made of beautiful black 
walnut, it will hold up to 106 pieces. 

In the chest will be 16 teaspoons, 8 
luncheon knives, 8 luncheon forks, 8 in- 
dividual salad forks, and 2 tablespoons. 
This provides basic service for eight and 


will cost only $168.80 complete. It will be 
available in all of International’s sterling 
patterns—including the new “Northern 
Lights” design. 

Lined with grenadine-colored, non-crush 
rayon velvet, the chest measures 14 inches 
by 10% inches and 414 inches. It helps 
keep silver tarnish-free. 

The portable tray permits easier table 
setting. It can be lifted from the chest and 
placed on the table. This will keep to a 
minimum the number of steps necessary 
to set the table. 





Usherettes at “The Pearl” 
Wear Victoria Necklaces 

At the New York opening of the new 
RKO motion picture, “The Pearl,” adapted 
from John Steinbeck’s novel, Leo Nathan, 
president of Victoria Pearl Co., 550 Fifth 
Ave., loaned 12 strings of pearls to usher- 
ettes of the Sutton theatre. Of the 12 
strings, one consisted of fine cultured pearls 
valued at $1,000, and the others were Vic- 
toria simulated pearls. District Manager 
Clem Perry ordered the cultured pearls to 
be rotated among the usherettes so that 
once every two weeks each usherette will 
wear the precious string. 


New Gruen Models 
Beamed at Bridal Trade 


To give the retail jeweler an opportunity 
to gain more wedding gift business, The 
Gruen Watch Co. has introduced special 
Gruen Veri-Thin “Bride” and Gruen Veri- 
Thin “Groom” models and supported their 
introduction with national magazine and 
radio sales promotion campaigns. 

The watches were delivered to all Gruen 
jewelers simultaneously on May 5, date of 
publication of the full-page announcement 
ad in Saturday Evening Post. 

Promotion of the two models is tied 
up with the famed radio show, “Bride 
and Groom,” broadcast five days per week 
on the full American Broadcasting Com- 
pany network of 265 stations. The master 
of ceremonies, John Nelson, daily uses 
powerful selling copy in describing the 
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Bride and Groom models, recommends 
them as ideal wedding and anniversary 
gifts, and announces that they are on sale 
at Gruen jewelers throughout America. 

In addition to the full-page magazine 
and network radio promotion, a complete 
assortment of retail promotion material is 
put behind the Bride and Groom lines. 
Included in this category are newspaper 
mats, window displays, counter cards, car 
and bus cards and spot radio scripts. 

The watches are in two lines, with regu- 
lar “Bride” and “Groom” models being 
priced at $49.75 and deluxe models at 
$71.50 retail, Federal tax included. 





New Zippo Display Unit 

A real sales builder is this new Zippo 
display, now available through the cour- 
tesy of the Zippo Manufacturing Co., Brad- 
ford, Pa. It’s a sparkling little lucite stand 
that holds an individual Zippo pocket 
lighter, any model and is available free 
of charge—no deals, no quantities re- 





quired. The name Zippo is engraved in 
color on the face of each unit. 

To really “dress up” counter, shelf and 
window displays to increase the turnover 
of Zippo pocket lighters, all regular Zippo 
dealers should ask their jobbers for this 
striking item. Dealers ordering Zippos for 
the first time may also ask their jobbers 
for the free sales aid. 


| New Ring Catalog Announced 

















By Bristol Seamless Co. 

Bristol Seamless Ring Co., 7] Nassay 
St., New York 7, announce that they will 
shortly release a new modern weddin 
catalog. This catalog is designed f 







g Ting 
Or use 










as a “Counter Sales Portfolio” to aid jp 
merchandising Bristol rings. 

Pages in the new catalog are larger and 
printed on fine, heavy paper stock, with 
sturdy spiral bound cover. An impressive 
“Silent Salesman,” the book presents al. 
most every type and style of modern wed. 
ding and engagement rings. 





Named Vulcain Vice-President 

George Ditisheim, who came to this 
country two years ago from La Chaux de 
Fonds, Switzerland, has been elected vice. 
president of the Vulcain Watch Co., Ine., 
630 Fifth Ave. The company is a factory 
branch of the Vulcain Watch Co. in Switz- 
erland. Mr. Ditisheim, who is a fourth 
generation watchmaker, will be in charge 
of the advertising, sales and distribution 
for the Cricket, the wrist alarm manufac: 
tured by Vulcain. 
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Pictured above, left to right are: William Brooks, vice-president of the National Broad- 
casting Co. in charge of news and special events, who accepted a 14K natural gold Hamil- 
ton watch awarded by the Overseas Press Club to Merrill Mueller, radio commentator; 
General Julius Ochs Adler, general manager of the New York Times, who accepted an 
A-2 diamond Hamilton in white gold for Anne O’Hare McCormick, awarded by the OPC 
in recognition of her excellent foreign reporting; Robert B. Considine, president of the 
Overseas Press Club, who presented the awards; Edward R. Murrow, CBS commentator, 
who received a 14K Hamilton for his excellence in radio reporting, and Whitelaw Reid, 
editor of the New York Herald-Tribune, who accepted a 14K Hamilton award for 
A. T. Steele who is in London. 
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Introduce Rhinestone Dials 


Raised rhinestone-set dials, simulating 
costlier diamond mountings, are being in- 
troduced to the trade by one of the oldest 
manufacturers of watch dials in the coun- 
try, Swiss Radium & Dial Painting Co., 
79 Seventh Ave., New York. : 
This patented construction feature, with 


each stone in an individual setting, en- 





hances the beauty of the rhinestones while 
enabling the dial itself to be no thicker 
than ordinary ones. 

Because they are made to fit any stand- 
ard watch case, the raised rhinestone dials 
can be assembled with no loss of time in 
fitting and no dial spoilage. 


Vigorous May-June Promotion 
Launched by Parker Pen Co. 

Entitled. “Here’s Your Complete Pack- 
age,” the most comprehensive portfolio ever 
prepared for dealers in the fountain pen 
industry is being sent out by The Parker 
Pen Co. for the May-June gift season. 
Spending $500,000 in magazine and news- 
paper advertising and dealer aids, Parker 
will make this early summer selling sea- 
son a close second to Christmas. 

The set includes two colorful counter 
cards which are reprints of ads being run 
in media from coast-to-coast, a poster 
blow-up of one of the ads, a complete se- 
lection of ad mats for dealers to use in 
local newspapers, radio commercials, a set 
of four plaques illustrating the most im- 
portant giflt-buying days, mail enclosures 
for distribution with retail monthly state- 
ments and a window streamer announcing 
“Gift Headquarters for Birthdays, Anniver- 
saries, Weddings, Graduations, Mother’s 
Day and Father’s Day.” 


Mautner Opens Larger 
Boston Office 


To make possible quicker, more helpful 
service to New England jewelers, the 
Mautner Co., Inc., manufacturers of boxes, 
window platforms, showcase trays, and 
display equipment for the jewelry industry 
exclusively, opened new, larger New Eng- 
land showrooms at 373 Washington St. 
(rooms 411 and 412) in the heart of Bos- 
ton. These new Boston showrooms, opened 
on April 1, will continue to bring to New 
England jewelers the newest Mautner de- 
signs in jewelry boxes and displays, as 
well as Mautner’s basic line of window 
platforms, showcase trays, and boxes. 

Arthur B. Wright, who has been with 
the firm for 27 years, and is a well known 
figure among jewelers in the New England 
area, continues in charge of the Boston 
office and New England sales. 
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New Watch Bracelet Cards 
Introduced by Gemex Co. 


As a means of aiding the retailer in 
both display and selling, the Gemex Co. 
is introducing new watch bracelet cards 
and new information folders. The cards 
upon which bracelets are mounted are 
smartly styled in two different color 
schemes—champagne and grey. Coupled 
with the re-styling of the cards is the in- 
troduction of attractive illustrated booklets 
slipped back of the watch band card in 
the over-all cellophane wrap. 

The booklet explains the term “1/20-12 
Kt. Gold Filled.” Other information varies 
with the style of the watch bands and the 
type of construction. Each folder has its 
own specific information on care and in- 
structions for making minor adjustments 
and attaching the bracelet to the watch. 
Step by step. illustrations are used 
throughout. 

The new packaging is now being used 
for all Gemex watch bands. 


New “Rama Spin” Lighters 
Will Be Featured in Ad Campaign 


A stunning new windproof lighter, the 
“Rama Spin,” ingeniously designed to light 
and stay lit in the strongest wind, has 
just been announced by Ram Lighters, 
Inc., Newark, N. J. Forsaking conventional 
windproof lighter styling and incorporating 
many original features such as twin seal- 
ing cups, airfoil windshield and _ fuel 
hoarder, the new lighter offers exceptional 





beauty and grace along with dependability 
at a modest retail price. 

Made to retail at $2.95, the new product 
is being distributed throughout the coun- 
try. 

Of special interest to the trade is the 
spectacular advertising campaign that Ram 
Lighters, Inc., has already scheduled for 
promoting the new lighter. Half-pages in 
color, and quarter pages in bold black and 
white, will carry the Rama Spin message 
every other week in such mass circulation 
magazines as Look and Collier’s, beginning 
in April. Mat service and effective point- 
of-sale promotion pieces are also being 
provided for dealer use. 





Rhapsody Rings Feature Tie-In 
With Movie “I Walk Alone” 


Rhapsody diamond rings will feature 
Paramount star Lizabeth Scott in a new 
spring campaign being readied for release 
in national trade publications, it was re- 
cently announced by Edward Sickles, sec- 
retary of M. Sickles & Sons, Inc., Phila- 


delphia jewelers. Miss Scott is starred in 





the forthcoming Paramount production, “I 
Walk Alone.” The Rhapsody diamond en- 
gagement ring used in the ad series is 
valued at $25,000. 

Counter displays, window displays and 
a complete Rhapsody-Lizabeth Scott mat 
service are being readied for distribution. 
Dealer tie-ins with local screenings of the 
movie are also being planned. 

Home offices of M. Sickles & Sons, Inc., 
are located at 906 Chestnut St., Philadel- 
phia. 


Wakmann Watch Co. Issues 
New 40-Page Catalog 

After six months of painstaking prepara- 
tion, the Wakmann Watch Co., Inc., 452 
Fifth Ave., New York, has issued a 
comprehensive catalog of representative 
watches from its three major lines: the 
Wakmann “Policy-Protected” watch; the 
Election “Grand Prix Berne”; and the 
Breitling chronograph and multi-purpose 
watch. 

Long outstanding in the crafting of su- 
perior timepieces, the Wakmann company’s 
new lines continue the tradition of fine 
timekeeping in combination with exquisite 
styling. Each watch selected from the tre- 
mendous stock of men’s and ladies’ watches 
was chosen not only for its utility and sales 
appeal, but also for its handsome appear- 
ance. 

The new catalog includes 40 pages of 
illustrations of more than 200 men’s and 
women’s watches. It contains a brief his- 
tory of the three Wakmann lines, as well 
as concise information about the types of 
watches manufactured by the firm. Ac- 
cording to Icko Wakmann, the new catalog 
will be ready for circulation early in May 
and will prove a useful, beautiful selling- 
point for jewelry retailers all over the 
country. 

The catalog is available upon request. 





Named to N. Y. Committee 

Samuel J. Kaufman, vice-president of 
Semca Watch Corp., and president of 
Semca Clock Co., Inc., New York, has 
been appointed to the Mayor’s Committee 
for the commemoration of the Golden Jubi- 
lee of the City of New York. 
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New Jewelry Box 
Has Aluminum Frame 


Aluminum, heretofore employed in a 


multitude of products from superfortresses 


to highball coasters, is now being used in 
jewel box frames in place of wood, ply- 
wood or other products with a shorter life. 


Another metal—brass—so far used in 
jewel boxes for hardware fittings such as 
hinges and locks, has also been added to 





the ends of the jewel boxes. These solid 
brass end caps, beautifully tooled in Gothic 
design, provide richness plus more rigidity 
and protection. Over this rigid metal frame, 
coverings of genuine leather, either lizard 
—or alligator-grained, are used. The in- 
terior of these new boxes are lined with 
rayon velvet. The automatic self-rising tray 
has earring bars, a ring bed and sections 
for pins. The top edge of the tray is dec- 
orated in 24-karat gold leaf. 


Tory Manufacturing Co., Inc., designer 
and manufacturer, is shipping the new 
jewel boxes to stores throughout the coun- 
try. Twenty-two leading stores advertised 
this jewel box during March. 





Freed Features New 
Diamond Lamp 

Jewelers visiting the showroom of Edwin 
Freed, display specialist, 1233 Sixth Ave., 
New York, were delighted with the new 
diamond lamp that he was demonstrating. 
It is $12.95 in the bronze type finish, and 





$14.95 with sparkling chrome finish. The 
lamp, just 19” high comes complete with 
a blue daylight bulb and has a 914” shade 
which can be adjusted to almost any de- 
sired position. The lamp has a non-tip- 
pable, non-scratchable base and can be 
used for direct and indirect lighting. 
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Benstock Ring Mfg. Co. 
Creates New Catalog Pages 

What is believed to be a new departure 
in jewelry catalogs was created and pro- 
duced by the Benstock Ring Mfg. Co., 
Buffalo, N. Y., two pages of which are 
now in the mail to more than 3,000 lead- 
ing wholesale jewelers and jobbers in the 
United States. 

Creating a new style and new approach 
in catalogs, Benstock, manufacturers of 
men’s quality rings exclusively, believe 
they are filling a long-felt want in jewelry 
circles by supplying their jobbers with 
the salient facts in telegraphic style, with 
the suggested retail selling price, and with, 
above all, outstanding authentic art work 
in color. 


Melvin M. Benstock, president of Ben- 

















stock Ring Mfg. Co., announces that a ne 
catalog sheet will be produced each meal 
—illustrating the seven newest Tings of 
each new line, and sent to their jobbers 
and wholesalers. Two-color electrotypes of 
these catalog pages are being made ayai. 
able to Benstock jobbers for reprinting jp 
the jobbers’ own catalogs. 





All Ollendorff Employees 
Under New Insurance Plan 
The Ollendorff Watch Co., Inc., has ap. 


nounced a group insurance plan to Cover 
all employees as a gift from the company 


Benefits covered include extended pay. 
ments to employees unable to work due to 
illness, various sums for medical fees fo, 
all manner of operations and illnesses, anq 
hospitalization benefits. 





Personnel ..... 


Kotler & Kopit, manufacturers of com- 
pacts and cigarette cases, have announced 
the appointment of Charles Renick as as- 
sistant to George Kopit, Director of Sales. 
Mr. Renick will work with Mr. Kopit from 
Kotler & Kopit’s New York offices at 303 
Fifth Ave., New York. 

Jules Schwob, 22 W. 48th St., has been 
appointed exclusive representative to all 
watch companies for Flex-Let Products. 

Julius Dreyfus, Inc., has appointed Sid 
Schumow of Los Angeles to represent them 
from Denver to the West Coast. 

The National Silver Co. recently an- 
nounced the appointment of Joseph Aug- 
ust and Robert C. Petersen to the sales 
staff of its Chicago sales office. Previous 
to joining the National Silver Co., Mr. 
Petersen was associated with Alden’s and 
Mr. August was employed by Carnegie 
Steel Corp. 

Harry M. Parmley has been appointed 
manager of the General Electric appliance 
service center in San Francisco, it has been 
announced by J. D. Phillips, supervisor of 
appliance service centers for the firm. 

The new Lustern fall line of the Louis 
Stern Co. of Providence, R. I., goes on 
display on May 1, and in a switchover of 
itineraries, Arthur Kaplan will cover the 
West Coast and Paul Stern, the Middle 
West. Leonard Meyers and Saul Sadow are 
slated to hit their regular territories. A 
wide array of new surprise items—nation- 
ally advertised—are included in the new 
Lustern line. 

Milton Jackson of Shiman Bros. & Co., 
234 W. 39th St., N. Y., expects to inter- 
rupt an extended business trip to the West 
to spend a month’s vacation at Arrowhead 
Springs, Calif. Well-known in the trade 
for many years, Mr. Jackson will visit Los 
Angeles to survey jewelry conditions on the 
West Coast. 

Sidney Weil, vice-president in charge of 
sales, for the American Safety Razor Corp. 
of Brooklyn, N. Y., announces the appoint- 
ment of Marshall Houck as Field Sales 
Manager. Since October 15, 1944, Houck 
has been midwest sales supervisor for the 
razor company with headquarters in Chi- 
cago, and his new duties will encompass 
the field sales supervision of all the cor- 
poration’s products including Gem and 





Star razors and blades, Ever-ready shaving 
brushes and the new A.S.R. Lighter Diyj. 
sion as well as the corporation’s soap sub. 
sidiary, the Lightfoot-Schultz Co. 

Harold S. Merriam of New York has 
been appointed to the sales staff of Swank, 
Inc., manufacturers of men’s jewelry, 
leather and other accessories, it was an. 
nounced recently by Maurice L. Heller, 
sales manager. Merriam, who will cover 
the Virginia, West Virginia, and Maryland 
territory, has been assigned to the Balti. 
more district office. He has been with 
Swank since 1939 in the Customer Order 
Department at New York and at the plant 
in Attleboro, Mass. He attended Brooklyn 
College and is a veteran of World War II. 

After three-and-one-half years with the 
8th Air Force in the European Theatre of 
Operations, Nathan Saul has _ rejoined 
Gothic Jarproof Watch Corp. as sales rep- 
resentative. His territory includes New 
York State, Pennsylvania and Ohio. 

Frank J. Russell has joined the “Duch- 
ess” Jewelry Mfg. Corp., 87 Maiden Lane, 
New York, in charge of sales. Mr. Russell 
was formerly with the H. A. Wilson Co,, 
of Newark, N. J. 

Phil E. Llorens has been appointed 
South Eastern District Sales Manager for 
the Camfield Mfg. Co. of Grand Haven, 
Mich. His territory covers the seven states 
east of the Mississippi and from Tennessee 
and North Carolina south to the gulf. He 
will be responsible for sales of both the 
Camfield Automatic Toaster and Fluor-0- 
Shield light diffusers, with Atlanta offices 
in the Candler Bldg., 127 Peachtree St, 
N.E. 

Camfield also announce the appointment 
of John H. King as their Chicago District 
Sales Manager and of the Allen B. Car- 
penter Co. of Denver to act as their repre- 
sentatives in the seven state Rocky Moun- 
tain area. Mr. King’s territory includes 
Indiana, Iowa, Wisconsin and the north- 
ern half of Illinois. The company has es 
tablished a sales office at 20 E. Jackson 
Blvd., Chicago 4. 

Howard I. Peach has been appointed by 
the Bal Ron Co. of Providence, R. I., as 
their’ East Coast representative. The Bal 
Ron Co. is the manufacturer of costume 
jewelry consisting of all gold filled jewelry. 
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HAVE YOU READ THESE BOOKS? 











and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


These authoritative and interestingly 
written books an a wide range of subjects 
about your business will be a great help 
to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 

















16. SIX QUAKER CLOCKMAKERS $10.00 
xpert, Connoisseur and Student Edward E. Chendlee 
For_the Gem Expert, 17. TIME AND TIMEKEEPERS $2.49 
of Gemology W. I. Milbam 
—— 18. MODERN METHODS IN HOROLOGY $2.50 
1. GEMS AND GEM MATERIALS $4.00 pao 
Drs. Kraus © Slawsow 19. PRACTICAL BALANCE AND HAIRSPRING WORK $3.50 
mo See 20. RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
2, GETTING ACQUAINTED WITH MINERALS $2.50 W. J. Kleinlein 
George L. English 21. PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
3. REVISED LAPIDARY HANDBOOK $3.00 Louis and Samuel Levin 
}- Beware 22. SCIENTIFIC TIMING $6.00 
4, STORY OF THE GEMS $4.00 Charles Purdom 
B. #. nites ‘ 23. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
5. STORY OF DIAMONDS $1.85 24. WITH THE WATCHMAKER AT THE BENCH $3.00 
54. FAMOUS DIAMONDS OF THE WORLD $1.25 ‘Sieash tne Gite | 
_ INTRODUCTORY GEMOLOGY $3.50 ; : 
= mohart Weleber ree the sewerry Repairer, Engraver, Designer and 
, ‘ nameler 
On Silver for the Jeweler, Collector and Anti- 
— 25. JEWELRY REPAIRERS’ HANDBOOK $1.25 


]. G. Keplinger 


quarian 








6. THE STERLING FLATWARE PATTERN INDEX $10.00 8. ee ae aoe eee eens 
Without Binder ene 
7, ENGLISH SILVER (1675-1825) $2.50 27. a, aa ENAMELING $3.50 
Stephen G. C. Euske and Edward Wenham — 
$. OLD SILVER, ENGLISH, AMERICAN AND 28. REFINING PRECIOUS METAL WASTES $6.00 
. ’ ? C. M. Hoke 
ee Wie _ 29. ART MONOGRAMS AND LETTERING $2.00 
; J. M. Bergling 
9. Rava? — PUEBLO SILVERSMITHS $4.00 (Special 16th Edition—Paper Cover) $2.00 
agian 17th Edition—104 Pages—Paper Cover $4.50 
For the Skilled Watch and Clock Maker, the 30. METALCRAFT AND JEWELRY $3.00 
- Emil F. Kronquist 
Apprentice and Student 31. A BC OF MODERN ENGRAVING $1.00 
William Kassel 
a eS ee ee tee 32. TESTING PRECIOUS METALS $2.00 
C. M. Hoke 
seiliaieeas 7 peace lama $2.75 33. RINGS THROUGH THE AGES $2.50 
' James R. McCarthy 
eee —————ee eee = 34. TRADEMARKS OF JEWELRY AND 
F. J. Britten KINDRED TRADES $7.50 
13. KNOW THE ESCAPEMENT (New Edition) $5.00 35. THE JEWELERS BUYERS DIRECTORY, 
Barkus Watchmakers 1946-47 Edition $2.00 
14. MODERN WATCH REPAIRING & ADJUSTING $2.50 36. 3,033 RETAILING IDEAS $3.50 
Bowman Borer Emanuel Lyons 
14A. MODERN CLOCKS $3.00 37. JEWELRY MAKING AND DESIGN $8.95 
T. R. Robinson Rose & Cirino 
15. CURIOUS HISTORY OF MUSIC BOXES $5.00 38. JEWELRY GEM CUTTING & METALCRAFT $3.00 
W.T. Baxter 


Roy Mosoriak 
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[] CHECK [] MONEY ORDER [] FOR $._ is attached. 
Name... . Street ____.. 
IRR acicieiisa tabaci einai P.O. Zone No... See oT Lee a 


aS B&B SES @ & SEE |S EE |] BO BS GS S& |B SO B 


Check or money order must accompany all orders. Do not send cash. 
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Special Notices 


“Situation Wanted” — Regular type 
only $1.25 first 25 words; additional 
words, 5 cents per word. 

“Help Wanted’—‘Lines Wanted” and 
“Side Lines”—regular type $2.50 first 25 
words. Additional words 10 cents per 
word. Heavy type $5.00 first 25 words; 
additional words 20 cents per word. 

Under all other headings—regular 
type $5.00 first 25 words; additional 
words 20 cents per word. Heavy type 
$7.50 first 25 words; additional words 25 
cents per word. 


Name, address, initials and abbrevia- 
tions count as words and are charged 
for as part of the advertisement. If 
answers are to be forwarded, 15 cents 
extra to cover postage must be enclosed. 
Remittance with order. 


Not subject to agency commissions. 


All answers will be directed care 
Jewelers’ Circular-Keystone, unless oth- 
erwise instructed. 


In answering ads, do not enclose oriz- 
inal letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 





Situations Wanted 








WATCHMAKER desires position in Illi- 
nois or Central States; prefer com- 
mission, or salary and commission. Ad- 
dress “R., 897," care J C-K. 





WATCHMAKER, woman, with 12 years’ 
experience wants position in Southern 
States. Address “C., 975,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83," care J C-K. 





JEWELRY salesman; long thorough ex- 
‘perience with fine New York firm, de- 
sires to make change; retail only. 
Address “S., 932,” care J C-K. 





RETAIL jewelry salesman, 25 years old, 
five years’ experience, desires position 
in Southwestern States; best refer- 
ences. Address “C., 848,” care J C-K. 





ELGIN Watchmaker’s College graduate, 
with 18 years’ experience, to take 
charge of your repair department, or 
estimating or both. Address “E., 909,” 
care J C-K. 





IF in need of H.LA. certified watchmak- 
er, contact, wire or write, Employ- 
ment Service, Southern Watchmaking 
School, 1008 Ramsay McCormack 
Bldg., Ensley, Ala. Phone 8-8934. 





DIAMOND assorter, experienced, capa- 
ble and reliable, desires position with 
reputable diamond manufacturer or 
jewelry concern. Address “E., 952,” 
care J C-K., 





JEWELRY salesman wishes 
with reputable retail concern; 10 
years’ experience; also student of 


gemology. Address “B., 980,” care J 
C-K. 


position 





ENGRAVER; general engraver, carving, 
lettering, hub cutting, desires posi- 
tion, West Coast or in Southwest; 30 
years’ experience. Address “A., 810,” 
care J C-K. 











ENGRAVER, 28 years’ experience in 
high class stores, desires position with 
reputable firm on West Coast; excel- 
lent references. Address ‘M., 876,” 
care J C-K. 





WATCHMAKER, first class, 10 years’ 
experience; all tools; Watchmaster 
experience; references; South  pre- 
ferred; salary $100 per week. Address 
“A., 976,” care J C-K. 





YOUNG man, 34 years old, seeks watch- 
making position in State of Arizona; 
10 years’ bench experience, owns own 
tools; will furnish material if re- 
quested. Address “H., 864,” care J 





AVAILABLE; executive buyer and 
general manager; 20 years’ experi- 
ence in installment, chain store op- 
eration; complete knowledge of 
every phase of business. Address 
“S., 326,”’ care J C-K. 





JUNIOR watchmaker, desires veteran’s 
“on-the-job training,” New York; 
Standard graduate; best references; 
own tools; available immediately. Ad- 
ae “A., 971,” care J C-K., or IL 
8-8360. 





WATCHMAKER, salesman, clock and 
jewelry repairman; chronographs; 
Bowman graduate; 20 years’ experi- 
ence: best of references; reliable 
stores only reply. Address “W., 901,” 
care J C-K. 





PRODUCTIVE salesman, available repu- 
table retail firm, Los Angeles or San 
Diego; high calibre, executive type; 
married; employed now in California. 
Address “K., 824,” care J C-K. 





MANAGER-Ssalesman, New York resi- 
dent; 11 years retail and credit; 36; 
single; nice personality and personal 
appearance; loyal, honest, sincere; 
persistent worker; seeks future. Ad- 
dress “L., 915,” care J C-K. 





JEWELRY salesman, watch repair 
estimator and salesman, at present 
managing chain store; experienced, 
reliable, sincere; available for posi- 
tion in or near New York City. Ad- 
dress “C., 884,” care J C-K. 








WATCHMAKER, with 18 years’ experi- 
ence, trained in Europe; capable of 
handling all makes of watches, in- 
cluding Rolex and chronograph 
watches. Charles Kirschner, 2239 
Creston Ave., Bronx 53, New York. 





WATCHMAKER, 15 years’ store experi- 
ence, tools; reliable; able manage re- 
pair department or rent concession in 
store, Manhattan or Brooklyn; refer- 
ences. Address “G., 888,” care J C-K. 





DIAMOND man; window trimmer; quali- 
fied handling all forms advertising; 
promotions, etc.; invaluable asset for 
some reputable credit jeweler; A-1l 
~~ Address “C., 917,” care 
J C-K. 





APPRAISER, salesman; reputable man 
of highly persuasive ability; open for 
responsible job in reliable loan office; 
first class reference. Address ‘“A.,, 
916,” care J C-K. 





HIGH calibre salesman seeks position 
in better class retail establishment; 
early forties; married; many years 
experience; real find for right organ- 
ization. Address “G., 918,” care J C-K. 








WATCHMAKER, capable takin 
of Repair Department; do rajjp 
work and complicated watches: °° 
ple jewelry repair; Western U.S 





Stephen Lipscomb, 5819 §. y . © 
Ave., Los Angeles, Calif. Van Ness 
aa, 


BOOKKEEPER, stenographer; capap) 
young lady; thoroughly experienced 
all details jewelry manufacturing 
five-day week; New York City: vicin’ 
ity. Address “F., 967,” care J OKO 





$$ 


OPPORTUNITY for reputable chain 9 
individual to acquire immediate serv. 
ices top flight, enviably experienced 
store manager; results absolute] 
guaranteed; finest reference. Address 
“B., 919,” care J C-K. 





——————______ 


SALESMAN in diamonds, watches, bet. 
ter jewelry, desires position with re. 
liable firm; working for Certifieg 
Gemologist title; 20 years’ experience: 
best of references. Address “L,, 875" 
care J C-K. 








MIDDLE aged man, jeweler, especially 
adapted for all kinds of repairs 
wants situation; best reference: been 
working in Pittsburgh shops for the 
aw by years. Address “B., 974,” care 








EXPERIENCED diamond assorter, hard 
worker, assorts all sizes and different 
cuts for perfection, make, color, and 
size; wants a better position; New 
York preferred. Address “B., 976,” 
care J C-K. 








MANAGER, credit jewelry store; thor- 
ough knowledge buying, selling, ad- 
vertising, accounting, credit and col- 
lections; good appearance; congenial: 
20 years’ experience; employed at 
present; seeking better opportunity, 
Address “K., 892,” care J C-K. 





POSITION desired by man well quali- 
fied with more than 20 years’ ex- 
perience in better class cash and 
credit retail jewelry business; store 
management, buying, selling, cred- 
its and collections, window display, 
etc.; can furnish surety bond and 
best of references; available on 30- 
day notice. Address ‘“‘D., 885,” care 
J C-K. 








MAN, at present connected in an execu- 


tive capacity with credit jewelry 
chain, is seeking an opening with 
progressive organization; thorough 
knowledge of every phase of. store 
management, sales and credit. Ad- 
dress “A., 851,” care J C-K. 





JEWELER: two years’ experience, grad- 
uate of Bradley Horology School, de- 
sires position in vicinity of Akron or 
Cleveland; best of references; can 
also do engraving, ete. Morris Krai- 
ness, 463 Fernwood Dr., Akron, Ohio. 


aa 





ASSISTANT manager, of one of the 
South’s leading jewelers, desires man- 
agement of store in climate condu- 
cive to daughter’s health; age 35; 18 
years all inclusive jewelry experience. 
Address “G., 968,” care J C-K. 











WATCHMAKER, certified, desires 
change with future and permanency; 
East or Southern area _ preferred; 
sober, dependable, congenial; used to 
responsibility; good firm will appre- 
ciate this man; honorable reasons, 
best references. Address “J-B., 740,” 
care J C-K., 
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SITUATIONS WANTED—Continued 
ee 


it store manager, excellent 

ALERT, cnet well grounded in credits, 
so llections, merchandising, advertis- 
ing display; college graduate, vet- 
eran age 37, school age children; 
previous association, one store almost 
10 years. Address “Ww. 843,” care J 


C-K. 
———— 


osition wanted, Boston, 

on attractive, intelligent, 
young, married woman desires posi- 
tion; secretary, sales, clerical repair, 
fabrication - retail, wholesale; best 
precious Fifth Avenue experience and 
references; moving to Boston about 
June 20. Address “D., 908,” care J 


C-K. 
a 


ENGRAVING, nationally known, open 
for a position where a personal inter- 
est in fine work will be appreciated; 
also fine gem jewelry designing for 
remodeling; best of references and 
samples; state conditions, hours and 
salary. Address “J., 821,” care J C-K. 




















CAPABLE, efficient, young man, ex- 
perienced all phases handling mount- 
ings; in charge of complete ring de- 
partment for many years with one 
of the leading jewelry concerns, seeks 
responsible job; New York City only; 
best references. Address “Y., 902,” 
care J C-K. 





—_ 


MANAGER or salesman, desires per- 
manent position with high class re- 
tail store; 25 years’ experience; 
thorough knowledge of diamonds, 
fine jewelry and watches; Gemo- 
logical student; age 46; married; 
conscientious; highest reference as 
to ability and character. Address 
“E , 966,” care J C-K. 





MERCHANDISER, buyer, supervising 
manager diamonds, watches, better 
jewelry, available to prominent pro- 
gressive organization or nationally 
recognized department store; respon- 
sible executive spot only; locate west 
of Mississippi, preferably Southwest; 
excellent credentials. Address “F., 
910,” care J C-K. 





WATCHMAKER, graduate of old Amer- 
ican school, wants position in good 
store; also do engraving and jewelry 
repair; 18 years actual experience; 
capable of meeting the public; age 38; 
married, no children: references to 
satisfy. Address ‘‘W., 940,” care J C-K. 





SALESMAN, 28, energetic, personable, 
conscientious, desires retail selling 
position in the South or Southwest: 
graduated Gemological Institute of 
America; have been diamond man in 
large store; thoroughly experienced in 
watches, silverware and diamonds. 
Address “E., 856,” care J C-K. 





MANAGER-salesman, practical man of 
outstanding ability; able to do fine 
watch repairing and some jewelry 
work; accustomed to better class 
store; acquainted with every phase of 
jewelry store operations; good ap- 
pearance and excellent references. 
Address “J., 959,” care J C-K. 








WATCHMAKER - salesman; excellent 
watchmaker, good salesman, nice ap- 
pearance, expert in the art of han- 
dling the public; complete set of tools 
including Watchmaster; desires posi- 
tion in South Texas or Gulf Coast 
States, where good honest work is 
appreciated; now employed; personal 
interview arranged. Address ‘“‘M., 928,” 
care J C-K. 


DO you want better management; I can 
improve your sales and net profit by 
modern aggressive merchandising and 
sales promotion; 24 years executive 
jewelry experience; now general man- 
ager of one of the country’s outstand- 
ing jewelry stores; technically trained 
college graduate, registered jeweler 
and certified gemologist; $10,000 min- 
oe salary. Address ‘“M., 645,” care 




















MANAGER; 20 years’ experience retail 
installment, individual and _ chain 
jewelry stores; aggressive, wide 
awake; thoroughly familiar all phases 
store operation, credits, advertising, 
merchandising and strong sales pro- 
motion; employed at present in unit 
doing million dollar yearly volume; 
capable of handling large unit; prefer 
California or Western States but ex- 
tent of proposition will be determining 
factor; age 43; married. Address “Y., 
880,” care J C-K. 





DESIGNER, now employed, seeks new 
position requiring college _ trained, 
technically experienced, young lady 
possessing artistic judgment and 
knowledge of salesmanship; a retail 
jeweler or a manufacturer can use 
my experience with two leading New 
York department stores, and with 
well known manufacturers, as special 
order designer, working directly with 
customers; unusual ability for dis- 
tinctive, creative designs. Address 
“A., 946,” care J C-K. 





WATCHMAKER, desires position as 
watch repair estimator, assistant 
manager, or manager in high class 
chain store with good clientele, where 
future and advancement is guaran- 
teed; 12 years’ experience in all 
around jewelry store work; excellent 
character references; good personal- 
ity; sober and willing; 31 Years old; 
married; two children; desires salary 
$400 per month; if considered, will 
come for interview. Address “C., 962,” 
care J C-K. 





SALES producer available; due to un- 
usual circumstances, a young, agegres- 
Sive sales executive with an excep- 
tional record of past performance is 
available at once for a position that 
requires hard-hitting initiative and 
guaranteed results; successful past 
record selling leading jewelers’ in 
States of Pennsylvania, Delaware, 
Maryland, West Virginia and Wash- 
ington, D. C.; personally well ac- 
quainted with all accounts; would 
prefer to represent any nationally ad- 
vertised product in cities of Philadel- 
phia, Pa., Wilmington, Del., Balti- 
more, and Washington, D. C. because 
of family and home in Baltimore, Md.; 
if you have any opening or proposi- 
tion of merit, here is an unusual op- 
portunitv to acquire an exceptional 
man. Address “K., 958,” care J C-K. 


aii 


ee 








Lines Wanted 








PACIFIC Northwest salesman, with ex- 
cellent following, is interested in a 
complete line of popular priced 
~~ Address “F., 858,” care J 

-K. 





MANUFACTURERS’ agent desires a 
snappy jewelry or kindred line for 
the jobbing trade on the Pacific 
Coast; commission basis; A-1 refer- 
ences. Address “R., 826,’ care J 
C-K. 





PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following: 
best references. Address “G., 666,” 
care J C-K. 





PACIFIC Northwest experienced sales- 
man is interested in a line of Amer- 
ican made wrist watches, pocket 
watches, clocks, ete. Address “G., 857,” 
care J C-K. 





EXPERIENCED salesman with follow- 
ing, covering key cities in the East 
and Middle West, would be interested 
in a fine jewelry line. Address “A., 
634,” care J C-K. 





MANUFACTURER’S __ representative, 
high calibre, with large following 
amongst jobbers for the Pacific 
Coast territory, desires outstanding 
short lines, consisting of watch at- 
tachments, platinum mountings 
and wedding rings; real producer; 
will be in New York June 5 for in- 
terviews. Address “M., 829,’ care 
J C-K, 





LINE wanted for California; Los An- 
geles resident with following among 
jewelers, department stores, jobbers; 
reliable, good steady producer; manu- 
xl only. Address “K., 868,” care 
J C- 





PACIFIC Coast representative, calling 
on better grade stores over 20 years; 
have line, desire another; diamonds, 
platinum or 14K goods; best of ref- 
erences. Address “J., 665,” care J C-K. 





SAN FRANCISCO representative, open 
for manufacturers’ merchandise, for 
domestic and export; 250 potential 
buyers; sold trade for the past 20 
vears. Chas. Grellmann, 704 Market 
St.. Mutual Blidg., Room 814, San 
Francisco, Calif. 





MANUFACTURERS’ attention; jobber, 
excellent salesman, liquidating his 
business; will represent costume jew- 
elry manufacturer in New York area; 
best connections. Address “L., 668,” 
care J C-K. 





SILVER salesman, calling on depart- 
ment stores, leading retailers and 
jobbers of Mid-West, Chicago head- 
quarters, desires line of popular 
price sterling hollowware and line 
of plated salt and pepper shakers; 
will guarantee volume; commission 
basis only. Address “Circular 106,” 
Room 1415, Heyworth Bldg., Chi- 


cago 2. 





SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong, manufacturer’s line. Address 
“Circular 102”, Room 1415, Heyworth 
Bldg., Chicago 2. 





MANUFACTURERS’ representative, with 
Chicago office and following among 
best rated jobbers and chain users 
throughout Midwest and South, de- 
sires an additional top line; no Ccos- 
tume jewelry lines wanted. Address, 
“Circular 103”, Room 1415, Heyworth 
Bldg., Chicago 2. 








Side Lines 








EARRINGS: side line, a complete, good 
line retailing from $1 on up; also can 
offer other side line items; liberal 
——— Address “E., 978,” care 
J C-K, 





(Continued on page 360) 
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SIDE LINES—Continued 


















(Continued from page 359) 





a 


SALESMEN, all territories, carry sin- 
gle tray good selling 14K, wide en- 
graved, unusual wedding rings; 
state full particulars. Address “B., 
718,’ care J C-K. 














































































EXTRA Commission; salesman, to carry 
line of diamond rings, mountings, 
wedding rings, as side line; sell to 
retail stores; territory open; experi- 
ws preferred. Address “B., 906,” care 





SALESMEN, experienced, to represent 
established manufacturer of ladies’ 
and gent’s 10K and 14K gold stone 
rings and diamond mountings, to job- 
bers only; all territories open. Ad- 
dress “H., 889,” care J C-K. 





SALESMEN wanted, New York, Mid- 
dle States, Texas, for high class 
West Coast manufacturers of gold 
and platinum watch attachments; 
must have following and experience 
with better retail and department 
stores; please state experience and 
full particulars: commission basis. 
Address “‘F., 979,’ care J C-K. 





SALESMEN wanted to carry side line 
of nationally advertised bands, straps, 
ring boxes, to call on retail jewelry 
stores; open territories; commission 
basis; state full details. Address “P., 
838,” care J C-K. 





REPRESENTATIVE with good fol- 
lowing among the better jewelry 
department stores, to represent 
West Coast manufacturer of out- 
standing 14K gold jewelry; all ter- 
ritories open. Address “YV., 842,” 
care J C-K. 





SALESMEN wanted by manufacturer, to 
carry ladies’ popular priced diamond 
mountings and sets, also gent’s dia- 
mond mountings and stone rings, in 
New York, Chicago and Pacific Coast: 
can carry part or full line. Address 
“H., 869,” care J C-K 





MANUFACTURER wants experienced 
salesmen with large following 
among retailers, credit stores and 
chains, to sell an outstanding line 
of gold-filled watch bands; this line 
is designed for volume business, 
and pays very high commissions; 
write us fully about your past ex- 
perience, and let us know what 
lines you now carry. Address “G., 
955,”’ care J C-K., 





SALESMAN wanted for leading manu- 
facturer of marcasite jewelry; sold 
direct to retailer; one with following 
among jewelers preferred: non-con- 
flicting lines allowed; write complete 
details in first letter. Address “H.,, 
819,” care J C-K. 





SALESMAN with jewelry store follow- 
ing in Ohio and Indiana, to carry a 
representative, non-competing line 
of a leading wholesaler; must have 
car. Address “J., 800,’’ care J C-K. 

















SALESMAN, for Middle West, with job- 


ber and material house following, to 
carry manufacturer’s line of velvet 
and plastic ring and jewelry boxes; 
commission basis; state lines carried 
and territory covered. Address “L., 
944,” care J C-K. 





MANUFACTURER wants experienced 


salesmen with large following 
among retailers, credit stores and 
chains, to sell an outstanding line 
of American made pearls; terri- 
tories open in South, Southwest 
and Middle West; we pay very high 
commissions; write us fully about 
your past experience and let us 
know what lines you now carry. 
Address “Y., 942,”’ care J C-K. 





REPRESENTATIVE with following 


among Pacific Coast wholesalers, 
wanted to sell our watch straps; line 
is well known in territory well ad- 
vertised, and will make a well paying 
side line; tell other lines. Address 
“N., 830,” care J C-K. 





MANUFACTURER of line of exclu- 


sive gold-filled watch bands, desires 
salesman to call on watch import- 
ers and watch manufacturers; give 
full details regarding past experi- 
ence in first letter; all replies confi- 
dential. Address “H., 956,’’ care 
J C-K. 





SALESMEN wanted: reliable house is 


seeking experienced traveling sales- 
men, with following, to carry high 
class hair ornaments as side line for 
the jewelry and notion departments; 
many territorial openings: all replies 
will be held strictly confidential. Ad- 
dress “A., 972,” care J C-K. 





MANUFACTURERS’ _ representatives 


wanted; old established New Eng- 
land manufacturer of silver plated 
hollowware, some sterling, and oth- 
er giftwares, doing million dollar 
annual volume, is changing present 
method of distribution; has terri- 
tories open for established manu- 
facturers’ representatives with good 
following; give full particulars first 
letter concerning territory covered, 
other lines carried, volume on best 
lines, personnel, etc.; replies kept 
confidential. Address “A., 905,’’ 
care J O-K. 





SALESMEN wanted by manufacturer of 


unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department stores 
througnout the country; must have 
established following: good terri- 
tories available: commission basis. 
Address “N., 1253,” care J C-K. 








Help Wanted 








WANTED, A-1 jeweler, who can repair 


and set stones. Address “V., 1461,” 
care J C-K. 











GENERAL salesman wanted. Henry 


Paulson & Co., 131 S. Wabash Ave., 
Chicago, III. 





WANTED, two A-1 watchmakers; per- 


centage basis only. Address “T., 1460,” 
care J C-K. 








SALESMAN wanted; large man 
turers, popular priced silver — 
chrome plated hollowware and 
electric appliances, have the follow. 
ing territories open: States of Ohio 
Kentucky, and West Virginia; mig. 
souri, Kansas, Iowa, North ang 
South Dakotas, New Jersey ang 
Delaware; straight commission or 
drawing account; only those who 
can produce and who have a fol. 
lowing need apply. Address “K, 
667,"’ care J C-K. 








POSITION for a licensed ophthalmic dis. 
penser and jewelry store worker: 
Westchester County. Address “F,, 459" 
care J C-K. 


























ESTIMATOR for watch and jewelry de- 
partment; must have agreeable, pleas. 
ant personality; excellent working 
conditions; salary. Box 270, Tucson, 
Arizona, 








WATCHMAKER wanted; must be 
first class repairman; send refer. 
ences and past experiences to, Lip- 
son’s Jewelry Store, Fairmont, 
W. Va. 








DIAMOND setter, steady employment 
with top salary; state salary desired 
and references in letter. Address “G., 
453,” care J C-K. 





—_—-_-_—_——_——— 


ENGRAVER and chaser; one having 
four or more years’ experience and 
looking for a greater opportunity; 
write in detail. Address “X., 879,” 
care J C-K. 





WANTED, watchmaker, one under 35, 
with at least 10 years experience; 
must be good on small hairspring and 
balance work; good Wisconsin city. 
Address “P., 832,” care J C-K. 





EXCEPTIONAL opportunity for live 
wire salesman with established fol- 
lowing among the retail jewelers 
in Texas, Oklahoma, and Kansas, 
to carry nationally known line of 
diamond rings, backed by keen 
promotion and advertising, selling 
better quality of diamond rings; 
straight commission; drawing 
against commissions. Address “T., 
835,”’ care J C-K. 





JEWELER on platinum and gold; and 
accustomed to special order work; $2 
per hour to start; fine opportunity; 
give information in detail. Address 
“J.. 877,” care J CoM. 





SALESMAN with retail store following 
for New York Metropolitan area to 
carry complete line of 14K wedding 
rings and men’s jewelry. Address “S., 
§98,"" care J C-K. 








JEWELER; experienced making fine 
platinum and gold special orders, 
repairing; good salary and work- 
ing conditions. B. Michaelson & 
Co., 1301 G St., N.W., Washing- 
ton 5, D. C. 








WANTED, first class jeweler and dia- 
mond fitter with trade shop experi- 
ence; state salary, age and experience 
in first letter. E. M. Davis. 207% W. 
Sycamore St., Greensboro, N. C. 
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class engraver, one who 

WANTED, ie jewelry work preferred; 

cormanent position with first class 

poncern to right man. Address P. ©. 
Box 114, Jacksonville, Fla. 


__ 
N wanted to handle gold and 





A . 
SA nin line, semi-mounted and 
P ountings: prefer experienced man to 


ar West or New England. Room 
oe W. 46th St., New York, N. Y. 





aan ananmnea 
AVERS; first class engravers; 

Te eresanent positions with leading New 
jewelers; air conditioned 


Orleans ( 
work room; pleasant surroundings. 


Write or wire, Adler’s, 722 Canal St., 
New Orleans, La. 








DIAMOND wholesaler to carry dia- 
mond line from manufacturer, cut- 
ting from quarters to carat sizes; 
only rated firms or with high class 
references. Address “‘A., 628,”’ care 


J C-K. 








SALESMEN wanted to represent manu- 
facturer on the Pacific Coast and in 
New York City, with a complete line 
of platinum watch cases and brace- 
lets, to call on jobbers. Address “B., 
852." care J C-K. 








EXCELLENT future for young, ener- 
getic watchmaker, capable of doing 
jewelry repair in one of the West’s 
most promising towns of 40,000. 
Barons Jewelers, 20 N. Broadway, 
Billings, Mont. 





SALESMAN, with car, experienced only, 
travel Southern States or closer ter- 
ritory; watch materials, jewelers’ sup- 
plies, straps; opportunity for experi- 
ey party. Address “H., 924,” care 





WATCH salesman, with following, 
wanted for South-Eastern States; 
popular priced Swiss line; commis- 
sion basis; no objection to non- 
conflicting lines; state references. 
Address “C., 947,” care J C-K. 





SALESMEN wanted to travel; open ter- 
ritory; must have car to call on re- 
tail jewelry stores; one with trade 
following preferred; good opportunity 
for the right man. Address “rt, wae.” 
care J C-K. 





JEWELER who has had 15 or more 
years’ experience and capable of su- 
pervising a medium sized shop: a fine 
opportunity for a capable man and 
holds a great future: give information 
as to experience in detail. Address 
‘F., 878,” care J C-K. 





SALESMAN; we are open for a good, 
experienced diamond ring salesman 
with a good following; excellent op- 
portunity for right man with an old 
established diamond ring firm of over 

years. Address ‘“M., 945,” care 








WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J O-K. 


JEWELRY store manager wanted for 
large volume installment operation, in 
Middle West; must be thoroughly 
familiar with all phases of the retail 
jewelry business; top earnings. Write 
in detail to, “L., 825,” care J C-K. 





SALESMAN wanted, by manufacturer, 
to sell to the jobbing trade and large 
credit stores, a full line of gold duet 
mounting sets and platinum duet 
mounting sets, covering Eastern ter- 
ritory and the South. Address “C., 
907," care J C-K. 





MANAGER wanted for fine Baltimore 
jewelry store; opportunity offered 
to participate in ownership; give 
experience and qualifications; in- 
quiries held strictly confidential. 
Address “H., 859,’ care J C-K. 





YOUNG LADY, experienced in watch 
import line, capable of handling all 
details regarding movements, dials 
and cases; must have good references. 
Address “P., 372,” care J C-K. 











SALESMAN to carry new line of ladies’ 
gold and platinum mountings, with a 
following in the jobbing trade and 
larger users in Chicago and adjacent 
territories; non-conflicting side line 
not objectionable. Address ‘‘N., 894,” 
care J C-K. 





EXPERIENCED traveling salesmen 
with good following and jobbers, to 
handle a very fine line of custom 


made watch straps; recognized 
product; guaranteed _ territorial 
rights; state territories covered. 


Jack Kreuter Co., 516 Fifth Ave., 
New York 18, N. Y. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress “R., 834,” care J C-K. 





JEWELRY salesman with retail follow- 
ing in Texas, Oklahoma, Arkansas, 
Louisiana and Mississippi to represent 
New York diamond ring manufac- 
turer; must travel by car: excellent 
opportunity for man living in the ter- 
ritory: give full particulars. Address 
“*M., 895,” care J C-K, 





MANUFACTURER of fine gold and 
platinum jewelry desires salesman 
with following in better’ stores; 
only experienced men need apply; 
commission basis; give full details. 
Address “‘M., 828,’ care J C-K. 





JEWELRY chain store organization, 
with headquarters in New York, de- 
sires man with jewelry experience to 
work out of New York office, in mer- 
chandising matters; state experience. 
Address “D., 693,” care J C-K. 











SALESMEN wanted, to carry high class 
line of gold and platinum wedding 
rings, for old established house; lib- 
eral commission and exclusive terri- 
tories in South, Coast and Middle 
West, selling principally to better 
class retail jewelry stores. Address 
“G., 922,” care J C-K. 





SALESMAN wanted with following 
among good wholesalers to represent 
well established manufacturers of 
men’s and ladies’ 10K stone rings, on 
commission basis; no objections to 
other non-conflicting lines; all terri- 
tories open. Address “C., 853,” care 
J C-K. 


ROAD salesman; we have some ex- 
cellent established territory open 
for an aggressive salesman; splen- 
did future with a progressive fac- 
tory ring and mounting line. Good- 
man & Co, 42 W. Washington St., 
Indianapolis 4, Ind. 





WANTED, first class watchmaker, re- 
tail establishment, G. A. Schneider & 
Son, Kingston, N. Y.; permanent posi- 
tion; excellent living conditions guar- 
rc state experience, salary de- 
sired. 





SALESMEN wanted; ring display pads; 
rentals and sales; excellent oppor- 
tunity; territory open; commission; 
references required. Paramount Ring 
Display, Div. of Paramount Leather 
ie 779 Towne Ave., Los Angeles, 

alif. 














SALESMAN, Denver, West; New 
York firm well Known and con- 
sistently established in territory for 
many years, selling diamonds, 
mountings, wedding rings; appli- 
cant must have wide acquaintance 
in this territory; liberal commis- 
sion against drawing; excellent op- 
portunity for right man; state full 
details; information will be re- 
spected in confidence. Address “L., 
863,” care J C-K. 





JEWELRY salesman, with established 
following among retail jewelers, 
wanted for manufacturer of outstand- 
ing platinum diamond, and gold jew- 
elry: excellent opportunity: all terri- 
tories open, except West Coast; side 
line permitted. Address “J., 925,” care 
J 





SALESMAN, with following in Metro- 
politan area, New York City and 
vicinity; also New York State, New 
Jersey, Pennsylvania, West Virginia. 
Ohio: leading. long established firm 
of popular price watches; liberal com- 
mission: no objection to non-conflict- 
ing sideline: references. Address “F., 
953.” care J C-K. 





SALESMAN, large manufacturer of 
gold finding rings, selling to job- 
bers and manufacturers, has open- 
ing for top-notch traveling sales- 
man in the Midwest and South; re- 
plies held in the strictest confi- 
dence. David Pfeffer Co., 106 Ful- 
ton St., New York City. 





PROMOTION salesmen calling on credit 
jewelry retailers; all will buy our 
sensational promotion, guaranteed to 
bring back paid-out accounts as cus- 
tomers, with easy earned commissions 
to salesmen; state experience, terri- 
tory covered. Gershon Co., 223 Hindry 
Ave., Inglewood, Calif. 





SALESMAN, wanted for New England 
or West Coast, to carry advertised 
line of platinum diamond cases, at- 
tachments, mountings and wedding 
rings, gold mountings, wedding rings 
and colored stone rings; no objection 
to handling of non-conflicting lines. 
Address “K., 744,” care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expect- 
ed. Address “J., 4321,” care J C-K. 





(Continued on page 362) 
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SALESMAN, experienced, wanted for 
States of Virginia, North Carolina, 
and South Carolina, by wholesaler 
of many nationally known lines; 
numerous established accounts; 
must have car; write full particu- 
lars; replies confidential. Address 
“D., 854,” care J C-K. 





SALESMEN, opportunity to carry line 
of 14K gold dye-struck wedding rings, 
hand chased and plain, priced right, 
to sell to retail jewelry stores on 
commission basis; we run over 150 
different numbers; Mid-West, New 
England and Texas areas open: send 
references with letter. Address “G., 
816,” care J C-K. 





SALESMAN; do you have the ability to 


organize and manage sales: a small 
midwestern company, producing first 
quality, easy to sell class rings, med- 
als, charms, class and award pins and 
buttons, desires a competent man: a 
real opportunity for one who is in 
earnest; must have full details confi- 
oy. Address “B., 846,” care J 





SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
lines; South and Midwest terri- 
tories open; important: only men 
with a good retail store following 
may apply; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address “W., 
472,” care J C-K. 





SALESMEN wanted by manufacturer of 


silver plated hollowware, popular 
priced quality line, distinguished 
name, for department stores, jewel- 
ers, gift shops. etc.; highest commis- 
sions; prceductive territories open: no 
objection non-conflicting lines; sam- 
ples and photos or complete sample 
line: write fully in strict confidence. 
Address P. O. Box 365, Church St. 
8, New York, N. Y. 





LEADING nationally advertised line of 


popular priced watches, seeks West 
Coast representation. with several 
salesmen, calling on the trade; exclu- 
sive and profitable franchise to the 
right party: highest references to be 
exchanged in strictest confidence. Ad- 
dress “N., 4€4,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry mak- 
ing, diamond setting, engraving; 
write for catalog. Kansas City 
School of Watchmaking, 617 Wyan- 
dotte, Dept. C, Kansas City 6, Mo. 





SALESMAN: wanted by an established 


manufacturer to represent the Middle 
West and part of the South: must 
have an established following among 
jobbers and wholesalers: we manu- 
facture a good line of ladies’ 14K gold 
mountings, sets, dinner rings, wed- 
ding rings, two and three stone rings 
and semi-cocktail rings: we have a 
good line for the right man: state 
all particulars in the first letter. Ad- 
dress “B., 883,"" care J C-K. 














JEWELRY wholesaler wants traveling 
salesman to carry excellent line, 
straight 10% commission paid; gives 
man chance to make excellent money; 
all right for man to also carry side 
line of his own or other firms. Ad- 
dress “L., 5148,” care J C-K. 





SALESMAN wanted, for diamond im- 
porting and cutting firm to carry 
unmounted polished diamonds; 
must have established following 
among jewelry manufacturers; all 
territories open; excellent refer- 
ences required; state age, experi- 
ence and territory covered; all re- 
plies confidential. Address “F., 
921,” care J C-K. 





OFFICE manager: mature: single lady, 
or man; salary $225 to $275 per month 
to begin, for modern, retail, credit 
jewelry store, new, Mobile, Alabama; 
require person with four or more 
vears’ experience in credit jewelry 
store office work, to work and super- 
vise three others: cashier work, cred- 


its, collections, bills payable, social 
security, tax returns, etc.; absentee 
owner; immediate opening: state 


names of past employers, dates em- 
ployed, type of work done. earnings, 
etc. Apply, P. O. Box 31, Mobile, Ala. 





A-1 WATCHMAKER wanted; must be 
capable of taking complete charge of 
repair department in fine, modern 
store, where good workmanship is 
appreciated; should have at least five 
years or more experience; state sal- 
ary and references in first letter: this 
position is near Reading, Pa. Address 
“B., 70,” care J C-K. 





SALESMEN wanted; we manufacture 
a complete line of fine platinum 
and gold diamond jewelry; we are 
looking for only high calibre men 
with a following among the retail 
jewelers in the following states: 
Arizona, Arkansas, California, Col- 
orado, Idaho. Illinois, Iowa, Kan- 
sas, Maine, Massachusetts, part of 
Michigan, Minnesota, part of Mis- 
souri, Montana, Nebraska, Nevada, 
New Hampshire, New Mexico, 
North Dakota, Oklahoma, Oregon, 
Rhode Island, South Dakota, Utah, 
part of Texas, Vermont, Washing- 
ton, part of West Virginia, Wiscon- 
sin, Wyoming, Florida, part of 
Louisiana, part of Pennsylvania; 
we are only interested in men who 
can produce, as we do not wish to 
waste your time or ours; liberal 
commissions and drawings; if you 
are the right man for us, write to 
“*A., 882,”’ care J C-K. 





SALESMAN, with established following 
among retail jewelers and depart- 
ment stores; all territories open; to 
carry solid gold line of baby rings, 
ladies’ birthstone ring assortments, 
boys and girls signets, pendants, 
cameo brooches, earrings, crosses; all 
attractivelv boxed and popular priced; 
line packed in one 11-inch case: state 
references. experience in first letter; 
no objection to carrying one other 
non-conflicting line. Address. Manu- 
facturing Wholesaler, Box 2066, Pat- 
erson, N. J. 





SALESMAN, New England and Mid- 
dle Atlantic States: reputable New 
York firm selling diamonds, mount- 
ings, wedding rings; applicant 
must have wide acquaintance in ter- 
ritory; liberal commission against 
drawing: excellent opportunity; 
state full details, information re- 
spected: strictly confidential. Ad- 
dress “J., 862,”" care J C-K. 





ADVERTISING manager, retail credi 
jewelry chain; one of America’s a 
standing retail credit jewelry chain, 
has an unusual opportunity with = 
real future for a seasoned advertis- 
ing man; he must have had 10 to 90 
years’ experience in the retail credit 
jewelry field, writing ads, plannin 
promotions, direct mail, ete.: he must 
be creative, promotional and _ gales. 
minded, completely conversant with 
retail jewelry appliance and radio ad. 
vertising; he will serve as the stron 
right arm of the owner of the come 
pany, and will work along with him. 
consequently, advancement is assure’ 
and remuneration excellent; write jn 
complete confidence, giving full de. 
tails as to salary requirements, preyj. 
ous experience, age, etc. “D., 999” 
care J C-K. ) 





tlt LL 


FEINSTEIN Bros., 5 S. Wabash Ave 
Chicago, Ill. Los Angeles office, 295 
W. Fifth St.; salesmen wanted with 
established following among retgjj 
jewelers and department stores, to 
represent outstanding watch materia] 
and supply house in business for 93 
years; complete lines of watches, dia. 
monds, solid gold rings, clocks, tools, 
better jewelry. J-B bracelets; distrib. 
utors of watch cases and other na- 
tionally advertised merchandise: ex. 
cellent opportunity for the right man: 
open territories Midwest, West, South 
and Central States. 


SLPS EA PRE OE EE LRN ELL NE SLT TE BEET EI ETI A ry, 
scree ete ce a, 


For Sale 


Stores, Stocks and Businesses 




















FOR SALE; jewelry store established 
over 90 years, located in New Hamp- 


shire; doing an excellent business; 
population 6,000. Address ‘J., 949” 
care J C-K. 





—_————_—_— 


near Stam- 
low over- 
ideal for 
Belknap’s, 


FOR SALE, jewelry store 
ford, N. Y.: good income, 
head: connected apartment: 
couple: owner disabled. 
Stamford, N. Y 








PHOENIX, Arizona: good-going repair 
and special order trade shop, com- 
plete with machines; located in heart 
of town with good lease; with or 
without inventory. Address “F., 886,” 





care J C-K. 
MODERN, attractive jewelry store in 
downtown business7 district; good 


lease with or without stock; illness 
reason for selling. Globe Jewelers, 
44 S. Pine Ave., Long Beach, Calif. 





RARE opportunity, beautiful jewelry 
store in the heart of the busy de- 
partment store section of Fulton 
Street, in Brooklyn, N. Y.; owners 
retiring from business. Address 
“R., 833,”’ care J C-K. 


————as 





PORTSMOUTH, Va.: long established 
jewelry store for sale, requiring about 
$50,000 cash: 100% location; details 
on request. Goodman-Segar-Hogan, 
Inc., 600 Dickson Bldg., Norfolk, V4 


— 








MODERN jewelry store, clean stock of 
best lines: low rental, long lease; 
wealthy suburb of New York City; 
good volume of business; established 
16 years; excellent opportunity; aD- 
proximately $20,000. Address “E, 
951,” care J C-K. 








COUNTIES’ oldest jewelry store; 40 
steps from three oldest banks: long 
lease: rents $80; age 70; prefer re- 
tirement: investment, $14,000; would 
reduce: details furnished. W. N. Mc- 
Curdy, Corpus Christi, Texas. 
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located in Paes. 
ulation 5,000; also drawing 

BM from eight pgs ger 
. : of repair work; g00 op- 
towns; lots watchmaker; doing 


i for 
port "pusiness: $10,000. George Wy- 


man, Milford, N. H. 


—— 

‘-ERLY Hills, California; one of the 
ere most beautiful and modern 
stores, finest location; long, desirable 
lease; with or without inventory, re- 
cently cost over $35,000 to modernize; 
very reasonable; terms to suit. Ad- 
dress “R., 930,” care J C-K. 


_ esaaaminenniilh 
BEAUTIFUL modern jewelry store in 
heart of New York City; only name 
brand watches; wonderful for two 
ple; about $10,000 cash will 
handle complete; low rent and 
lease. Address “R., 325,’ care J C-K., 


JEWELRY store 














JEWELRY and gifts, the only store of 
its kind in a small town in Connecti- 
cut; wonderful opportunity for watch- 
maker; store up-to-date; partners dis- 
agree. Address “M., 705,” care J C-K. 








SUCCESSFUL, retail jewelry business 
in large city of Mid-West, for sale 
because of death; established and op- 
erated by same family since 1881; 
puilding will also be sold if purchaser 
desires; well balanced stock; excel- 
lent opportunity. Address “A., 872,” 
care J C-K. 








ABOUT $6,000 cash, buys long estab- 
lished, one price, plain figures jewelry 
business with lease, in East Houston, 
Texas, for quick sale; 1947 cash sales, 
$5,625; repairs, $38,544; credit busi- 
ness, $230; cash monthly payroll from 
industries within 10 blocks, over 
ee Address “D., 977,” care J 
C-K. 


—_——— 


JEWELRY store in Central Philadel- 
phia. with active watch repair de- 
partment, well established with high 
grade clientele; $25,000 to $40,000, in- 
ventory proportioned to meet pur- 
chaser’s figures; stock well balanced 
with nationally advertised articles: 
ili health is main reason for desire to 
sell. Address “T., 840,” care J C-K. 








MODERN jewelry store, in fast grow- 
ing Tennessee town of 5,000; clean 
stock; leading lines of watches, dia- 
monds, jewelry and giftware; new, 
modern fixtures; excellent location; 
widow must sell. Address “C., 
965,”’ care J C-K. 








JEWELRY _ store, well established, 
Louisiana; new, clean stock all na- 
tionally advertised lines watches and 
Silverware; gift department, complete 
watch and jewelry repair depart- 
ments; volume approximately $50,000; 
showing nice increase this year: will 
take $35,000 to $40,000 to handle: 
Selling because of ill health. Address 
“Y., 844,” care J C-K. 











FOR SALE; nice modern jewelry and 
watch repair business; North Rocky 
Mountain section; large government 
project just starting nearby; quotas 
of nationally advertised brands: low 
rent; cash income runs well into five 
figures and should double in the next 
18 months; price $30,000; could re- 
duce some; good reason for selling. 
Address “L., 927,” care J C-K. 








FACTORY for gale: equipped from A 
to Z for manufacturing jewelry, sil- 
ver, brass, gold and gold filled; also, 
one floor equipped with machinery for 
making dies, tools, melting and roll- 
ing your own metal; also plating 
room and dry and wet polishing 
room; beautiful, fireproof building 
with oil heat; can be bought with or 
without building; in operation at 
present time; reason for selling, ill- 
hess and shorthanded management: 
will sacrifice: location Massachusetts. 
Address “D., 950,” care J C-K. 




















ee 








— 








JEWELRY store, modern, air condi- 
tioned, located in good Missouri 
college town, population about 
15,000; large trade area of 35,000; 
large factory, County seat; very lit- 
tle competition; good hunting and 
fishing; $80,000 cash business last 
year; sell for inventory, about 
$50,000; clean stock; owner retir- 
ing. Address “K., 913,’ care J C-K, 





ESTABLISHED jewelry store, 40 years, 
in fine main business location of 
Georgia industrial city; active, clean 
stock, all standard brand agencies; 
good volume, consistent profits; low 
overhead; large cash accounts; cred- 
its to select accounts; $40,000-60,000 
investment, depending on _ buyer's 
preference; owner has other inter- 
ests; wonderful opportunity for hus- 
tler, or progressive organization; our 
credit standing high; no promoters or 
auctioneers apply. Address “‘J., 642,” 
care J C-K. 





For Sale 


Tools, Equipment 








VOLLAND greeting card cabinet with 
cards: only short time in use. Write, 
Saul Simon, Radford, Va. 





BRAND new Parker Pen showcase, with 
fluorescent lighting; sells for $725; 
will sacrifice at $475. Address “L., 
893,” care J C-K. 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien. 220 W. Fifth St., Los Angeles 
13, Calif. 





POWER roller, flat 4%” rolls; can also 
be hand operated; mounted on cast 
iron table; $150. Liberty Jewelry Co., 
21 N. Liberty St., Baltimore, Md. 





ARCH CROWN cellu'oid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





FOR SALE, mahogany fixtures in good 
condition; 11 glass floor cases; total 
length 80 ft.; also 12 mirror back 
lighted wall cases; total length, 93 
ft. Contact direct, Kernaghan, Inc., 
411 Cherry St., Macon, Ga. 





ENTIRE jewelry store fixtures; three 
safes, eight wall cases, five floor 
cases, 51’ paneling including five mir- 
rors, walnut finish, excellent condi- 
tion; delivery August 1. Robert J. 
Snyder, 12 E. Main St., Norristown, Pa. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 
31 East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 











+ 


Business Opportunities 








EVERY EFFORT is made by The Jew- 
ele:s’ Circular-Keystone to keep its 
advertising columns clean. Advertis- 
ers under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict 
censorship requirements of The Jew- 
elers’ Circular-Keystone. 


JEWELRY, or jewelry and loan busi- 
ness; California or Florida; invest 
to $75,000; can be credit or cash; 
all leading lines. Address “J., 957,"’ 


care J C-K. 





MOVING to West Coast; want jewelry 
store doing over $50,000 yearly; give 
details and price; will pay cash. Ad- 
dress “G., 954," care J C-K. 





WANTED to buy; old established jew- 
elery store in California, Texas or 
Arizona; must have watch and silver 
lines and be a good buy. Address 
“C., 814,” care J C-K. 




















GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our adver- 
tisement page 33. 





WANTED to buy old established jew- 
elry store in town of 20,000 or more; 
must have watch and silver lines, and 
good reputation. Address “E., $815,” 
care J C-K. 





AUCTIONS successfully and ethically 
conducted anywhere in the coun- 
try; 12 successful sales in 1947. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





UNUSUAL opportunity for watchmaker- 
jeweler, to share space, in store and 
window of my well located optical 
store, at 962 Bergen St., Newark, N. J. 


Phone Waverly 3-4422. 





WOULD you like to retire from busi- 
ness; if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will 
and lease will sell for cash the same 
as your stock; we are not stock 
buyers, but one of the oldest exclu- 
sive jewelry brokers in business; 
unquestioned bank references, also 
references from clients who have 
used our services recently; no store 
too large or small to use _ this 
service; write for competent ap- 
praisals and complete details with- 
out obligation. McRae & Shaw, 
168 N. Michigan Ave., Federal Life 
Insurance Bldg., Chicago, Tl. 











JEWELRY salesman with $10,000 to in- 
vest as equal partner in Los Angeles 
mounting-manufacturing business. E. 
C. Jewelrv Mfg. Co., 542 S. Broadway, 
Los Angeles, Calif. 





AUCTIONEER, 12 successful sales 
conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





JEWELER wants to buy established 
jewelry store in town of 10,000 or 
smaller; Eastern, Central or Midwest- 
ern States: submit necessary informa- 
ws Ry letter. Address “J., 823,” care 
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SELLING your stock? We are cash 


buyers of complete, partial, or sur- 
plus stocks of retail jewelry stores; 
our representatives will come to 
you; call or wire collect: David 
Freedman, 110 Brainerd Road, 
Allston, Mass. LOngwood 6-8479. 





AUCTION with profits, auction sales 


conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood  St., 
Brooklyn, N. Y 





DISTRIBUTOR of fine jewelry, with 
nation-wide coverage of top retail- 
ers, interested in hearing from re- 
liable manufacturers of gold or 
platinum lines and specialties, who 
can use our sales coverage on a 
mutually profitable basis. Address 
“V., 936,” care J C-K. 





COLMES' BROS., cash buyers of 


jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





WANTED to buy, established jewelry 


store in town of 8,000 population or 
larger; will pay eash; all information 
confidential. Walter MacDonald, 117 
S. Anderson St., Elwood, Ind. 





MR. JEWELER, if you want to retire 
‘from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can 
be done, with one of my dignified 
auctions; I guarantee that there 
will be no loss and that your pres- 
tige will even be enhanced in your 
community; or if you want to sell 
your stock outright, I will buy it at 
the highest price; write or wire for 
details; all correspondence strictly 
confidential; bank and trade refer- 
ences on request. M. C. Maxwell, 
1429 Boardwalk, Atlantic City, N. J. 





WANTED to buy: established credit 


jewelry store within a radius of 200 
miles from Chicago; will pay a good 
price for inventory, accounts receiv- 
able, lease; to be continued as a going 
business. Albert Ellman, 324 W. State 
St., Rockford, TI]. 





WANT to sell out, raise cash, etc., if 
so, it is well to know with whom 
you are dealing; check my financial 
standing in Jewelers Board of 
Trade or Dun & Bradstreet; over 
500 letters on file from satisfied 
jewelers for whom we have oper- 
ated. Write, wire, telephone. Earl 
Wilson, 424 Madison Ave., New 
York. 





MIDTOWN New York jewelry shop, for 
rent;. equipped for manufacturing to 
jeweler, diamond dealer or whole- 
saler; North light; low rent; if in- 
terested have models and molds for 
casting of watch ornaments) and 
bracelets. Address “P., 929,” care J 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill. Dearborn 1684. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Bunde & Upmeyer, Milwau- 
kee; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth; two group auctions 
for St. Louis’ leading jewelers; 10 
auctions, two million dollars. Amer- 
ica’s Foremost Jewelry Auctioneer, 
Thomas J. Faussett, Howell, Mich. 





PARTNER desired for expansion of 
thriving jewelry store in Southeast- 
ern Florida; old store with good 
franchises; prefer experienced 
watchmaker, engraver, jeweler to 
take over lucrative repair depart- 
ment; must have good appearance 
and personality; age 35 to 40; will 
sell half interest at book value for 
$15,000; two-thirds cash, balance 
out of income. Address “A., 845,” 
care J C-K. 





JEWELRY stores wanted, large chain, 
now operating 24 units, looking to 
purchase additional stores; will buy 
for cash, desirable individual or 
groups of stores doing volume of 
$75,000, or more per year, anywhere 
in the United States; we will pay a 
good price for your inventory, ac- 
counts receivable, good will, fixtures 
and lease, to continue as a going 
business; we are a AAA-1 rated con- 
cern; all correspondence and inquiries 
will be held in strictest confidence. 
Write, wire or phone. M. J. Fisher, 
Markson Bros.. 100 Summer St., Bos- 
ton, Mass. HUbbard 2-2758. 





WHOLESALE jewelry and material 
house, in a city of 400,000 population, 
established since 1932, offers half- 
interest to right party; must have 
knowledge, either in inside manage- 
ment, or outside selling; excellent 
opportunity; business expanding; need 
assistance and cash. Address “jJ., 
890,” care J C-K. 





AUCTIONEERS, V. C. Kelley and 
Gordon Cobb, America’s outstand- 
ing jewelry auctioneers for over 20 
years; you will be pleased with 
our modern methods and _ profit- 
able results; our recent and record- 
breaking sales our best reference. 
Write or wire, America’s outstand- 
ing auctioneers, Kelley and Cobb, 
1831 Fourth Ave., Birmingham, 
Ala. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the 
highest character. Write, 15-17 Maiden 
ee. New York. Telephone, Rector 















= 
Wanted to Purchase 
— a 
WANT, dies in A-1 condition 
plete dial refinishing busines. mo’ 
x: cash. Address “A,, ” cant 











—————_____ 


CASH for used watchmakers’ and jewe!] 
ers’ tools, lathes, cleaning machines 
staking tools, etc. R. P. Gallien 295 
W. Fifth St., Los Angeles 13, Calif 





ee 


HIGHEST prices for old watch move. 
ments, 0 to 18 size preferred; chec, 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee 
Ave., Chicago 47, III. | ‘s 





tlt rr. 


HIGHEST prices paid for old watches 
and movements; check by return mai] 
if amount approved by you. K. B RP 
Co., Department K, 68 Nassau st. 
New York 7, N. Y. : 








WILL purchase at fair price 12-16-1 
size open escapement watch move- 
ments, good or fair condition, for 
practice use for our students; send 
all you have together with price to, 
A. W. Thacker Academy, 423 Federa] 
St., Pittsburgh 12, Pa.; check by re. 
turn mail. 





SILVERWARE, sterling or plated; we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active ster- 
ling, engraved or not; have a waiting 
list for hundreds of patterns and am 
willing to pay for as merchandise and 
not as scrap. Vroman’s Silver Shop, 
520 W. 7th St., Los Angeles 14, Calif, 





alee 


———<——— 


Watch Work, etc., for 
the Trade 











WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa, 





QUALITY watch repairing to the trade 
since 1920. Joseph J. Post & Co, 
Member of Jewelers’ Board of Trade, 
55 E. Washington St., Chicago 2, Ill. 





WATCH repairing, for the discrimi- 
nating jeweler only, one week’s ser- 
vice; specializing in mail orders. 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York, N. Y. LU 3-5865. 





HIGH quality watch repairing timed on 
Watchmaster, for the trade exclusive- 
ly; guaranteed workmanship; reliable 
service; price list on __ request. 
D’Emilio Co., 707 Walnut St., Phila- 
delphia, Pa. 


a 





WATCH repairing for the trade; many 
years experience in Europe and the 
United States; first class workman- 
ship; inquiries invited. H. B. Love- 
kin, 295 Maple St., Holyoke, Mass. 





WATCH repairing for the trade; work 
done in our own shop; personal at- 
tention given to every job; a trial 
shipment will be convincing; _ will 
gladly furnish references. Albert May- 
hoefer, 3027 N. Racine Ave., Chicago 
13, Tl. 
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ED and plain watch repair- 
graph cleaning $8; a 
on Watchmaster, one weeks 
perl Felder’s, 1173 52nd St., Brook- 
lyn 19. N. Y. Gedney 6-5300. 


ee 


TY-FIVE years of experience 
— ae watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you of ac- 
curate timing plus a year guarantee 
on all your repairs; satisfaction is 
our motto; prompt delivery of five 
to 10 days, including a thorough 
checking; price list upon request. 
H. Spielman Co., 9 Maiden Lane, 
New York 7, N. Y. 


COMPLIC AT 
ing; chrono 











NOMETERS, complicated watches 
= clocks our specialty; mail orders 
and estimates solicited; pick-up ser- 
vice on Long Island. H. Simon, Box 
116-C, Central Islip, N. Y. 








EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality, 
efficiency, dependability. Harr 
Watch Repair Co., 2 E. 45th St., 
New York. 











—_—_——- 


TRADE work, high-grade watch repair- 
ing, repivoting, complicated watches 
only; chronographs, repeaters, stop 
watches; exclusively by mail. F. S. 
Horological Co., 509 Fifth Ave., New 
York 17, N. Y 





WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ill. 





CAREFUL watch repairing,’ skilled 
workmanship; all watches checked 
and timed on Western’ Electric 
Watchmaster for accuracy. Frederick 
seer. 48 W. 48th St., New York 19, 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, 
cleaning, staffs, mainsprings; com- 
plete or partial repairs. Milton Wag- 
ner, P. O. Box 332, Reading, Pa. 





ACCURATE watch repairs for the 
trade; reliable and prompt service; 
moderate prices; every watch test- 
ed electronically on our Watchmas- 
ter. Allen Yager, 71 Nassau St., 
New York 7, N. Y. COrtlandt 
74-2272. 








YOU won’t be satisfied until you try 
Tammen; 30 years’ experience; 
Watches returned like new; reason- 
able; references; prices on request. 

. B. Tammen, Room 814, 93-99 Nas- 
Sau St., New York 7. 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out of 
town orders attended to promptly. 
I. Kunnel, 2 W. 47th St., New York 
City. Phone Bryant 9-5065. 





BOSTON, Mass.; reliable watch repair- 
ing for the trade; timed on Western 
Electric Watchmaster; (five-day ser- 
vice; prices and references upon re- 
quest. Lucerne Watch Repair Co., 
333 Washington St., Room 321. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the lat- 
est Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





WATCH repairing, crystals fitted; work 
guaranteed; place your repair prob- 
lems in the expert hands of Herman 
Schwartz, repairing all types of 
watches; skillful fitting in fine watch 
crystals by Harold Friedman; same 
day service. Room 705, 12 John St., 
New York 7, N. Y. Rector 2-2894. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 





anil 
TT 


Special Order Work and 
Repairs for the Trade 











HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J. 





DIAMOND and semi-precious stone 
setting in all its branches; fine ex- 
pert workmanship; prompt service 
for out-of-town accounts; excellent 
references supplied. Elmac Setters, 
10 W. 47th St., New York 19, N. Y. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 





PEARLS restrung; plain or knotted; can 
furnish clasps; quick service; reason- 
able prices; careful workmanship. E. 
Lowy, 10 W. 47th St., New York City. 
BR 9-8872. 





BEADS restrung, all kinds; expert 
work: materials and clasps furnished; 
48-hour service on mail orders; 40¢ 
postpaid; free estimates. Betty King, 
524 Addison, Chicago 13. 








RINGS only for line cuts; furnish ring 
and will return same with cut and 
proof, ready for printing in your ads; 
estimates cheerfully given. Harold 

Skolnik, 56 W. 45th St., New York 19, 
 f 


a - 


ALL under one roof; complete jew- 
elry repair service, including sizing, 
special orders, setting, engraving, 
plating, everything else the retail 
jeweler requires; rapid mail serv- 
ice. Quality Jewelry Co., 24 Wil- 
liam St., Newark, N. J. 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shill- 
ington, Pa., near Reading. 





PEARLS and beads restrung, clasps 
furnished, seed pearl work; excep- 
tionally fine work, quick and depend- 
able service; 20 years’ experience; 
Holmes protected safe. G. B. Lam- 
berger, 52 W. 47th St., New York 19. 





JEWELRY repairing, diamond set- 
ting and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





PEARLS restrung either plain or 
knotted; crystal beads on chain; can 
furnish clasps; quick service; careful 
workmanship; reasonable prices. 
ze 55 Eddy St., Providence, 





MOUNTINGS for cameos, brooches, 
pendants, earrings, etc., made to your 
specifications; free estimate; prompt 
service; satisfaction guaranteed. C. 
Merle Dubs, Manufacturing Jeweler, 
231 North St., Harrisburg, Pa. 











Wanted to Rent 








OPTICIAN desires space in jewelry 
store, to open up optical department; 
New York or New Jersey. Address 
**T., 931,” care J C-K. , 








To Let 








OFFICE space for diamond setter or 
engraver; North light; high class of- 
fice building, W. 45th St., New York. 
Address “T., 935,” care J C-K. 














Miscellaneous 











AMERICAN schools of watchmaking 
and aircraft instruments offer in- 
tensive, practical, career training to 
qualified men and women; ap- 
proved for veterans; approved by 
National Council of Technical 
Schools, United Horological Asso- 
ciation of America, and California 
Association of Vocational Schools; 
C.A.O. Instrument Repair Sta. No. 
1028; free catalog on _ request. 
Write, American Schools, 5145 W. 
San Fernando Rd., Dept. J-5, Los 
Angeles 26, Calif. 








FOR MAY, #948 


365 





A 
Abrahams, Raymond ......-...ceeeee 209 
Acme Ring Mfg. Co. .......---eeee. 251 
a’... ee ee a 337 
Air Express Division of Railway 
Express Agency .........cccceces 311 
Aisenstein & Gordon .........-+0.6. 252 
Aisenstein, Louis & Bros. Inc. ..... 66 
Alka Precision Tool & Experimental 
eT eT ae 353 
Allen, Benj., & Co. .....cccccccccecs 235 
American Incabloc Co. ........++e6. 158 
American Platinum Works ........ 280 
American Safety Razor Co. ........ 128 
American Time Products, Inc. ..... 343 
Anson Jewelry Products .......... 110 
ae ee ee ee eee 330 
Arch Crown Tag & Stamping Co.... 322 
re ae eee Ge GO. 6-640 6'w 6-00 +0 0 004 277 
Associated Specialties Corp. ....... 324 
Atiaw GCRERR Coy. 266s ocd ewecessecese 341 
B 
Baker & Co., Inc. ....-scscceces 6-7-250 
MS ite Kk Odw SA d SO OSS EE ORE 180 
ee ee ee ree 120 
Baltin, A. Joseph, & Co. ........... 255 
Oe Ge TES kos e ccs cvccvvvcoscee 305 
Pr Se, vscnsoeecceen acne ses 130 
Baskin Bros., Inc. ....--..cccccccce 27 
Baumgold Bros., Inc, ..........+e6. 207 
Bayer, Fretzfelder & Mills, Inc. .... 237 
Beattie Jet Lighters, Inc. .......... 175 
Bechtel, Joseph B., & Co., Inc. ..... 112 
Becken, A. C., CO, ..ccrcccccccccces 233 
Becker-Heckman Co. ....---++-.-eee6-. 337 
Benstock Ring Mfg. Co. ........... 257 
BIANCATS BZ CO, secccccescccccsces 30-31 
rr cere kee dees ee eee R SE 95 
Bluebird Diamond Syndicate ....... 227 
Se, PNET boc ec-eeeececovedovss 340 
Boreteldt, George, Corporation 341 
a 247 
Bowman ‘Technical School ......... 332 
Pe Ee” sb cee ew eee ne sekaenewe 258 
Pe Pe: +6crcbadvedasnneeensaass 333 
Ores TEMG COO. ccc ccccveoecs 256 
Bradley University ........ec..eee. 337 
Braun-Crystal Mfg. Co. ............ 111 
Braunfeld & Mehlman ............. 322 
CB 164 
Briggs, Bates & Bacon Co. ......... 26 
Bristol Seamless Ring Co........... 11 
ee, Se Fe veces edssecsccses 332 
ee a Ee coxenecdeesceenied 116-117 
PEs. HL. scetonededseswes 8-9 
Bulova Watch Co. ..... 64a-64b-64c-64d 
C 
CORMIPOMR Ge GOGte oo ccccccsccccesss 294 
POETS TTT eT eee e Te 322 
Cardinal Diamond Syndicate ....... 217 
CORMESOCOT CPETER, BMC, 2c ccccccccccs 341 
Catamore Jewelry Co, ......scceces 142 
Centennial Jewelers ............... 339 
Central Watch Materials & Supply 
Ok -nesdiesd@eeeaeiebhes fessesnee OOO 
Chicago School of Watchmaking ... 336 


366 






























































eee GO. bd deve aeedéewoxewnns 
Classique Jewelry Mfg. Co. ........ 131 
SE GE. 604.645.0658 4004444000088 82-83 
ee, Si, GED. a6 6 cad ce wewseee 41 
eo ge Ee ee 125 
Cooper, Jos. B., & Sons, Inc, ....... 294 
Copeland & Thompson, Inc. ........ 303 
Corcoran, D. Stanley, Inc. .....-... 340 
Oi a ee ele he wee Sree 34-35 
Costume Accessories of California... 318 
Crewrore Water CO. .sccscecvscess 21 
D 
RE eee GA, 6 ence eesceesctones 322 
De Beers Consolidated Mines, Ltd... 201 
Dee, Division of Handy & Harman.. 283 
ee PTT RTC CTT TCT 223 
Designcraft Jewelry ......ccccceee 305 
Deutsch, Rudoiph, Co. ....ccccseses 213 
ee Ee ee 328 
PE, bes ee eens seetene eee eas 303 
EPOUreem Ge GA, BMG. 6 oc ccwowcas 299-340 
Dreher Bros. & Wider ............. 240 
Drilling, James A., & Co., Inc. ...... 243 
Duchess Jewelry Mfg. Co. .......-. 89 
Duroffourg, Max, Gem Co. ......... 229 
E 
BDOMOTE BBO. 06 os ccc ccsccecwsces 90 
Elgin National Watch Co. ......... 40 
Blite Wateh Case COPD. ...cccceccee 88 
Bmgel, J B@ Co., ING. oc cocccccvvecs 334 
Enright-Le Carboulee, Inc, ........ 341 
Eterna Watch Co. .cccccscccecsccses 322 
Se eee: GO, wee scsevcnccvecs BOS 
Everfine Jewelry Mfg. Co. ......... 72 
OS a ee ee 126 
F 
Fabrikant Bros., Inc. .......-++++:+- 20 
eg ee eee ee ee 254 
gig, . > AE Pe re 96a 
Pentre Tite Oey. .« «6:0 0606 cas cesews 69 
Federation of Swiss Watch Mfgrs. 80-81 
Dee, FF. a H., BM 000 ccc0s cccues 166 
ee GA. 6 6. 666 6660694400004 Cowes 144 
Felsenfeld, Jack J. .-..cccccccccocs 321 
Poe Bs GRA ov cs weneeads neoews 123 
og eee ee re ee ese 68 
Finland Ceramics & Glass Corp. 301-341 
Fisher, A. Edward, & Co. ......... 17 
Pasar, Grease. & GO, 2. cascccccssces 341 
Fiex-Let Expansion Products .... 42-43 
Fondeville & Co., ING, .ccccccccscce 340 
POratmer Caemin GIP. 66 626 ce ecces 23 
ere SEU Gao ss econ se seus 297 
Frackman, Harry & Ben ........... 171 
Preeman, 1., & BON o<scccccscscesee 295 
Friegerio Diamond & Tool Co. ..... 96 
Fulton Watch Crystal Co. ......... 351 
G 
Se UG: een neers oe head eee eben 14 
Gemological Inst. of Amer. ........ 215 
SPOIOTERS GOS OO... dos ci cd cecsccesoes 258 
OUPEE Tree, BG nk 6 koe ceccccenee 85 
i, er ree 338 


ee -_ 


‘——————stse etststneesnssenenens 








INDEX TO ADVERTISEMENTS 






























Gibson, C. R. Co. 


Gilbert, Wm. L., Clock Co. ...... a te: 
Glen Jewelry Co, .......-.......,,. 109 
Gold, Charles, & Co. ......... es 107 
Goldberg & Possoff ............... 339 
Goodman & Co, ....ccccccccccscce. 140 
Goodman, Julius, & Son .........,. 287 
ee 99 
Gorham CO, 2... ccceccecccccccsecee. 263 
Gothic Jarproof Watch Corp, ...... 127 
CPPMROP BOG, occ oie ei bccesccics, 33 
OOM GE OO, osiieenn ese ciccdeccens, 333 
POTS BOR, oo 6s tee nwt cance, 145 
Gratz, Louis, & Sons, Inc. .......... 7 
Greenwold, Harry, Co. ......ccccec. 338 
Cramgery, MMO By io 6.0 0h sed ckeka, 337 
ee, Mi RO, wie cosnes Ramee 153 
H 
2 Inside Back Cover 
Hairspring Vibrating Co. .......... 351 
HFiamilton Watch Co. ..csccccccsesc 36 
FeMMGy & FERPA «oc scccssccccsccs 46 
Pe hs GK wate iaeeensenceeuan 149 
Harteveldt, Henry H., Co. ......... 306 
Peevilame, FmCO., B CO. 2 ccccscseccas 341 
7 Et eeererrerrrrre 154 
Bee, San Ge TG, BR, oa 4 6a vena k 37 
0, A oy 305 
Herschede Hall Cloek Co. .......... 248 
Hertel, William, & Co, ............ 324 
Hirsch de Metz, Louis, Co. ......... 106 
errr rrr eer 319 
I 
ED Wt Came Ce, cc ccewecsveces 61 
Imperial Pearl Syndicate, Inc. ..... 219 
Improved Products Mfg. Co. ... 108-109 
Ingraham, B., CO, occccccccccccvess 345 
International Nickel Co. ........... 174 
International Silver Co. ....... 186-265 
Brome @ Mussel] Co. 6000 ce eesesses's 96b 
er ere a 16 
J 
Seeuee, Gs Bee Ce cece ccee desvaes 338 
Jacoby-BendGer, Inc. ...ccccccccecs 18-19 
SORES GEOG) 06 ccicsccdoesoseseds 329 
Jenkins @& Sons, Inc. ....csccccccee 76 
Jones & Woodland .....cccccccccce 60 
ee ee a ee ee ee 331 
K 
meee, Za GO, CO. 6k koe sea ceaweeed 221 
Bee, THE Bs 0:06 whe neesdics acne 244 
Kalman’s Mfg. Jeweler ..........-. 249 
gg SS MTT CEPT OT eer eT TT. 353 
Kaplan, Morris, & Sons ..........++. 55 
Karlan & Bleicher, Inc, ..........-- 5 
a a eee 169 
Kastenhuber & Lehrfeld .......... 285 
Kestenman Bros, Mfg. Co. ........-. 79 
Keystone Silver Co., Inc. .........-. 282 
Kingsley Stamping Co, ..........+: 256 
PIMEStON Wate Co. ...cccccccscdv 38 
Klein Bros. Optical Co. ............ 353 
ey Se ie GO eihkbw ch eccewenedes 339 
Koch, George, & Sons, Inc. ........ 295 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















=" —_ _— —_ ad —_—_- Qe se -_— -s 


— —_— —— 


INDEX TO ADVERTISEMENTS 


mopmer, MAK ...2secsseersecrcccess 334 
Kollsman Inst. of Square D. Co. .-- - 
Kolter & Kopit, Inc. «+. -eereeeereee 62 
Kreisler, Jacques, Mfg. Corp. 12-13 
Krupper, Herman CG. cv ccacnene 303 
Kushner & Pines ..----++erssscrees 28 
L 
t, & B. Jewelry Co. .+esesesercrces 167 
Lampl, WRI gcc ccecesesessernene 49 
Lasko Strap Co. «+--+ eeere tree reces 71 
Lathin Wietes CO occ cecsesseseeees 92 
Leichter, Emil, Watch Co., Inc, .-.-.-. 91 
Leif BOS. .. ccc cece ceeesecsseees 173 
Lenox Jewelry Products Corp, ...-.- 67 
Le Stage Mfg. Co. «+. eee eer ee eeeee 100 
Levin, Louis, & Sons, Inc... .814-335-389 
Levine, Frank, & Co., Inc. ...-+-+--- 141 
Levy Bros. Chima Co. ..--+-++++ee+5 341 
Levy, Maynard ..----+eeee reece eces 336 
Leys, Christie, & CO. ....eeeeeeeees 321 
Litwin & SOMS .....- eee cece ee eeees 338 
Louis Watch Co, ....--.eeee ee eeeee 151 
LUGETNEM'S 2. cece eee ee ee eee eee eeees 324 
Luria, L., & Sons, INC. .---+ eee eeeee 115 
M 
M. & 8S. Jewelry Mfg. Co. ..--+-+->- 156 
Maddock & Miller, Inc, ......-+..-- 340 
Makepeace, D. E., Co. .. +++ ee ee eeees 146 
Manning, Bowman & Co. ...-+++-++-. 10 
Manning, Opal Corp. .......e+eee- 258 
Marathon Co. ..ccccccscccccccccces 32 
Marsh, J. P., Corp. .ccccceccccceces 286 
Marshall, C. & E., Co. ..--eeeeeeees 330 
ee SE EM 6 cic cece ened eeuns 337 
Marvella Pearls ....--cccccerecccces 54 
ee ee 59 
Meee, BM. A., & Coy .icesesccscess 98-99 
Metalfield, Inc, ....cccccccccccccees 118 
ee ee ee ee a 253 
Metro Jewelry Co, ..--..eeeeeeeees 39 
Metropolitan Gem Corp. ..........-. 256 
Meyer, J. A., & Co. .ccccccccccccess 331 
Beever, Be Bui BK. 6.06 oe ce eiennwen 3395 
BEOOREIOE, Ba CO cc ciccccscsesecsces 133 
Michigan Dial Refinishing Co. ..... 336 
Midhurst Importing Corp, ......... 335 
Milglo Jewelry Co, ....--cceeseeeee 168 
Miller, Clifford A., & Co., Ine. ...... 327 
Bes TOMO 6 co cco neue eencdecnes 331 
Morris, Norman M., Co. ..........<- 78 
N 
I 79 
National Jewelry Fair ........ cove OF 
i ee ree 239 


National Silver Deposit Ware Co... 289 
National Watch Repair Services ... 329 


es Oc eaaeens esau’ 291 
New Haven Watch & Clock Co. ... 84 
New Hermes, Inc, .........c0¢. 132-316 
Newall Manufacturing Co. ......... 336 
Newark eOweiry Mile, Co. ..ccceves 101 
a ee 177 
Norma Pencil Corp. ...........+-+. 129 


FOR MAY, 1948 














Normandie Watch Co. .......cccces 87 
Pepe, Veena FH, TM, 6 cn ccceieseses 353 
O 
Ga. Wee Ee, Ch wre en Ss da ewsew 3 
OlienGort® Watelh Co. ..ccccccccceces 103 
Oneida, Ltd....Qutside Back Cover-44-45 
OCrmeterm, TA, & Game .cccccccveses 24-25 
P 
PPOGRS BRP, BG. v.86 6 0 646 Cbs ceekaee 163 
es GP GA, nb 0's 6 hese waw ee eescns 179 
eee Pe GN, kk 06 6 sed wdeewwndde 182 
PORTE, Bi, BG. 6066s seadddiccdses 104 
Philadelphia College of Horology... 332 
Philadelphia Watch Supply Co. .... 332 
Dee Bee Gd kK cadheeeecéueednes 135 
PO Teemer COs ac ciccccssccsen 147 
POROCCH, COMM A., BOG cccccccccece 353 
Polumbaum, Richard, Co. .......... 29 
ae, a ee Ge bn cb ce hace came 202-203 
Pe Se Gone ceded woanedadaeas 271 
Prigm-Late EROMONES ..cccccccecss 63 
Provemence Bleck Coy . cc ascescasces 165 
R 
Racine Universal Motor Co, ....... 331 
Relda Sterling Products Co, ....... 275 
BUOMSEO WIG CO, 2. csc cccccecceses 73 
FROUCCOr BIRMEMVS 2206s ccctccscccten 329 
Revere ClOGE CO, .ccccccccecceceses 281 
Reynolds Machinery Co. ........... 349 
Richheimer, Jerome, Inc. .......... 221 
tivkin, Morris, & Sons, Inc, ....... 148 
Robinson & Sverdlik, Inc .......... 211 
Rodman, Harry, Inc. ...ccccccccecs 74 
Ronson Art Metal Works, Inc. ..-.. 199 
Rosenthal, Leonard, Inc. ........... 64 
Rosenthal & Kaplan .....-..+-+++.--. 58 
Rothman & Schneider, Inc. .......-. 93 
Royal Craftsman, Inc, .......+..+---. 113 
Rubin, Joseph, Electro Plating Corp. 124 
Five, GRRRE 6 oc cece ctscseseseeaseas 341 
S 
Sarkin, David, Imc. ........22+ee-0k°SA5 
ee... Bin GEG, 2 60 6 664 06 hese eee 1 
Saunders, Alexander, & Co, ......-- 325 
Schick, Harry C., Inc. ......--..---. 225 
Schiffman, M,. W., & Co. ..--..+-ee- 157 
Schneider, D. .ccccccccccccccccccese 298 
Schultz, A. G., Co, ccc cccccccccces 334 
Schumer Brae, Co, ....ccccccccccces 338 
Mase GS GM. co ett teste wtsancecs 162 
Boliore TRMGOPMTIGSS 2 nc cicccccccacse 293 
Sessions Clock Co. ....ccscccccccece 77 
Seymour Mig. Co, ...-.cccccccccees 328 
Shanholtz, Joseph M, .............. 155 
Shiman Bros, & Co., Inc. .......-... 52 
Penne, BA ..occccdseciccdtconacas 332 
Sickles, M., & Sons ......cccccccces 333 
Simmons, FR. F., Co. ....ccccccccccs + 
Simons Bros. & Co. ....cccccccccces 321 
Smith, Frank W.,, Silver Co. ....... 289 
Smyth, Albert S., Co., Inc. ........-. 334 
Solarprut Shade Co, ....----++..e++. 335 
Somers-Ernest Co., Inc. .........-. 313 
a ee a 313 
Met TE x os 000065 60 6060006666606088 321 
Southern College of Watchmaking.. 351 
Speidel Corp. ..cccccccccccccccccces 65 
Meee Gy 6 6 cc knd4000600c0eseees 176 
Standard Novelty Box Co, ......... 132 
Star Ring Mfg. Co, ....---+.eeeeees 47 


























Star Watch Case Co. ........ 128a-128b 
Steiner-Leading Jewelry Mfg. Co... 86 
eee SAR, BOOM, cn dtcccwcceeacue 122 
eee, SUM, | CW scccvcccenceceese 320 
es ee On 4 060 00 000nsaweneeeteds 322 
DSN st aes eerie keee heed aaes 22 
Stonewall Products Co. ............ 4 
stranger, Herbert W., Co. ......... 328 
Straub, Paul A., & Co., Inc. ........ 340 
St. Paul Fire & Marine Insurance Co. 242 
Be Ge GO, oho accdacedeeeenesen 326 
Superb Case Mfg. Co. .....ccccccce: 161 
purmamer, &. J., & CO ..ccccccccccs 322 
ee 53 
ee sb ehh ci dnceewiesdenanue 336 
a 295 
Swiss Radium & Dial Painting Co.. 121 
Swine Wateh Dink Oa ..ccccccccces 152 
7 
Tedman Importing Co. ............ 340 
WE Ecc oceans nceedeactiaawes 347 
pr ee ee 305 
ee, FE eee a een dineconeweeawss 160 
Tharaud, Justin, Inc. .............. 340 
SOPGMt Teme Ce cccccccccceccecs 339 
ey De Ge noe dwdnedisercdnenecen 172 
Treasureland Ring Co. ............ 231 
Trifari, Krussman & Fishel ....... 105 
meee, SROOUE GM ccccewcasceecdes 256 
ee Se Ts hws ontecdsnceeeues 304 
U 
United States Glass Co. ............ 50 
a Ge ee GE, 4k dne tence catererus 119 
CP eT A, Web be ckhedecenceaees 131 
Universal Jewelry Case Co. ........ 328 
Untermeyer-Robbins Co, .......... 15 
V 
Van Dell Corp....... Inside Front Cover 
Wreteria Peart Ca, EAR occcccsecde 205 
Wes DEED £AGsaseddbaweesneacen 259 
Ww 
Wadsworth Watch Case Co, ....... 48 
Waite-Evans Mfg. Co. ......cc.eene 139 
Wakmann Watch Co ..ccccccccccs 143 
Wallace Silversmiths .......... 260-261 
Wares Wate OW <.ceccscicccs 56-57 
Wants Advertisements ........ 358-365 
EE - bbc. cK tance weeeseehuneoes 269 
eo PTT 323 
be ee 159 
Wedgwood Josiah, & Sons, Inc...... 340 
Wee Cherub Big, Car ccccoscccccces 335 
Wefferling-Berry & Co. ........... 258 
eee 302 
Weksler & Goodman, Inc. ......... 246 
Wells Manufacturing Co. .......... 328 
Wrens Bs GO. ig 6.6. o.ccdccc' eda ds 337 


Western Gold & Platinum Works .. 327 
Western Pennsylvania Horological 


ee stuceka wee 
We SE, ghee ksaeeckcensees 134 
ee ee 321 
Whiting, Frank M., & Co. ...... 266-267 
renee Ge NG, kc oc cccnecduss 273 
White Rose Jewelry Co. ........... 114 
Weed, 2 By & Gee dsc cecdcswcs 178-179 
Worenmer, BOGOE, Bs cccccccctosse 241 
Wyler Watch Agency ....... eeeces 138 

Z 

Zippo Manufacturing Co. ........-. 317 


367 








JEWELRY INDUSTRY COUNCIL 


IN THE LATE 20’s, we had a Jewelers’ Publicity Com- 
mittee, which failed for three main reasons—Amateur 
Direction, Not Enough Money, Lack of Cooperation. 

The Jewelry Industry Council, which is a revived ver- 
sion of the old “Gifts That Last” outfit, made a fine 
start and began with facts based upon a survey of the 
jewelry trade and the buying habits of the public by 
Elmo Roper. 

We translated those findings into action by planning 
Gift Events promotions such as Valentine’s Day, Moth- 
er’s Day, Father’s Day, Graduation and Christmas; and 
developed a new Wedding Anniversary List, a new Birth- 
day Booklet, the current Silver Parade, speech service, 
fashion shows—and now National Advertising. 

These efforts resulted from experienced direction of 
men who spent millions of dollars of their own com- 
pany’s money and a staff of men who know their busi- 
ness, not the hunches or half-baked theories of a Board 
of Directors. 

There are still a lot of importers, manufacturers, 
wholesalers and retailers taking a “free ride” on this 
proposition, as we have only been fairly successful rais- 
ing enough money to make a good start. I hope that 
those who are not aboard the bandwagon now will in- 
vestigate the benefits of what has already been done 
and join the parade because it’s going to be a good one. 


COMMITTEE OF COMMITTEES 
AND ASSOCIATIONS 


THE JEWELERS VIGILANCE COMMITTEE, formed by a 
few far-seeing men 35 years ago to protect the industry 
from within as well as from without, has accomplished 
much. 

Today, it is really a Committee of Committees and 
Associations, having on its Board of Directors the presi- 
dents of ten national associations, as well as representa- 
tives from every important branch of the trade. 

It is the only over-all organization prepared to act 
on short notice and to act with competent authority to 
meet any situation which imperils any broad interest of 
our industry. 

It has been handling annually about 300 cases of 
misrepresentation, false advertising and stamping. 

It has fought discrimination through taxation as is 
evidenced by the formation of the present Jewelry In- 
dustry Tax Committee which has assumed the respon- 
sibility of fighting against the present 20 per cent dis- 
criminatory excise tax. 

It seeks to develop and help maintain trade standards 
on the highest possible level, to assist in the formulation 
and clarification of laws, and make possible the prose- 
cution of violators. 

It concerns itself with the apprehension of smugglers 
in collaboration with Government agencies and keeps 
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close watch on and seeks to correct any actions oy re. 
strictions placed upon our trade by Government agencies 
which are harmful to its best interests, such as the Pog 
Exchange and Ships’ Service Stores, the tax-free auction 
sales and many others. 

The Jewelers Vigilance Committee has been supported 
throughout its existence by voluntary contributions from 
importers, manufacturers, wholesalers, and retailers, be. 
cause it has demonstrated its ability to serve the indus. 
try as a whole, and seeks to serve it without fear and 
favor, and solicits the continued support of all on that 
basis. 


THE EXCISE TAX 


PUBLIC DISCUSSION and publicity about the 20 per 
cent excise tax on jewelry emphasizes its effect upon the 
consumer to the detriment of our industry. 

Recent agitation and political gestures by members of 
Congress advocating the repeal of certain of these ex. 
cise taxes has not only aggravated this situation, but has 
stirred up considerable discussion within our trade. 

We must face the fact that we have a tough fight on 
our hands to rid ourselves of this tax, or even have it 
reduced to a 10 per cent rate. The principal reason is, 
that it brings in too much revenue. It isn’t as much as 
it was, but it is still over half of what is collected from 
the other industries or services in the same group. 

We have a committee representing the best experience 
in tax matters, also all of the principal branches of our 
trade. They, in turn, have engaged experienced and 
prominent counsel to advise them as to what to do and 
when. 

There are some in our trade without too much, if any, 
experience in Washington legislative matters, who do 
not hesitate to suggest or even carry out ideas of their 
own or criticize what is being done to the embarrassment 
of the Tax Committee, and at times, to the detriment of 
the industry. 

If we expect to get anywhere in this fight, we must 
present a united front, have aggressive leadership and 
competent tacticians. I plead for a united effort and ask 
for the moral and financial support of our trade to the 
Jewelry Industry Tax Committee. 

Do not be disturbed if you don’t hear in detail every- 
thing the Tax Committee does. To discuss the things 
that are planned or done is impossible because condi- 
tions change so rapidly. Be assured the committee is on 
the job. They are just as anxious as you are to help and 
you may be sure when the Right Time comes, they will 
tell you How you can also help. 


Guest Editor 
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winning praise for Hadley 


The ‘‘LINCOLN™ 


The ‘‘LENORE’™ 


IF YOU'RE LOOKING for the odds-on favorites to 
win popularity-and-profit honors for 1948, 
don’t miss this sleek handsome couple by 
Hadley! Already breaking records for sales 
and re-orders, they are excellent examples of 
Hadley’s 1948 line — of eight handsome new 
Hadley men’s watch bands, sixteen fetching 
new women’s watch bracelets. All exceptional 


for display, all top-notch for turnover! 
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everywhere! 








LINCOLN Hadley Quality 


A completely new style basket weave with 
new large beveled center — all links remove 


able. Yellow $7.50* 





LENORE Hadley Quality 


The beauty of spiral chain — easily ad- 
justed to size — positive gripping boxes. 
Yellow $3.50* 

Sold as always through authorized Hadley 


Wholesalers to jewelers only. 


*Plus tax 


COMPANY e PROVIDENCE, RHODE ISLAND 
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Ti happiest brides hav 
mare 


Communit 


And brides are your 
MOst Important Customers! 


45. Take advantage of it 


Community patterns .. . and by using the tie-in 
displays and printed leaflets, and newspaper 
mats that wil] bring bridal business 


and 
Community Sales. . . to your store! 


ry £ 
> 
© 


A LYo.. 
ONEID ee 
mie et 
FINEST SILVERPL | 
THE : 
ITY 
COMMUN 











